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Second-Set Market 


You don’t always have to take the old 
set in trade — many dealers are selling 
customers on the second set idea 








09), MORE SUCTION-POWER 


P/US MORE SALES-STARTING 
FEATURES THAN ANY OTHER 
HOME CLEANER! 


APEX | 


STRATO- CLEANER 


@ NEW 2-TONE COLOR-STYLING BEAUTY 


— Coral and Beige color combina- 






















: ae. -< — ar APEX POWER UNIT 
ces tion for maximum display impact hae ate aoe 
TURN-TABLE BASE and sales appeal! Only Apex-Engineering 


has achieved this Super- 
Suction Power Unit! It 
combines the efficiency 






Turns 360° 
for both cleaning 










ead egroying! @ EASIEST LID-REMOVAL—no motor lifting vibe ecole omen 
° center ot gravity zreate 
to remove disposable dust bag! _ 
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-y 360° swivel top NEW FIRST COMPLETE STEP-UP 
ar e CANISTER CLEANER LINE! 


featuring the lowest-priced complete canister cleaner on the market! % 


NEW/ KPEX NEW/ APEX 
AERO-CLEANER DYNO-CLEANER 
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360° swivel top 




















... quality throughout... 2- ... rock-bottom prices for 4 
tone decorator color-styling profitable “step-up” selling ! 
in Turquoise and Beige; Beautifully styled in 2-tones, 

chrome, swivel-top for French blue and Beige; ‘ 
“round -the- room” cleaning swivel-top; large, easy-to-use 

ease; toe-tap switch; no dust- carrying handle; disposable, 

bag emptying! Complete set paper dust bags; special Apex 

of Apex custom cleaning cleaning tools! A terrific 

tools. Leads competition in advertising “special”. . . the 

. styling, quality, performance! perfect “sell-UP” model! 
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THE APEX ELECTRICAL MANUFACTURING CO. « CLEVELAND 10, OHIO 
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TWIN CELEBRA 


Westinghouse Introduces New 
Low-Priced Laundry Twins... 


DOUBLES YOUR MARKET! 





Repeat 
Performance! 


This Ad Appears In 
FULL COLOR 
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A dramatic new appliance .. . timed for big fall sales! 
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appliance 


for 


deep Irving 
roasting 
cooking 

steaming 

blanching 
stewing 

warming 


| SUTVITG ving 

















Here West Bend's stellar 8 in 1 
appliance is shown in use as a 
server keeping a delicious stew 
hot in a buffet setting. 





cst 8" a 


Sacre Oy babe Nett 





WEST BEND introduces a great new fryer design 
Not only a deep fryer — but a roaster and server, too. Unique design 
accomplishes five things for the homemaker: (1) one appliance 
with many uses (2) saves space (3) luxurious table service 
(4) operating simplicity and safety (5) it’s the most economical 
size (4 quarts) for family cooking. Saves electricity, ar 
saves time and uses only 3 pints of oil for $e) ) W) 
deep frying. Compare the retail price . .~. aa °J complete 
DEPT. 189 
WEST BEND ALUMINUM CO. 


WEST BEND, WISCONSIN 


Includes Fed. excise tax 





DEEP FRYING ROASTING SERVING 





A COLORFUL PAGE ANNOUNCEMENT 
IN THE POST OCTOBER 3rd. 


BIG FEATURES! 







Millions will see its pre- 
mier showing in a strik- 
ing full color, 
full page due 


£d 









DRAIN-TOP COVER bis. 





VA, soon in the Post. 


SIMPLE AUTOMATIC CONTROL 


SPACE SAVING DESIGN 


A brand-new unique 


PER QUICK HEAT 


{7,\ Temperature can be Gracefully tapered de- feature. When upside Long-life 5/16” diam- 

t : set anywhere from sign gives proper down on the table, eter tubular electric 

‘1 . | 160° to 400°F. Red depth and extra large cover with ring-type unit is brazed right to 

—_——ee- : pilot light glows un- cooking area at the knob provides a firm the fryer well for in- 

= f til temperature is top. All accessories can base for food-filled stant heat transmis- 
¥ \ reached. be stored inside. basket. 
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The National Appliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 


By ROBERT W. ARMSTRONG 


July shows some sales improve- 
ment, backed by air coolers, 
refrigerators, washers, and 
ranges . . . Promotional mer- 
chandise a must for most deal- 
ers... Trend to fewer lines 


N the basis of dealer and dis- 
tributor reports, July wasn’t a 
bad month. Nobody’s turning any 
cartwheels with jubilance, but most 
merchants found that repre- 
sented an improvement over June fig 
ures and a fair share think that they 
did a little better than in July of 1952. 
Air conditioning, again, accounted 
for an important part of volume, but 
this time it got some assistance, in 
some areas, from refrigerators, ranges, 
portable radios, and washers. Even 
television, which has been generally 
non-profitable during the summer 
months, showed signs of life for a few 
dealers who ran special promotions 

But the usual variations in this busi- 
ness are still operating. Up in Boston, 
Mass., for example, one large dealer- 
ship asserts that dollar volume is 10 
percent above 1952 but a distributor 
complains that “since May prices on 
white goods have been soft and dollar 
volume perhaps 20 percent under a 
year ago. 

In the same area air conditioners 
have outsold 1952 by 50 percent, but 
despite shortages of certain makes, 
other brands have backed up in supply 
and one dealer predicts that as fall ap- 
proaches there will be price cutting. 
He should see New York right now.) 


sale 5 


Running Ahead. The strength of 
July business was strongly demon- 
strated in Buffalo, New York, where 
one dealer, claiming that his business 
is running ahead of 1952, declares 
that “you have to keep promoting to 
do business.” Product by product, he 
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lines up his July volume like this: 
‘Refrigerators and ranges made a good 
showing. Washers were down a bit. 
We did a surprising business in iron- 
ers. The freezer business continues 
slow. Television dropped from June 
levels, but we more than made up for 
it with white sales gains. There is 
plenty of merchandise available, but 
promotional deals are hard to get.” 

Another merchant in the same area 
says that “the general business tempo 
in July improved. Hot weather helped 
refrigeration and television clearance 
ads helped our ‘T'V volume.” 


Falling Behind. Although air condi 
tioners have been and (at this writing) 
are still strong in some areas, dealers 
around New York City, where sales 
graphs change with the sensitivity of 
thermometers, are already feeling the 
cold winds of fall in declining sales. 
Most of them reported in early August 
that refrigeration sales were holding 
steady and air conditioners slowing up 
after a terrific June. Says one, “I figure 
I’m about ten percent under last year’s 
refrigeration business (for the year) 
and about the same percent over on 
air conditioners.” 

“Steady”, as applied to refrigerator 
sales, doesn’t mean that they are set- 
ting any records, only that they are 
equal to June and some distributors 
quite frankly have been offering deals, 
ometimes putting their customers on 
the horns of a triple dilemma. As one 
retailer puts it, “I’ve got the choice of 
getting one box free with every ten 
bought from one distributor, dated 
billing from another, or extra cost dis 
counts from another and it’s a prob- 
lem knowing which deal is the final 
and best one.” 

The importance of promotional 
merchandise that can be bought and 
sold at a cut price is recognized by most 
New York dealers. One lucky one 
picked up 100 units of a 1952 model 
automatic washer for $125, cleaned 
them out at $175. Another dealer 
stacked crates of 21-inch table model 
‘T'V in his window and pasted up huge 
signs reading “Television for $129.” 
Installation and delivery was extra 
and, with these extras tacked on, each 
sale cleared about $50. 


About the Same. About the most 
stable sales area in hectic New York is 
Staten Island and even here the July 
picture shows some paradoxes. For ex- 
ample, one dealer’s July business was 
20 percent ahead of last year, about 
even with June; another says this July 
was the same as in 1952 and a little off 
from June; and a third says business 
this year is running about 10 percent 
under last year. Add ’em all up and it 
comes out about even. 


1953 


Almost Unanimous. Distributors 
and dealers in Philadelphia found dif 
ferent ways to express it, but almost 
all agree that July was a good month. 
One dealer, happier than most, says 
July was the best month of the entire 
year and attributes it to the efforts of 
people trying to beat a Pennsylvania 
sales tax which goes into effect Sep- 
tember 1. His big items: air condi- 
tioners, refrigerators, automatic wash- 
ers. He reports, along with other 
dealers in Philadelphia and Boston, that 
electric ranges have “picked up consid- 
erably.” 

A Philadelphia distributor, bemoan- 
ing the soft refrigerator market, never- 
theless admits that July was the big- 
gest ever in over-all business. Another 
wholesaler, anticipating a slower Au- 
gust, also admits that July was very 
good, topping June in sales, but hold- 
ing about even with July, 1952. Sev- 
eral dealers and distributors agree that 
in Philadelphia refrigerator sales are 
“dull” and that air conditioner sales 
dropped off with the advent of unex- 
pected cool weather in July. 


80 percent off. Down in Washing 
ton, D. C., everybody was hurt by the 
bankruptcy of the Phillips chain. An 
other firm bought out the bankrupt’s 
stock and sold it for as little as 20¢ on 
the dollar—which meant long lines of 
people waiting for the bargains but 
little business anywhere else. ‘The bar 
gain hunters were most avid for air 
conditioners, looked then for 
washers and drvers 

\ Washington department store, re 
porting that air conditioners have 
been its best sellers this summer, 
says that customers haven't even hesi 
tated at the extra costs of wiring and 
installation. Real gooey hot weather 
like Washington’s may make people 
do anything to get comfortable, but 
air conditioning hasn’t met the same 
eagerness to pay for extra wiring in 
some other areas. In New York, for 
example, “adequate wiring” has sud- 
denly become a good deal more than a 
vague and idealistic term. The lack 
of it is beginning to hurt where it 
counts and in the very near future you 
can expect some strong and practical 
minded action to get improved wiring 
into homes, apartments and_ office 
buildings. 


dish 


Freezer Stall. Only one out of all 
the eastern dealers and distributors re- 
porting has a good word to say for 
freezer sales—and he attributes his suc- 
cess to the operation of his own food 
plan. All others say freezer sales are 
slow. One explains it by saying that 
the banks must work out a suitable 
finance system for this high-ticket item 
in order to sell the mass market, but 


another, whose clientele is mostly well- 
to-do, says that even people with 
money can’t be sold. A third offers this 
explanation: “I think the damage done 
by fly-by-nights in this section (Phuila- 
delphia) has had a continuing bad ef- 
fect in the minds of consumers which 
has not yet been overcome.” 


Pressure to Pare. It may only be a 
straw in the wind, but indications are 
that some dealers are cutting down the 
number of lines carried—but not, ap- 
parently, as a result of anyone’s advice 
to do so. It’s a matter of economic 
pressure, Here’s an example: A Long 
Island dealer says that he is lucky to 
make $25 on a $300 washer, And 
there are plenty like him. They say 
that with that kind of a margin they 
can’t indulge in any promotional ac- 
tivity. So some of them are cutting 
down their lines to two or three fran- 
chises, hoping in this way to get more 
consideration from their distributors 
in the form of better prices and “ex- 
tras.” 


The Midwest 








By TOM F. BLACKBURN 


Chicago dealers buying syndi- 
cate . Notes about music 
business . Smart trade-in 
advertising . . . Water pumps 
ahead . . . Room cooler wiring 
difficulty 


IGGEST news in Chicago is a 
buying syndicate that meets regu- 
larly at a YMCA, each member with 
his check book in his pocket. There 
they cast up what they want and, if 
it comes to a carload, each man puts 
up his money and the purchase is 
made. On a dryer which had cost 
each member $195 in limited quan- 
(Continued on page 6) 
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YOUR SALES 


Robertshaw® single dial oven heat control 

a sie “| The “something extra” that has helped close 

many sales is the “extra simplicity” that 

| , Robertshaw Single-Dial OVEN-HEAT-CON.- 

i TROL brings to electric range oven operation. 

All you do is turn the dial to Broil and back to 

Recipe Temperature. Your oven is on fully 
automatic heat control from that point on. 










The control automatically switches on the elec- 
tricity, cuts in both heating elements for quick pre- 
heat and lights BROIL and BAKE pilots. As oven 
temperature approaches pre-heat it cuts both ele- 
ments to minimize over-shoot and cuts out pilots to 
signal oven is ready for loading. It then recycles 
lower element only, to maintain exact Recipe Tem- 
perature and lights BAKE pilot to show it is on. 


Only Robertshaw gives this simple and completely 
automatic temperature control that adds the “some- 
thing extra that helps your sales.” 


@ CONTROLS COMPANY 


ROBERTSHAW THERMOSTAT DIVISION - Youngwood, Pennsylvania 
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Kohertshaw-Fultow 


THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





tities, the car deal—which no one of 
them could afford—brought the price 
down to $172 apiece. Essence of its 
success 1s dough on the line. 

It is not admitted, but a plan is 
being studied by a Chicago distributor 
in which merchandise will be assigned 
each dealer on a Sears, Roebuck basis, 
and advertising will break with his 
name attached. If the stuff doesn’t 
sell, it will be removed. He won't get 
the same margin, but he will be pro- 
tected against overstocks and loading. 
Idea is to duplicate the features that 
have made the huge mail order firm a 
succes 

A dealer recently complained that 
he did not want his store to be made 
a factory branch. He said that on a 
number of items, he had received a 
box of parts with instructions to make 
changes in the appliance. There was 
no $5 bill enclosed in each box to 
pay for the labor, nor was he allowed 
to raise the list price to cover the 
change. 


Notes About Music. [Ever since 
Bill Ritt up in St. Peter, Minnesota, 
did a big business on band instru 
ments in his appliance store, musical 
instruments have not seemed so out 
of place. 

Consequently, the report of Harry 
E.. Callaway, San Diego, on how the 
music merchants have been making 
out may be news. The business is 
8 percent ahead of 1952, he said, and 
will do $305 million for 1953. About 
95 percent of music stores carry radio 
and television 

Arthur Godfrey has helped make 
the guitar the most popular item (a 
ukulele is considered a dehydrated 
guitar). ‘The age of 12 is the time to 
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teach kids how to play something 
Electronics now make it possible for 
1 stringed instrument to hold a note. 
Spinet pianos have given new life to 
the piano business. Grand pianos ac 
count for only 3 to 4 percent of the 
volume. ‘Two thirds of the pianos arc 
made in the Middle West, and there 
are 64 and 73 note models as well as 
the standard $8 note. Fully $5 per- 
cent of the people who play, play 
pianos. Electronic organs are having 
a boom. ‘Television has promoted 
music lessons, because people get a 
thrill when they see it done. Music 
stores co-operate closely with music 
teachers in sending them pupils. 


Smart Trade-in Advertising. Wic 
boldt’s, Chicago Department store, 
deserves an orchid for its manne! 
of handling refrigerator trade-ins. In 
the epidemic of ‘$100 trade-in al 
lowances” over the country a lot of 
headaches have been caused by people 
who thought this meant any kind of 
an old box. 

lhe Wieboldt copy specifically says: 
“If vour old refrigerator is a 1945 
model or later, you get $125 off; if a 
1938 to 1945, you get $75 off; if 
earlier than 1938, you get $50 off on 
the purchase of a new refrigerator.” 
Thus a lot of floor wrangles are 
avoided. 


Effective Solicitations. C. M. 
(Milt) Baldwin says the best sales 
technique being used in Duluth is 
for the dealer himself to make calls on 
half a dozen good prospects. When 
Mr. Big comes in, and says, “Can I see 
you on what I believe is a real propo 
sition?” it ups all ears. 

(Continued on page 8) 





“STAND STILL JOE, HE THINKS YOU'RE TELEVISION” 
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TV NETWORK 
| SHOW FOR HOOVER 





Fall campaign, biggest in industry, also includes 62 
newspaper supplements, 10 national magazines, TV spots 























m | | One of the best-known, best-liked personalities 
* 


Who a in TV will be helping you sell Hoovers... on 


one of T'V’s top-rated shows. Not just once in a while—but every week. First 
network telecast, Monday, September 14. 
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BIG 7-WEEK PROMOTION 
SCHEDULED for OCTOBER 


Hoover dealers everywhere are getting set 
for the greatest promotional activity in 
the 45-year history of America’s oldest and 
largest manufacturer of electric cleaners. 

The current substantial magazine cam- 
paign is being stepped up in aggressive- 
ness and coverage. One of T'V’s top net- 
work shows is being added, with one of 
TV’s best-known, best-liked personalities 
helping you sell Hoovers every week. 

And a proven, tested promotion will get 
under way in October—with full support 
on network television plus colorful, full- 
page ads in newspaper supplements in 62 
markets. 

There’s a sales gale blowing up—for 
sure. Don’t miss out on it. If you’re not 
all set now, get in touch with your Hoover 
district manager pronto. Or write: 


THE HOOVER COMPANY 


North Canton, Ohio 


W 
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MANUFACTURERS WHOSE PRODUCTS SERVE BEST... 


Soy DPelden 


WIREMAKER FOR INDUSTRY 





SEPTEMBER, 





APPLIANCE-RADIO-TV 
PICTURE 


CONTINUED FROM PAGE 6 








Next most effective is a use-the- 
user approach. The boss calls a user 
and says, “I need some business and 
you'll get 12 pounds of caramels if 
you'll help me make my quota on 
electric clothes dryers.” 


Water Pumps Ahead, Water pump 
sales have been running 11 percent 
ahead of 1952, members of the Na- 
tional Association of Domestic and 
l'arm Pump Manufacturers heard at 
their July Chicago meeting. R. T. 
Jones, manager of farm sales for 
Pennsylvania Power & Light Com- 
pany, stated that dealers in his area 
moved 1,798 water systems in May. 
E.. D. Smith, Dayton Power & Light, 
announced that his dealers had sold 
399 water systems in May, 26 percent 
ahead of the previous period in 1952. 
They also moved 1,083 appliances 
which require running water for their 
operation. 


Retailing Cost Angle. In the at- 
tempt to cut retailing costs, little at- 
tention has been paid to the expense 
ot getting merchandise out of its 
package and on to the sales floor. In 
the food business it has been esti- 
mated that 20 to 25 percent of the 
margin goes for this item alone. In 
industry, fork lift trucks, conveyors 
and cranes have made enormous 
inroads in cutting handling costs— 
but not at retail level. The Lazarus 
Department store bulk storage ware 
house in Columbus, O., is one of the 
few outfits which has tackled this 
angle. 

Chicago’s Electric Association is 
starting to dig up sales figures on 
some of the pioneering appliances 
sold within its 50 mile radius. The 
year 1952 saw 4,964 dishwashers 
moved, it announced, and for the 
first quarter of 1953, 1,177. Sales of 
food waste disposers for 1952 were 
7,227, and for the first 1953 quarter 
were 2,135. 


Room Cooler Wiring Difficulty. 
Small as a cloud the size of a man’s 
hand is a difficulty facing the utilities 
in regard to room coolers. Technically 
a three-quarter-horse job should have 
its own circuit, or be on a 220 volt 

(Continued on page 15) 





“THIS ONE’S LIKE NEW—IT’S A TRADE IN 
FROM A NUDIST COLONY.” 
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WHAT HAPPENED WHEN TIDE 
THOR TEAMED UP IN ATLANTA? 


SE SOR FULL STORY TURN THIS PAGE! 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1953 

















Two Tide offers, made possible by the flex- 
ibility of the Tide Plan, were used by King 
Hardware Co. In-store displays like this, 
plus window displays and newspaper ads, 
were used to tell the story of the promotion 
to prospects. 








TIDE PROMOTION PLAN BOOSTS ATLANTA 
DEALER'S THOR WASHER SALES 147% 


hl 


Results! That’s how Bill Sharp, 
Manager of King Hardware Co. in 
Atlanta sums up the story of his 


¢ 4 tie-in with Tide. It began when Bill 
William Sharp 





Tide, in both automatic and wringer washers, than any 
other product on earth. It paid off when he turned that 
knowledge into action. Taking advantage of Tide’s spe- 
cial advertising allowance of $1.75 per case, King Hard- 
ware Co. used the Tide Plan for a double-barrelled 


10 


Sharp learned that more women use 


King Hardware Co. Sells 84 Thor Washers In Two Months 
With Promotion Based On Tide’s Popularity 


promotion: (1) offering a box of Tide to anyone who 
came in for a Thor washer demonstration; (2) giving a 
years supply of Tide away with each Thor washer pur- 
chased. Results? Tide’s overwhelming appeal to women 
upped store traffic 30%—increased Thor sales volume 
from 17 washers a month to 42 a month. “What’s more,” 
adds Bill Sharp, “our phone calls doubled the first day we 
ran a Tide tie-in newspaper ad.” Isn't there a sound sales 
lead for you in these pictures of the Tide Promotion Plan’s 
success in Atlanta, Georgia? 
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The initial Tide order was sent in after the Tide Plan’s success 
in other areas was described by T. J. Sandors (1.) and T. C. 
Irwin (r.) of Peaslee-Gaulbert Corp., to Mgr. Bill Sharp and 
salesman J. H. A. Petty of King Hardware Co. 
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100 prospects a day flocked in to watch a Thor washer 
demonstration and get a box of Tide. Traffic increased 30% as 
customers found the combination of a brand-new Thor washer, 


plus Tide, too good to ignore. Look at the crowds! 





Free display kit, shipped with Tide order, was used by King 
Hardware Co. to merchandise their Tide offers. Window 
streamers, counter cards, wall posters and newspaper mats all 
helped pull in traffic in droves. 


Demonstrations increased 75%! And maximum results 
were obtained because King Hardware Co. demonstrated with 


Tide. They got top performance from their Thors —the cleanest, 





whitest wash possible . . . with no soap film left in the washer. 
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Tide clinches another sale! King Hard- Truckloads of Thor washers moved out of King Hardware Tide is your best promotion tie-in be- 
ware Co. found that their offer of a year’s Co. during the promotion. Sales jumped 147% intwomonths cause: more women use Tide, in both 
supply of Tide was just the “extra” they —up from 17 washers sold a month to 42 a month. No automatic and wringer washers, than 


needed to sway hesitant prospects. 
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wonder they go right on using the proven Tide Plan! 


any other washing product on earth ! 
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WHY DEALER SHARP PICKED 
THOR FOR HIS TIE-IN WITH TIDE 


Thor automatic washer — Every feature every woman wants is built 
into this finest of all Thor Automatic Washers! Fills—washes—rinses and 
spins dry—automatically. Sensational new Thor Hot Water and Soap 
Saver included at no extra cost! Factory sealed mechanism is precision 
built for years of dependable, trouble-free service. 

















Thor automatic clothes dryer—A perfect match-mate for the new 
Thor Automatic Washer—The Dryer Your Clothes Turn Off.’ Features 
amazing new Selecto-Dry Control—the dryness you set is the dryness 
you get! Note King-Size Loading Door for effortless loading and unload- 
ing and perfect visibility inside the drum. Gas and electric models. 


New Thor Completely Matching Home Appliance Line 
Sweeping the Nation in Consumer Popularity 


Why did William Sharp decide to concen- 
trate on Thor for his tie-in promotion with 
Tide? Strictly because he knew it would 
mean good business! Two big names with 
big consumer acceptance were sure to add 
up to a highly successful promotion, in Mr. 
Sharp’s opinion, and the sales results proved 
that his opinion was firmly based on facts. 
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In selecting the Thor line for his Tide tie- 
in, Mr. Sharp picked a winner—for more 
reasons than one! First of all, the new Thor 
line is the most newsworthy in the home ap- 
pliance industry right now. Acclaimed every- 
where for beautiful, new styling, the brilliant 
new Thor Automatic Washer, along with the 
Thor Automatic Clothes Dryer and other 
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new Thor appliances, set a new standard of 
perfection in completely matching designs 
for the modern home. 

Striking new beauty, plus famous old Thor 
reliability, are a combination it’s hard to 
beat when it comes to packing in the store 
traffic—and selling it before it leaves your 
store! 
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Thor Spinner Washer 


Perfect match for Thor Automatic Clothes Dryer. Washes — 
rinses—spins dry in a single tub! 





























New Thor built-in electric range—A Top units, too, can be located just where 
smash-hit with women everywhere! Fea- needed to save steps and work. A beauti- 
tures the largest built-in electric oven of ful match-mate for the other great new 
them all. Oven can be located at wife- Thor home appliances. Here’s value that 
saving eye-level—anywhere in the kitchen. women know and trust. Ask for details! 





Thor Wringer Washer 


Featuring the famous Thor-built ‘Magic Action’ Wringer — 
a demonstration sensation! 


Think of value... 
Think of Thor! 





Thor Gladiron—Lets the lady iron sitting down! 





rd, ... A GREAT NAME IN QUALITY HOME APPLIANCES SINCE 1906 ¢ Chicago 50, Illinois 
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THIS IS THE TIDE PLAN... 
It Worked in Atlanta—It Can Work for You! 


Here are the terms: As a dealer, you can get Tide 2. Use Tide to build traffic—offer a box of Tide to 













at the regular Procter & Gamble Sales Department each prospect who comes in to watch a washer 
prices* less a special advertising allowance of $1.75 demonstration. 
per case (net cost to you approximately $5.00 per 3. Use Tide for demonstrations — get top perform- 
case — minimum order 5 cases). And with your Tide, ance from your washers. Tide gives you the 
you also get a colorful free display kit imprinted with cleanest wash possible ... leaves no soap film. p> 7 
the name of any washer brand you designate. In re- Laboratory tests prove it! wasnoay mc 
se » Tide v or in ¢ , ‘ ¥ 3 ies FOR THE 
turn, you agree to use all of the Tide you order in any 4. Use Tide for displays—feature the Tide mer- 


CLEANE 
CLOTH u 


or all of the following ways: chandise offers in your advertising and display ES POSSIBLE 
1. Use Tide for bonus offers—offer a supply of Tide with your washers. ' 
Tide with the purchase of a washer (minimum ‘Prices subject to change without notice. Shipped A Product of 
offer % of case per washer sold). C.O.D., freight prepaid. Procter & Gamble 


r 


CLIP COUPON BELOW—ORDER YOUR TIDE TODAY! 


Box A, Tide Home Laundering Bureau 
1429 Enquirer Building, Cincinnati 2, Ohio 





‘ae 
is your best tie-in because... ees eas 


r 

| 

| 

| 

| 

| 

| 

| 

! : 

MORE WOMEN USE TIDE | Stret Address - 

| City State 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 


Please ship us cases of Tide (minimum order 5 cases). We agree to use all 
the Tide on this order in accordance with the terms of the Tide Promotion Plan described 
abov S}. 











Ordered by 





IN BOTH AUTOMATIC AND oo 
WRINGER WASHERS THAN ANY 
OTHER PRODUCT ON EARTH! 
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(Please check boxes below for promotion material desired. ) 
( ) Please send us at no cost, a washer promotion display kit containing wall posters, 


window streamers, and counter cards bearing the name of ___washer. 


Also include at no cost, the following newspaper mats for the purpose of advertis- 
ing our washer promotion. 


( ) 2cols.x 3” ( 2 cols. x 6” ( )S3-cols. x 5” ( )S8cols. x 10” 








THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





outlet. Actually people are plugging 
their air conditioners in anywhere 
ind usually at night when nothing 
else is operating off the circuit, it 
works. Let the number of room cooler 
units multiply, and let hot weather 
families to run them all day 

is in Houston—and there is trouble 
thead. So far, says the head man of 
Chicago’s leading room cooler manu 
facturer, all the special wiring that 
electricians have had, you can put in 
your Cal 


Cause 


The Great Lakes 


By FRANK A. MUTH 





Houseware sales off at retail 
. . . Summer TV varies 
Business failures . . . Discounts 
low on air conditioners . . 
Refrigerators finally arrive. 


HE old philosopher who said 

“variety is the spice of life” must 
have been thinking about the appli- 
ance industry when he made that pro 
found observation. 

When this columnist was doing 
some checking before filing this report 
about the middle of August, he found 
that T'V sales were running very well in 
one city, but that opinion was in an- 


other citv. But there were some defi- 
nite appliance trends 
Retail Sales Off. Electric house 


wares are off by at least 30 percent at 
the retail level. But at the distributor 
level, sales are ahead. The answer is 
that dealers are not selling anv electric 
housewares, but buying merchandisc 
now with December dating. Sales are 
slumping for the metropolitan dealers, 
suburban dealers, and department 
Even non-electric housewares 
(that usually help department stores) 
are lagging. 

A Cleveland wholesaler who offered 
the above report claims that TV has 
been going very slow. His new line, 
introduced in early July, has only had 
a “fair” sampling. Most of the deal- 
ers (and especially the metropolitan 
dealers) are looking for “specials’’ and 


stores 
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not sampling the whole line, One 
dealer who hadn't sold a set in threc 
weeks wasn’t discouraged. He bought 
60 sets and was all prepared for the 
fall season that should be breaking by 
the time you read this editor's report. 


Opinions Do Vary. Another Clev« 
land distributor executive reported 
that ‘I'V sales are much better than 
expected. He claims his dealers are 
selling new sets, instead of getting 
business by dumping the old sets, as 
they usually do in the summer. Most 
dealers seem to be buying a good 
sampling of the complete line that 
was introduced in late June. 


Still Going Out. As reported in 
the August issue, many dealers are 
closing their doors and finding busi 
ness very unprofitable. In Dayton, 
Ohio, a distributor president said, “‘l 
can’t understand it. Dealers are clos 
ing their doors when you'd expect the 
firm to be in a pretty good condition 
One three-store organization closed 
shop quite suddenly. We didn’t think 
they were in trouble at all. 

“There is no rhyme or reason to 
their attitude,” he continues. “Dealers 
last year who used to buy $40,000 or 
ders, now won't buy more than 
$10,000 in ‘TV. And trying to get 
even that order is like pulling a 
tooth.” 


Something Free. <A _ Springfield, 
Ohio, dealer said that portable radios 
are outselling other seasons. But there 
is a hitch—dealers have to throw in 
the batteries. “It just proves that the 
American people want something 
given to them. Then they'll buy the 
rest,” he said. 

The same dealer reported that re 
frigerators have had a good volume 
this summer, but the net profit is low 
because trade-ins were too high this 
vear. A decent allowance would be 
about $40; they gave $75 to $80. 

“We've had a few dealers close thei 


doors recently,” he pointed out. 
“With about 25 appliance dealers 
here, 3 dealers closed in less than 
three months’ time. Two or three 


more are rumored to be closing soon. 
These dealers are causing another 
problem. In order to close down, 
they're unloading their refrigerators, 
ete., at about cost price. Even 
than a discount house in Urbana, 
Ohio, usually sells for. Even on his 
setup, we were still able to compete 
with good service, etc. (Editors not« 
(he Urbana dealer charges people $15 
a year for membership in the discount 
club, then they get the merchandis¢ 
at cost and 5 percent. That dealer col 
lected over $15,000 in three months’ 
time just in membership fees.) 


less 


Sales Are Good. Most dealers are 
moving a good volume whether they 
are in Louisville, Dayton, Cleveland, 
Detroit, or Pittsburgh. But some 
problems are causing unrest. A letter 
this editor received from a distributor 

(Continued on page 16) 


1953 


foot oo - - - - - 


THANK YOU!! 


for welcoming 


ELECTRONIC OZONE DEODORIZER 
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AIRE ozone odor banisher . . 


that performs. 


KLENZ-AIRE has been ‘under observation” 


response to the 
KLENZ-AIRE announcement in ‘‘Electri 


cal Merchandising’’ (June issue . 


initial 


. . pages 


... page 36) has 
been highly gratifying to the craftsmen in 
our organization who burned the midnight 
oil to design and construct the KLENZ 


. 4 product 


... thoroughly field-tested 


... by alert and unbiased technicians, institutional and business organi- 
zations since spring. We are happy to announce that many of the finest 


names in American business. . 
dealers . . . department stores . 


.and in world trade. 
.. exporters . . 


us in the marketing of this unique, low-cost appliance. 


Soon. . 


.. wholesalers... 
. are now associated with 


.major lamp manufacturers will launch their fall and winter 


advertising campaigns to promote electronic odor banishing. TV, radio, 


magazines, newspapers will feature the new .. 


method of de slroying odors 
conscious” 
of human activity. . 


smoke 


. modern... electronics 


mustiness. The public is “odor 


... the trend is evident in personal grooming and in all area 
.at work... at play... in the home. 


That trend will be hastened in 1953-1954. Alert merchandisers every- 
where quickly sense the fact that KLENZ-AIRE obsoletes chemicals, 
wicks, sprays, artificial scents because you "plug it in and forget it."’ One 


sale creates another 
customers. 


. through satisfied (and often astonished!) 


KLENZ.-AIRE is packed individually in a compact, “eye-catching” dis 


play carton soon to be featured in 
‘Packaging Pageant.” It’s been 
called the “'tell-all” display . . . col- 
orful . . . complete. Literature and 
mats available. 





. noiseless 


LIST 
PRICE 


$995 


Complete with 
chemical 


—-—-—-—-—-— -— -— — 1 


en cee cee cee ene ee a Se GS SS GD GS SD ES SE GEE GS GS GS SD GD ED DD GE GD SE SES MED SD 











List Prices: 
Model 101 Single Lamp 
Model 102 Twin Lamp 
Model 103 Three Lamp 


$ 6.95 
9.95 
12.95 








¢ The “Insect Season 


odorle SS 


action’ insect control! 


Color-Styled For Decor Harmony 
(Green * Maroon * Ivory * Blue « Silver) 


Attractive Discounts 


“The General” |. C. C. PROPANE GAS TANK 


~—s 


peaks in early fall in the North, 
In the Southland and many global areas it's year round! 


Sell FLY-BYE 


ELECTRIC INSECT VAPORIZER 


to millions of prospects. It's automatic .. . service free 
... kills flies, mosquitoes 


. other flying insects. Now equipped for new “fast 


GENERAL MANUFACTURING & DISTRIBUTING CO. 


100 West Taylor Street, Quincy, Michigan, U.S.A. 
Manufacturers of SPEED-O-MATIC Electric Water Heaters & Softeners 
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Rite warer-norter 
DEALER SALES UP O Dell %! 


...and here are 
16 reasons why! 











6.9% MORE 
HOT WATER 


than most utility requirements, 
in electric models, because 
White's exclusive Water-ilotter 
baffle diffuses and tempers in- 
coming cold water. 





FILM OF FLAME 


Single port burner in gas 
Water-lotters means No 
clogging ever. Amazingly fast 
“pick-up” means PLENTY of 
hot water always. 





PLUS BUILT-IN 


QUALITY FEATURES 
14 different 


prove to your customers that 
White Water-Hotters are better 
built for longer life and superb 























You have ways to 


service. That's why you move 
these White goods faster. That's 
why White sales are soaring! 





Get your share of 
this rich market now! 
Write WHITE today for 
proved-profits story! 


WHITE PRODUCTS 
CORPORATION 
Water Heating Specialists Since 1930 


Dept. M-9, Middleville, Michigan 
Export Office: 201 N. Wells St., Chicago 6 






HOTTER 


AUTOMATIC WATER HEATERS 
Eclectic ot Gat 
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sales manager sums up his feelings and 
that of other dealers and distributors in 
other cities. It follows in part: 

“We've experienced only recently 
a movement of refrigerators at retail, 
and therefore, we could say that it has 
been quite slow up until this time. 
here has been a dumping of refrigera- 
tors in the changeover of a full line 
manufacturer’s distributor here during 
the past thirty days, and many of our 
competitors have been unloading 1952 
models and some 1953 models at 
thrifty prices, making it difficult: to 
merchandise under these conditions. 
hen when you consider the fact that 
most distributors and manufacturers 
here have had “‘spiffs” and trips prac- 
tically since the first day of January, 
1953, even a manufacturer or dis- 
tributor with a good line can suffer 
under these conditions.” 

As a Louisville distributor sales 
manager said: “Everybody has done 
more business than their capital could 
support. ‘The problem stems from the 
shortage of cash.” 

Discount Low. ‘There have been a 
lot of rumors that discounts were very 
heavy on air conditions. To this 
reporter's query, distributors in Louis 


CONTINUED FROM PAGE 15 





ville replied “some, but not by the 
major factors in the business.” Pitts- 
burgh has none. But a Detroit dealer 
says they are running about 20 percent. 
A Canton, Ohio dealer said: Units sell- 
ing for $379 going at $329, a cut of 
15 percent. We have not cut prices. 
Nor has price cutting hurt us. In 
Canton we are the only ones doing 
much advertising. Hence, ours is the 
only air conditioner selling. 

A vice-president of a Columbus 
distributor said in that area there is a 
mild shifting of prices. None involve 
more than 5 to 10 percent. 

Sales for air conditioners seem to be 
pretty well balanced. Sales reports on 
all appliances definitely vary. A Colum- 
bus distributor reported that sales were 
better this summer by at least 35 per- 
cent. In Pittsburgh, a Liberty Avenue 
distributor puts their sales as double 
last vear’s. But in Cleveland another 
distributor says June was down about 
two percent, but July up over 15 per- 
cent. Others in Louisville, report 
sales “way ahead of last year.” A 14 
percent rise is reported by a suburban 
Detroit dealer. A metropolitan Detroit 
dealer says his appliance sales are much 
slower. 





The South 





By AMASA B. WINDHAM 





Chattanooga air-conditioning 
sales spurt, vary in Florida... 
20-inch window fans booming 
all over . . . refrigerators even 


HE appliance business down 

South got off to a good start 
during the second half of the year 
with sales volume holding up very 
well. There was considerable spot- 
tiness, however, mostly featured by 
sudden spurts and equally sudden 
drops in the sale of various appliances 
in various areas. 

For example, last month _ this 
column casually mentioned that Chat- 
tanooga was about the only large- 
sized southern city where air-condi- 
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tioning units were not being sold by 
the carload. These words had been 
in print exactly 20 days when Chat- 
tanooga dealers suddenly burst out 
in a rash of air-conditioning selling 
that totaled up to more than 3,000 
units a month, and States Finley, of 
the Chattanooga Power Board, was 
proclaiming it as a prospective ban- 
ner vear in air-conditioning. 

There was spottiness elsewhere. In 
Pensacola, Fla., distributors were sell- 
ing every unit they could get their 
hands on and begging for more, 
while in Orlando, a little further over 
in the state, mid-July found the air- 
conditioning business slowed almost 
to a standstill. Dealers in that city, 
however, claimed that the slowdown 
was purely temporary and that 10 
davs of consistent hot weather would 
send sales soaring again. Miami and 
Jacksonville saw no slow-up whatever, 
although Tampa dealers reported a 
slight decrease in air-conditioning 
sales. 


Fans Move Fast. There is no doubt 
that this is a ventilation year. The 
sale of 20-inch window fans is little 
short of terrific throughout the entire 
South, with doubled and even tripled 
sales reported from Atlanta, Birming- 
ham, New Orleans, Memphis and 
Charlotte. A supply shortage was evi- 
dent or in prospect everywhere. Air- 
conditioning sales in all of these key 
points were considerably ahead of last 
vear also. 

Refrigerator sales were not on the 

(Continued on page 27) 
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GARBAGE DISPOSAL 
NEEDS FLOW SWITCH 





TIMELY INFORMATION FOR DEALERS AND 


INSTALLERS OF DISPOSAL UNITS 








azar = 


/ 


To POWER | 
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Diagram at left shows typical installation of Disposal Unit with Penn Type 60 Flow 


Switch (shown at right) 


TYPE 60 FLOW SWITCH DEVELOPED BY PENN 


Recommended by Major Manufacturers of Grinders 


Working in cooperation with 
leading designers of garbage dis- 
posal units, Penn engineers have 
developed an efficient Flow 
Switch which controls grinder 
operation by the amount of water 
flowing through the unit. Desig- 
nated as the Type 60, the Penn 
Flow Switch is recommended as a 
necessary part of the installation 
by major manufacturers of gar- 
bage disposal units. 

The Penn Type 60 prevents 
operation of the grinder’ motor 
until a predetermined amount of 
water is flowing through the unit, 
usually 134 gallons per minute. 
If this flow should decrease below 
the safe minimum rate during 


the operation, the Flow Switch 
will stop the grinder motor auto- 
matically. Thus, complete protec- 
tion of the mechanism is assured 
at all times. 

Compact, but with generous 
wiring space, the dependable 
Type 60 is easy to install and gives 
the protec tion consumers want at 
a very low cost. 


| 
| 
| 


EFFICIENT GRINDER 
OPERATION MUST 

HAVE THE CORRECT 
FLOW OF WATER 


One of the newest labor-saving 
devices for housewives and one 
which has gained acceptance 
practically overnight is the gar- 
bage disposal unit. This accept- 
ance, however, can be jeopard- 
ized if the unit does not give the 
performance and dependability 
expected by the consumer. 

All garbage disposal units are 
designed to give satisfactory serv- 
ice but they must be installed 
properly and precaution must be 
taken to assure the proper flow 
of water for efficient operation 
and to carry away the waste ma- 
terial. Manufacturers of these 
units have set a minimum flow of 
144 gallons of water per minute 
as required to flush out garbage. 
As a result, leading garbage dis- 
posal engineers recommend the 
use of a dependable flow switch 
to assure proper flow of water 
through the grinder before oper- 
ation is started as well as during 
the operation. For this reason, 
some city codes now require a 
flow switch on every Disposal 
Unit installation and other cities 
are contemplating similar codes. 


Type 60 Incorporates Seven Important Features 


Designed and built by Penn, leading manu- 
facturer of automatic controls, the Type 60 
Flow Switch incorporates the following de- 
sirable features: (1) Setting is unaffected by 
any change in liquid pressure; (2) Switch 
contains no packing glands; (3) Diaphragm 
actuating rod is made of copper alloy to 


which the rubber diaphragm is vulcanized; 
4) Impeller is made of a non-corrosive alloy 
which is highly resistant to erosion; (5) Switch 
will not appreciably reduce the flow of 
liquid; (6) May be mounted in any position; 
7) Incorporates Penn service-proved Magna- 
seal contact unit 





For complete information, ask your manufacturer or wholesaler of Disposal Units or write 


PENN CONTROLS, Inc., costen, inpiana 


Manufacturers of Automatic Controls 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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Hallicrafters 































Model 27K250M 27 inch console VHF. Classic 18th Century 


full door 
Angle : 


for easy movement of set 


mahogany console with Hallicrafters exclusive ‘‘Easy- 
Smooth-rolling casters 
Easy-Angle” tuning dial 
Aluminized picture tube. Hallitronic Picture Guard. Automatic Gain 
Control. Tone Control. 3-stage ‘‘Local-Distance’’ Control. Dust-sealed 
picture. Built-in antenna. Provision for UHF. Size 423%’ high, 3314" 
wide, 24'\,"' deep 


tuning. Reflection-free tilt screen 


Illuminated 


Model 27K251M. Same as 27K250M with built-in all channel 
UHF/ VHF tuner. Dual speed UHF tuning. Built-in UHF/ VHF antenna. 


a 














Mode! 24K240B 24 inch console VHF. Contemporary full door blond 
console with Hallicrafters exclusive ‘‘Easy-Angle”’ tuning. Reflection-free tilt 
screen. Illuminated ‘‘Easy-Angle’’ tuning dial. Aluminized picture tube. Halli- 
tronic Picture Guard. Automatic Gain Control. Tone Control. 3-stage 
Distance’ Control. Dust-sealed picture 

Size 40'4 high, 29 wide 24° ‘ deep 


Local- 
Provision for UHF. 


Built-in antenna 


Model 24K2418B. Same os 24K240B with built-in all channel UHF/ VHF 


tuner Dual speed UHF tun ng Built-in UHF/ VHF antenna. 


Model 27K250B 27 inch console VHF. Decorator styled contempo- 
rary blond console with Hallicrafters exclusive ‘‘Easy-Angle” tuning. Re- 
flection-free tilt screen. Smooth-rolling casters for easy movement of set. 
illuminated “Easy-Angle” tuning dial. Aluminized picture tube. Hallitronic 
Picture Guard. Automatic Gain Control. Tone Control. 3-stage ‘‘Local- 
Distance” Control. Dust-sealed picture. Built-in antenna. Provision for UHF. 
Size 42%" high, 33” wide, 24", deep. 


Model 27K2518B. Same as 27K250B with built-in all channel UHF/ VHF 
tuner. Dual speed UHF tuning. Built-in UHF/ VHF antenna, 





Model 24K240M 24 inch console VHF. Classic 18th Century 
full door mahogany console with Hallicrafters exclusive 
Angle 


Easy- 
tuning. Reflection-free tilt screen. Smooth-rolling casters 
for easy movement of the set. Illuminated ‘‘Easy-Angle” tuning dial 
Aluminized picture tube. Hallitronic Picture Guard. Automatic Gain 
Control. Tone Control. 3-stage ‘‘Local-Distance’’ Control. Dust-sealed 
picture. Built-in antenna. Provision for UHF. Size 40'4"’ high, 29 
wide, 23','' deep. 


Model 24K241M. Same as 24K240M with built-in all channel 
UHF/ VHF tuner. Dual speed UHF tuning. Built-in UHF/ VHF antenna. 
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20th Anniversary TV and Radio Ushers in a 


The Hallicrafters TV line this year is new, all new. Every set is completely 
redesigned. Every set has design features never before seen in any television 
set. Every set is a value leader—yet every set is priced to give you a fair profit. 
There are no loss leaders in the line. Further, the line is not heavy. You 
can show an outstanding value—outstanding performance—in every price 
class without carrying ruinous, too heavy inventories. Truly, Hallicrafters 


TV for '54 will set new records—in performance—and SALES! 


What do we mean by “a new dimension in performance”? 


Just this. Hallicrafters 20th anniversary line is featuring a radically new 
Powertronic” chassis that makes possible a sharpness, a vivid picture quality, 
the like of which you've never seen in TV. 40% more actual picture power 
gives a sharper picture, and it provides the power to produce all the greys 
between the blackest blacks and clearest, most sparkling white highlights 
ever seen on a TV screen. The result is a depth and realism completely new 


to TV. 


Another first is the exclusive Hallicrafters ‘Easy -Angle” tuning. The entire 
tuning panel is tilted back to provide an easy, natural angle. No more leaning 
over hard-to-see, hard-to-manipulate, tuning arrangements. Here’s an out- 


standing design feature that your customers can see, and that you can sell! 


Other selling features include the Hallitronic picture guard, an automatic 
device that filters out interference, holds the picture firm and sharp. Automatic 
Gain Control keeps volume constant tuning from station to station. 3-Stage 
Local-Distance Control to “‘customize”’ set to position with relation to station. 
Aluminized picture tubes in all door consoles at no premium in price! And 
every set has an exclusive Hallicrafters Dust Seal which effectively seals dust 
from picture tube. Models are available in both UHF/ VHF and VHF versions. 
UHF/ VHF sets have continuous all-channel tuners built in. No converters 


or adaptors! 


NEW DIMENSION IN PERFORMANCE... 


s : 
% yl lier 


yi 


Ask your distributor for the full, hard 
selling Hallicrafters story! All this backed 
by the heaviest advertising campaign 
Hallicrafters has ever had! Ads appear 
in Look, Collier's, Saturday Evening Post, 
Holiday, Outdoor Life, Yachting, Motor- 
boating, True, and others. All this plus 
a powerful local advertising campaign 
for your store in your market. Newspa 
per, radio, direct mail, point-of-sale, a 


complete package to help you sell! 


See your hallicrafters distributor... .Today! — 














ERIS > 


COMPLETE...YET COMPACT! 


20th Anniversary TV for ’54! 





Model 21K2208 21 inch console VHF. Modern three- 
quarter door blond console with Hallicrafters exclusive 
“Easy-Angle” tuning. Reflection-free tilt screen. Smooth- 
rolling casters for easy movement of the set. Iliuminated 
“Basy-Angle” tuning dial. Aluminized picture tube. Halli- 
tronic Picture Guard. Automatic Gain Control. Tone Con- 
trol. 3-stage “Local-Distance” Control. Dustsealed pic- 
ture. Built-in antenna. Provision for UHF. Size 39” high, 
27” wide, 24%," deep 


Medel 21K2218. Some as 21K2208 with built-in all 
channel UHF/ VHF tuner. Dual speed UHF tuning. Built-in 
UHF/ VHF antenna. 





Model 21K2008 21 inch console VHF. Modern blond 
console with Hallicrafters exclusive “Easy-Angle” tuning. 

free tilt screen. Wluminated “Easy-Angle” tun- 
ing diol. Hollitronic Picture Guord. Automatic Gain Con- 
trol. Tone Control. 3-stage “Local-Distance” Control. Dust- 
sealed picture. Built-in antenna, Provision for UHF. Size 
38%” high, 26” wide, 22%" deep. 


Model 21K2018. Same os 21K2008 with built-in all 
channel UHF/ VHF tuner, Dual speed UHF tuning. Built-in 
UHF/ VHF antenna. 





Model 211120 21 inch table VHF. Compact mahogany 
. Reflection-free 


tilt screen. Tone Con- 


Built-in antenna. Provision for UHF, Size 23%” high, 
25%," wide, 22%" deep. 

Model 2171208—Biond. 

Model 2117121. Same as 211120 with built-in all channel 
UHF/ VHF tuner. Mluminated “Prec'sion-Eye” UHF tuning 
diol. Built-in UHF/ VHF antenna. 


Model 21K230M 21 inch console VHF. Period three- 
quarter door mahogany console with Hallicrafters exclu- 
sive “Easy-Angle” tuning. Reflection-free tilt screen. 
Smooth-rolling casters for easy movement of the set. Il- 
luminated “Easy-Angle” tuning dial. Aluminized picture 
tube. Hallitronic Picture Guard. Autematic Gain Con- 
trol, Tone Control. 3-stage “Local-Distance” Control. Dust- 
sealed picture. Built-in antenna. Provision for UHF. 


Model 21K231M. Same os 21K230M with built-in all 
channel UHF/ VHF tuner. Dual speed UHF tuning. Built-in 
UHF/ VHF antenna. 


Model 21K140B 21 inch console VHF. Contemporary 
styled blond oak console. Reflection-free tilt screen. Tone 
Control. 34tage “Local-Distance” Control. Dust-sealed 
picture. Built-in antenna. Provision for UHF. Size 37%" 
high, 2442" wide, 22%” deep. 


Model 21K141B. Same os 21K140B8 with built-in all 
channel UHF/ VHF tuner. IIluminated “Precision-Eye” UHF 
tuning diol. Built-in UHF/ VHF antenna. 








Model 17K110M 17 inch console VHF. Smartly styled 
mahogany wood console. Reflection-free tilt screen. Tone 
Control. 3-stage “Local-Distance” Control. Dust-sealed 
picture. Built-in antenna. Provision for UHF. Size 35/2" 
high, 226" wide, 18%" deep. 

Model 17K1108—Biond. 

Model 17K111M. Same os 17K110M with built-in all 
channel UHF/ VHF tuner. liluminated “Precision-Eye” UHF 
tuning diol, Built-in UHF/ VHF antenna. 


Model 21K210M 21 inch console VHF. Period Mahog- 
any console with Hallicrafters exclusive “Easy-Angle” tun- 
ing. Reflection-free tilt screen. Iiuminated “Easy-Angle” 
tuning dial. Hallitronic Picture Guard. Automatic Gain 
Control. Tone Control. 3-stage “Local-Distance” Control. 
Dust-sealed picture. Built-in antenna. Provision for UHF. 
Size 39%," high, 27%” wide, 23%" deep. 


Model 21K211M. Same os 21K210M with built-in all 
channel UHF/ VHF tuner. Dual speed UHF tuning. Built-in 
UHF/ VHF antenna. 





Model 21K140M 21 inch console VHF. Contemporary 
styled mahogany wood console. Reflection-free tilt screen. 
Tone Control. 3-tage “Local-Distance” Control. Dust- 
sealed picture. Built-in antenna. Provision for UHF. Size 
37%" high, 24%” wide, 22%” deep. 


Model 21K141M. Some os 21K140M with built-in all 
channel UHF/ VHF tuner. Illuminated “Precision-Eye” UHF 
tuning dial. Built-in UHF/ VHF antenna. 


ot 
Model 171100 17 inch table VHF. Compact mahogany 
textured leatherette. Reflection-free tilt screen. Tone Con- 
trol. 3-stage “Local-Distance” Control. Dust-sealed picture. 
Built-in antenna. Provision for UHF. Size 1914" high, 
20%” wide, 18%" deep. 

Model 17T1008—Blond. 

Model 177101. Some os 177100 with built-in all channel 


UHF/ VHF tuner. Illuminated “Precision-Eye” UHF tuning 
dial. Built-in UHF/ VHF gntennc. 









*All specifications subject to change without notice 





hallicrafters 
20th Anniversary Radios 


° Performance that reflects 20 years in the most exacting 
field of communications electronics 


Model TW-1000 WORLD-WIDE Portable 


Hallicrafters Deluxe World-Wide 8-band portable. Superior 
Standard Broadcast covers 540-1600 ke plus Short-Wave bands 
from 1.8 to 18.2 Mcs. Spread into six tuning ranges and Halli- 
crafters long-wave Special Beacon Band covering 180-400 ke. 
Silver and gold metal finish trim completes distinctive navy 
blue leatherette covered cabinet. Full-view overseas dial. 
World-Wide short-wave time map. Red signal shows band in 
use. Bands | through 7 show green when Beacon Band is op- 


erating. Three antennas assure matchless reception, telescoping 

















hahog- whip, built-in loop, and “Skyrider” attachable antenna, plus 
oe” tun- . ° : 7 2 
Angle” provision for attaching external antenna. Simplified controls 
¢ Gain : — on ; ” 
‘eoteel include Dynamic Turret Tuner, tone control switches, on-off 
y Re. volume, and tuning. 117 V. AC-DC or battery. Five tubes 
plus rectifier. Size 17” x 1034” x 742” deep. 
t-in all 
Built-in 
Model 5R41, 42 AM-SW Portable. 
New popular-priced Standard Broadcast 
Short-Wave portables. Standard Broad- 
cast reception covers 540-1600 kc plus 
short-wave band covering 5.8 to 18.3 
Mcs. Smart saddle brown leatherette with 
gold control panel and medallion. Multi 
perforated grille assures rich tone. Sim 
plified controls and sensitive built-in an 
tenna. 117 V. AC-DC or battery. Four 
tubes plus rectifier. Size 1042” x 7” x 
47%" deep. 
Model 5R10A, 5RIOOA. Superior United States Standard 
Broadcast plus international reception on 3 Short-Wave 
bands covering all amateur, ships, aircraft, police and for- 
eign stations. All are marked on overseas dial for quick 
tuning. Covers 540 ke through 31 Mc. Four tubes plus recti- 
fier. Antenna attached. 117 V. AC or DC. Color: Halli 
nporary rafters Smokey Black. 5R100A—Hammertone Grey 
screen. 
|. Dust- 
iF. Size 
a 
It-in all ==== 
” UHF ==== 
=== 
ce 
<== 
neces Atom Deluxe; Foto-Etch Circuit. Compact Model 5R35, 36,37, 39—THE CONTINENTAL 
- and powerful in a smart new package, covering Standard Broadcast reception plus one Short 
4 . Standard Broadcast from 540-1600 kc. Simpli Wave band. Styled by Hallicrafters in colors se 
fied controls and easy-to-read dial plus built-in lected by House and Garden magazine. Striking 
antenna. Four tubes plus rectifier. 117 V. AC-DC overseas dial has popular foreign stations marked 
Atom Clock-Radio; Foto-Etch Circuit. Hallicrafters sleek Plastic cabinet with polished gold trim available for quick, easy tuning. Simplified controls, Tun 
in Mahogany Brown, Birch White, Forest Green ing, On-Off/Volume, Band Selector. Covers 
new clock-radio, Standard AM Broadcast assures rich tone 
eo ‘ h Standard Broadcast 540-1600 ke plus short-wave 
rom 540-1600 kc. Clock has “wake-up” switch to stort 3 | 
5.8 to 18.5 Mcs. Four tubes plus rectifier. Antenna 
radio and automatic safety shut-off feature Simplified attached. 117 V. AC DC. Size 12 7 
controls, easy-to-read dial and built-in antenna. Four tubes a = b » OF “ne m 5 
: As h 6'4"' deep. Colors: 5R35—Gunmetal Grey; 36 
plus rectifier. 117 V. AC. Plastic cabinet available in Mahog Seseat neues aan 39-—Air F Bi 
ane “eee Forest Green Birch White ores! Vreen ove rey; iw force ve 
= Ask your distributor 
salesman about 
ahogany au “ 
whe tt the “Coffee and 
taresty ; ; romotion — it’ 
” high, World’s Leading Exclusive Manufacturer of Communications and p orion—its 
High Fidelity Equipment, Radio and Television 
for you and 
—— 4401 West Fifth Avenue, Chicago 24, Illinois 
i" : 
Sy Hallicrafters Ltd., 51 Camden Street, Toronto, Canada your salesmen! 
SAN specifications subject to change without notice 
out notice 
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“Thiee grateful people say 


Were HERE 


because you wore THERE (” 


Each one of these people is alive today because some- 


one gave blood. 


If you've given blood before, you know how easy it is 
—how quick and painless. And you know what a 
wonderful feeling it is when you realize that what you've 


done may give another person his life. 


Now you are asked to give blood . . 
And you can do it safely every 3 months. 


Because America’s need for blood has increased 
enormously—for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 


Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 


Blood Donor Center today! 


BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 


If yOu Can answer yes to ost of them, you and your 


are doing a needed job for the National Blood Program 


my Y VEN YOUR EM HAS YOUR MANAGEMENT EN- 
YEE TiN Mt FF Y MAKE DORSED THE LOCAL BLOO 
D I TION DONOR PROGRAM 
HA MPANY vEN i — YOU INFORMED 
A NY kK INITTION I YEESOF YOURCOMPANY’'S 
PLAN ( ( )PERATI( 
HAVE A BI D THIS INFORMATION 
NC R HONOR ROLLIN YOUR oven THROUGH PLANT BUL- 
VMPANY LETIN OR HOUSE MAGAZINE? 
HAVE YOU ARRANGED TO HAVE HAVE YOU CONDUCTED 
A BI MOBILE MAKE REGU NOR PLEDGE CAMPAIGN IN 
LAR ~ iTS UR COMPANY 


HAVE YOU SET UP A LIST OF 


VOLUNTEERS ) THAT EFFI 
CIENT PLANS CAN BE MADE 
FOR j 


R SCHEDULING DONOR 


Remember, as long as a single pint of blood may mean the difference 
between life and death for any American... the need for blood is urgent! 


NATIONAL BLOOD PROGRAM 


GIVE 


BLOOD 


. give it again and again 


. again and again. 


company— 
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. The most startling news 
~~  4n-50 years of 
"+ Coffeemaker Leadership ! 


* 


x 
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© Universal Presents 
y a great new 


Great new coffeemaker line 4 | 


Get every sale with a model for every 


THE ONLY family ...a price for every purse! 
® For the first time in the coffeemaker industry you can offer a complete 
COMPLETE LINE line of automatic percolators . . . the perfect step-up in price and size. 


e 





} Moke SALES, faster turnover and easier selling ... when you carry 
of Automatic the complete automatic Universal line. Every model of solid 
copper finished in lifetime chrome, each bearing the name that has 
Coffeemakers meant coffeemaker leadership for 50 years . .. UNIVERSAL! 
\ 






3 to 6 cup 






\ Automatic! 
4 
yt 2 to 4 cup 4 to 8 cup 
c& < Automatic! Automatic! i. 
. 





THE ANSWER TO 
“INSTANT” COFFEE! THE ANSWER TO THE 
Makes two to four cups quickly and PRICE-CONSCIOUS BUYER! NOW A COFFEEMATIC 


automatically — keeps coffee hot ’til 





poured, Highly polished chrome-on- The step-up for those who want added AT A NEW LOW PRICE! 
copper at a budget price. capacity at a medium price. Makes 
universat 4484... 517.95 ag ee of perfect coffee for Now you can offer the famous Universal 

sar cieten: cpeeatnn sax eepaneneans Coffeematic with its Flavor-Selector feature 

universat 4486... 519.95 at a price everyone can afford. Chrome-on- 


copper. Four to eight cup capacity. 
UNIVERSAL COFFEEMATIC 4408... $24.95 
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It's BIGGER! 
[t's FASTER! 





IT’S COMPLETELY 
AUTOMATIC! 







NO WATCHING 


Coffeematic automatically 
brews to the strength you 
choose— makes it mild, me- 
dium or strong. 





NO WAITING 


Redi-Lite glows when cof- 
fee is done and it’s auto- 
matically kept at perfect 
serving temperature. 


Ke 
i. 


NO BOWLS TO REMOVE 
Quick coffee . . . no extra 
cumbersome bowls to put 


on or remove, Coffeematic 
is one complete unit! 






a. 
MAKES UPTO ix HI-SPEED 


4 » ©. COMPLETELY {© = NEW PLUS 
Rey~™ 7X Sy "4 "A 
1ocuPS = “v UNIT VES RESTYLED &)\\ FEATURES 
Nowa Coffeematicthat makes \ The Jubilee Coffeematic has ) New inside and out styling | n° New Flavor Control for 
five to ten cups. Anextra, more- | a faster, 600 watt unit to speed dds greater beauty, more [ \ easier strength selection. 
for-the-money feature added a a up service...the fastest way to convenience, more sale- ~\e New recessed pump-well 
to the finest of coffeemakers. make good coffee. Imagine, /, —~ ability. New control design ~T for easier cleaning. 

\ 10 cups in 12 minutes! H\ adds richness to appearance. ¢ New cup-markings for 


more accurate measuring. 


BUT. ..NO PRICE INCREASE! 


More beauty, more value, more sales appeal 
added to this famous coffeemaker, yet still 
at the same popular price. $99” 


UNIVERSAL COFFEEMATIC 4410. . 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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UNIVERSAL 7 


Y MA, f 
again backed by the 
Industry's Sreatest promotion! 


\ NY: a! ae) dita 









Every Month in Magazines 


Millions of ad impressions for Coffeematic 
in 15 top national publications through 


the rest of the year will be preselling for you! 





Promote America’s Favorite 
Coffeemaker... It Pays! 


say 


Network television coast to coast. . . 
KATE SMITH, the most popular 


afternoon show on TV, will be featuring the 


See your distributor today! 


Get your FREE complete Jubilee package 


Coffeematic to make it the most talked about 


coffeemaker in the country. 
with its new Coffeematic Counter Display 
-—-mat ads, mailing pieces . . . everything 
you'll need for more Coffeematic sales! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 


CONTINUED FROM PAGE 16 





sensational side but kept a_ pretty 
steady course. New Orleans dealers 
were pointing to an estimated 20 per- 
cent increase in refrigerator sales dur- 
ing the first six months of 1953, and 
predicted continued good business 
through the next three months. A 
long-time dealer in Charlotte said his 
refrigerator sales were about on a par 
with last year but that inasmuch as 
he had expected a slump or minor 
recession in business by July, he was 
pleased with the par figure. 

One Birmingham wholesaler said 
that refrigerators were not moving 
anywhere near the pace they did in 
spring when frozen food promotions 
gave them a shot in the arm, but that 
summer business was good, neverthe- 
less, and he saw no reason it shouldn’t 
stay that way for a while. Atlanta 
dealers noted a slight drop in re- 
frigerators but also noted a compara- 
ble increase in home freezer sales. 

The best job in both refrigerators 
and freezers was still being done by 
Miami dealers, who went right on 
with their sales boom which began 
last December and apparently hasn’t 
abated a whit. No concrete sales 
figures could be obtained from Miami 
this month but one contact declared 
he believed July and August sales 
would exceed last year’s, just as they 
have done throughout the first six 
months. 


TV Sales Still Healthy. Television 
appeared to be holding its own, or at 
least staying not too far below the 
sales figures of the past few months. 
Four big cities—Birmingham, Mem- 
phis, Atlanta and Charlotte—estimated 
a slight drop in TV sales, but reports 
from smaller cities and towns showed 
higher sales than ever. 

Three or four television dealers 
declared that the prospect of color TV 
has again become a factor in slowing 
up sales. Their statements are sig- 





Designed for operating A.C. Radios, Tape Record- 


ers, Wire Recorders, Dictating Machines, Electric 





Razors, Record-Changers, Television Sets, and 
Amplifiers FROM D.C. VOLTAGES IN AUTO- 
MOBILES, BUSES, TRUCKS, SHIPS, TRAINS, 
PLANES AND IN D.C. DISTRICTS. 


nificant because they all operate in 
cities of less than 30,000 population, 
and it is in these areas that television 
is being sold on the largest scale. 

The sale of washing machines con- 
tinues good almost everywhere. Cen- 
tral Florida dealers have uncovered a 
bonanza in wringer washers, and by 
good promotion, are selling them at 
an unprecedented clip. Wringers also 
are in high demand in eastern Tennes- 
see and western North Carolina, but 
elsewhere, automatics are now out- 
selling them. 

In Louisiana, for instance, from 
New Orleans to* Shreveport, auto- 
matic washers are moving better than 
they have been in years, while reports | 



























° ° . 6 4 

from Mississippi and Arkansas are to 1A—<d 
the effect that automatic washers, a ee 
: ; Reece yar 
dryers and ironers are all in the top) £74 Q)\s: 
money. 377} : 

Florida continued to set a dizzy — or 
pace in the sale of electric water <r) 


heaters, up an estimated 175 percent 
over last year. Chattanooga, Char- 
lotte and Nashville were among the 
mid-South cities reporting gains in 
water heater sales, especially in sizes 


over 30 gallons. 


Utility Promotions Click. Several 
promotions by utilities came to a close 
in July with fine results, for the most | 
part. The Dallas Power & Light Co., 
considerably increased the sale of elec- | 
tric ranges in its territory by paying a | 
$5 bonus to every dealer salesman for | 
each sale. Arkansas Power & Light 
Co. spurred sales of air-conditioners 
through close work with dealers. 

Gulf States Utilities Co. employed 
the $5 bonus and a traveling show 
troupe to help dealers in its sales 
area rack up $2,500,000 volume in a 
“four-in-one” promotion on ranges, 
water heaters, home freezers and air- 
conditioners. Louisiana Power & 
Light Co. wound up a Refrigeration 

_ (Continued on page 35) 


AT NEW 
LOW COST 


‘2522 


For Inverting D.C. to A.C... . Specially Designed for 
operating A.C. Radios, Tape Recorders, Wire Recorders, 
Record Changers, Television Sets, Amplifiers, Address 
Systems, Radio Test Equipment and most small electrical 
and electronic devices from D. C. Voltages in Vehicles, 
Ships, Trains, Planes and in D. C. Districts. 





ELECTRIC 
WASHING 








MACHINES 





























“I'D LIKE TO SEE YOU IN MY OFFICE RIGHT 
AFTER YOU’VE MADE THIS SALE” 

















Input A.C, Output Output[Wattage | Consumer 
Type DC Volts 60 Cycles Int. Cont. Net Price 
~ a CLIFF ¢ aie ea we 110 volts _ SS 40 a: : ae ss | __ 325.55 
c e S35) Seay GS | BRE Oe (RS eRe ee er ae 
a? “*6RSD | 6 | i100 5 SG a I A 25 
Ny *12-RSD 2 110 125 100 39.25 
4 “St | 8 t et eee eee. eee 
ara 110-RSD_— [| _1i0—~«[ 110i OT 
*12T-HSG a a. 10° 250 200 | 96.45 | 
1LOAT-RHE 110 110 325 250 56.95 




















Théreis an ATR model for most any application, 
%* Available with leather carrying handle 
at $1.00 additiono!— optional. 


“A” Battery Eliminators, DC-AC Inverters, Aute Redio Vibrators ar’ 
| American Teevision 2 Ravio Co. 
| Quality Products Since 1931 

SAINT PAUL 1, MINNESOTA—U. S. A. 
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Circle Features T V— 


You Can Tie-in With Unique, Free Display 





HOW TO ORDER DISPLAY CARDS 
FOR YOUR TV PROMOTION 


You can order these big, attention-getting dis- 
play cards with the coupon appearing on the 
page at the right. By using them to high-light 
your window and in-store displays, you will 
bring Family Circle’s powerful, pre-selling 
influence on your best-customer, neighborhood 
families to produce more TV sales. 

Family Circle’s continuing research studies of 
customer concentration around neighborhood appli- 
ance stores show that 72% of a store’s best customers 
are located within 1% miles of the store. 

The same studies reveal that 75% of Family Circle’s 
reader- families are concentrated in that identical 
1% mile, best-customer neighborhood. 

These Family Circle families are the type that 
appliance dealers vote as their best customer- 
prospects. Every one of Family Circle’s 
4,000,000 family-readers is a supermarket 
shopper. 

Three out of four appliance dealers state they 
would like to relocate their stores next door to a 
supermarket or chain food store to cash in on 
*‘customer traffic.’’ 

Thus, Family Circle’s supermarket-shopping 
readers are the “customer traffic’ neighborhood 
appliance dealers want in their stores. 4,000,000 
of these customer-prospects buy Family Circle 
every month in all 8,080 supermarkets of 14 
leading food chains in all 48 states and Canada. 





Rocco DeMarco, Eastchester Appliances, 
New Rochelle, N. Y., shows how he plans to 
use the special Family Circle TV display card 
in his store window to bring Family Circle 
families in to buy. Hundreds of nearby cus- 
tomers buy Family Circle at two super- 
markets within % mile of this appliance store. 
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‘‘How to decorate around TV’’ cards will attract 
best customers concentrated in 1’2 mile radius 
around neighborhood appliance stores 





NEW YORK, N. Y.—F amily Circle magazine has 
completed plans for an unusual editorial story 
on TV to be featured in its October issue. 
Entitled “12 Ways To Decorate Around TV,” it 
will be two pages, with 12 illustrations, and will 





show Family Circle’s 4,000,000 family-readers 
how to display their new TV set to best advan- 
tage and provide better picture-viewing through 
planned furniture arrangement. 

The article is typical of the scores of helpful 
appliance editorials Family Circle gives its 
home-minded readers and which whet their 
appetites for new equipment. 

Simultaneously, Family Circle’s merchandis- 
ing department announces a unique, TV promo- 
tion, based on this editorial feature, that will 
help you and other neighborhood appliance 
dealers increase your television sales this Fall. 
Through this promotion, you can take added ad- 
vantage of the concentration of Family Circle 
families around neighborhood appliance stores. 


SEPTEMBER, 


Family Circle offers you free, easel display 
cards, mounted with a reprint of the television 
article. With these cards, in your window and 
in-store displays, you can stage a point-of-sale 
promotion that will build your TV sales. 


YOURS FOR THE 
ASKING! THIS 
BIG 16”x 20” 
EASEL-BACKED 
DISPLAY CARD 
Family Circle’s novel, 
exciting article ‘12 
Ways To Decorate 
Around TV,” is sure to 
attract customers (and 
help them decide on 
buying TV models you 
have in stock). Family 
Circle’s 4,000,000 
family-readers are 
prime customer-pros- 
pects for all types of 
appliances—and will be 
influenced by this card. 
Mail coupon at the right 

for free display card! 





Bendix and Cory Are 
New Advertisers in 


October Family Circle 


Bendix Home Appliances and Cory Corp. 
have selected Family Circle’s October 
issue to begin their new sales campaigns 
among housewife-shoppers. Other adver- 
tisers appearing nationally in October 
include Aluminum Cooking Utensil Co. 
and Wagner Mfg. Co. American Gas 
Assn., John Oster Mfg. Co., and Enter- 
prise Foundry advertise sectionally. 
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ME OE SE MAIL COUPON EARLY! SUPPLIES LIMITED! Gam Gm Gon om om 
Bring more 







Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N. ¥. 


‘6 : 9? No. of 
customer- neighbors Please send me the [) TV-Article ‘12 Ways Te Decorate Around TV’... . oun 
into our store ! following free display (© Bendix Duomatic.................. ORES a 
y DISPLAY cards, mounted with C) Cory Knife Sharpener shen Sahn it de bide bbe beeen 


Increase your appliance sales () Wear-Ever Coffee Makers... 6... 666 ee 








reprints from the EC) Winner GRE acca cacieccecicceces menaleith 

with point-of-sale displays based CARDS October issue of [© AGA (Western Holly Ranges)........ iam 
on the brands and ideas best- Te) :) Family Circle: Oy NR oo eel ors 510 0 ok he baci ohied suena 

one . . C) Gaderpetoe Ramgee. : ss. esc ccccccessececvacses aan 
customer families in your neigh- 
borhood are seeing in their copy COUNTERS Name 
of Family Circle. Order your free AND 5 EE OD OU des 
display cards today! pap ae ee ee 





WINDOWS 








City. hide Zone____ State 
Se a 6a ee ee ee ee ee oe ee) ee) ee 


Noid 


co tae ti / 
. =... eaeetees 
NOW! the E. C. HERBERT, ADVERTISING MANAGER 
WASHER that | BENDIX HOME APPLIANCES 
turns into a DRYER \ “Where but among active 


supermarket shoppers could Bendix 
Home Appliances find a more 

logical market for their Duomatic? 
When 4,000,000 housewives buy 
Family Circle every month at their 
favorite supermarket, Bendix is 

able to place its Duomatic advertising 
in the high-volume neighborhood 
shopping areas where Bendiz dealers 
find their best customer traffic.” 


































CASHING IN ON THE POWER OF FAMILY CIRCLE’S EDITORIAL INFLUENCE 
Plaza Radio Corp., Larchmont, N. Y., tested advance proofs of the October Family 
Circle TV article in both window and store to attract customer traffic. L. G. Ferreri 
discusses TV sets and the Family Circle story with his customer, Mrs. Eloise Good- 
man, Larchmont. Mrs. Goodman, a regular Family Circle reader, is a housewife- 
shopper at the Grand Union supermarket in Ferreri’s neighborhood. 


Appliance advertisers using 
sectional editions of Family Circle 


AMERICAN GAS ASSOCIATION features Western 
Holly ranges in Safeway-California, 
-Northwest, and -Mountain editions 

g cay 3 of Family Circle. 

: ae. : THhite ff. ENTERPRISE FOUNDRY CO., tTD., advertises 
ranges in Safeway-Canadian editions 
of Family Circle. 


eRe 
eR 


JOHN OSTER MFG. Co. advertises Osterizers in 
Safeway-California, -Northwest, and 
-Midwest editions of Family Circle. 








At OS 








Family Circle Is Sold 
in All These Grocery Chains 
and Supermarkets Exclusively: 


ALBERS 


AMERICAN (inci: Acme, Asco, Danahy-Faxon, Gient 
Tiger, Nu-Way) 


BOHACK 

BUTT (HEB Stores) 

DIXIE HOME (inci: Lower Main Super Markets) 
FIRST NATIONAL (inci: Finast) 
GRAND UNION 

H. G. HILL 

JEWEL 

KROGER 

RED OWL 

SAFEWAY 

WEINGARTEN 


WINN AND LOVETT (inci: Kwik Chek, Margaret 
Ann, Lovett, Steiden, Table Supply) 








IF YOUR PRODUCT APPEALS TO HOUSEWIVES 
.» APPEAL TO THEM IN FAMILY CIRCLE 


FAMILY CIRCLE MAGAZINE 
NEW YORK * CHICAGO * SAN FRANCISCO + LOS ANGELES 
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Family Circle families 
are your best prospects for 
appliance sales! 


59% own their own homes; 
median income is 22% above the 
national average; 68% have 
children. They’re concentrated in 
the best-customer neighborhoods 
(the 1% miles) around thousands 
of appliance stores. And they’re 
100% supermarket-shoppers—the 
“customer traffic” 3 out of 4 appli- 
ance dealers want most! 


DISPLAY 
CARDS 
FOR 
COUNTERS 
AND 
WINDOWS 








2 Gs MAIL COUPON EARLY! SUPPLIES LIMITED! EE GS Oe oe oe 





a 
Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N.Y. —— 
No. of 
Please send me the () 1V-Article ‘12 Ways To Decorate Around TV’’.... cards 
following free display Bendix Duomotic........60eeseeeeeeee eee e ee em ” 
C) Cory Knife Sharpener... 6c ccc me ai oes 


cards, mounted with ~ 
() Weor-Ever Coffee Makers... 2... 5555 c cece ccm Siete adh 
reprints from the (] Wegner Skillets... 0... ccccserceccccveseese es tem onan 


October issue of (1 AGA (Western Holly Ranges)..........00 600000 : 











Family Circle: FS NS 5 sca vr eew eas denne ietebdhentse rue = 
(] Enterprise Ranges... . 6... cece ewe renee ne em nine 
Oe 
Store a ee ee 
Address — enema a epaperenerepasnesttincmaiiigsiaaniaiiideirenenreinmnmananiepemannnnnaet 
City ‘ nlaade : TA 
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NORM SCHLEGEL, ADVERTISING DIRECTOR, CORY CORPORATION 


“Cory advertises in Family Circle to reach 











a select audience of 4,000,000 housewives who 
live near neighborhood appliance 





stores. Every one of these 
women needs Cory appliances 
when preparing the 
foods they buy in leading 


supermarkets,” 
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MAKERS OF MAGNALITE UTENSHS 


How to pan-broil 
hamburger ~ 


* 
A 
AD 
<i 


uniformly - all 
the way through 
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Aluminum Cooking Utensil Co. continues its 
Wear-E ver campaign in Family Circle to reach 
4,000,000 housewife-shoppers who are 
best-customer prospects for the thousands of 


accounting for so many Wear-Ever sales. 









vw 


You cant be at tee 


mace wey 





neighborhood appliance dealers 























Wagner knows that Family Circle’s 
unique audience of 100% housewife-shoppers 
is a ready-made market for its products. 
These women, known food buyers, 

are constantly shopping for equipment 
that will help them prepare 


better foods for their families! 
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Victor is telling America about the 
complete line, the dependable line of 
VICTOR products in the greatest 
national advertising campaign Upright ‘horde "650. ibe. ot 
in its history. 


























Food! (Available with Inner 
Shelf Doors at slight addi- 
tional cost.) 



















Victor is keeping that leadership Victor chest type 
Quickfreezer . . 


by looking ahead .. . in bringing 8, 10, 14, 19, 21.5 
out new models, new developments 
.. improved products . .. the 
EXCLUSIVES that have made and 
will retain VICTOR unchallenged 
































leadership. 
Victor Room Air Condition- 
er... exclusive three di- 
mensional cooling with 
Toward new horizons, puch button” control. 
ever expanding production Victor Dehumidifier ... . 
facilities to meet the poy gyn Face aie 
pressing demand of covreston: Niage 
increased orders from 
both old and new 
customers. roo — oe ae oe oy 
| VICTOR PRODUCTS CORPORATION | 
More Sales . | HAGERSTOWN, MARYLAND 
More Profitable Sales | Gentlemen: Please send : i 
in this | complete details on the Victor 
: $a : | products checked below. i 
America’s fastest growing , 
industry. Victor is helping you to CD Upright Quickfreezers 
t- 
build a strong business for the years ahead. Send now 2 ich ~ Peeing 
for details on the complete VICTOR LINE. (CD Dehumidifiers 
! C1 Commercial Refrigeration | 
1 
I 
FIRST NAME UNSURPASSED QUALITY | Name i 
IN and Value in FREEZERS | ! 
QUICKFREEZERS DEHUMIDIFIERS - AIR CONDITIONERS 5 | 
Address 
a 
[ee 
| City 
VICTOR PRODUCTS CORPORATION * HAGERSTOWN, MARYLAND Sis " 
ate 
i i J 
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SORRENTO "Fete 














TROPIC-AIRE Electric Blanket. Luxurious light. TROPIC-AIRE Electric Sheet. Luxury at low cost. 
weight warmth. Automatic “Comfortrol.”” Single- “Comfortrol”’ automatically guards warmth all 
Bed, $42.95 retail: Double-Bed, single control, night. Mercerized, Sanforized percale. Single con- 
$44.95 retail; dual control, $53.95 retail. trol, $31.95 retail; dual control, $39.95 retail. 




















TOASTMASTER Super De Luxe Toaster. Fea- ‘ a 
tures exclusive new Power-Action, which automati- 
cally lowers bread, starts it toasting, serves it up 


fast all by itself! $27.50 retail 


Most advertising help ever, 





Every One of These Products is Being Pushed 
to Increase Your Sales Volume and Profit! 


You can’t help but make money with a setup 
like this! There’s the pace-setting new 
“Toastmaster’’ Super De Luxe Toaster, the new 
Tropic-Aire Electric Sheets and Blankets, the 
new Manning-Bowman Knife Sharpener... 





’ , ! ¢ y othi ap- 
EVERHOT De Luxe Roaster Oven. Quick, cool and many more! You have something to ap 


way to cook complete meals! Roasts fowl up to 
24 Ibs. 18-qt. liquid capacity. 5-pc. ovenware set. 


$44.95 retail. Budget model, $37.95 retail 


peal to every customer, every purse... from 
only $5.95 to $53.95. And look at this adver- 


\ Me Graw Llectric 


TOASTMASTER - TROPIC-AIRE 





EVERHOT De Luxe Roasterette. Aucomatic ther- EVERHOT Rangette. In big demand because it MANNING-BOWMAN Heating Pads. For com- 
mostat range, 150° to 500°. Roasts up to 9 Ibs. of does full-scale cooking in only 2% feet of space! forting warmth, anywhere, any time. Four models, 
meat, fowl. 5-qt. inset pan $21.95 retail. 3 qt Portable, plugs into wall outlet. Choice of AC or AC-DC, have colorful removable, washable covers. 
model (Hi-Lo heats), $11.95 retail AC-DC models; either model, $39.95 retail. For every use and purse, $5.95 to $9.95 retail. 
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at such low cost is easy to sell! Heats average sales plus—it's two heaters in one—plus a portable no other automatic toaster is or ever has been! 
bathroom, nursery or living room corner in minutes fireplace! Adjusts for vertical or horizontal use, Highest in turnover, lowest in sales cost: America’s 
Whisper-quiet. Built-in hand hold. $12.95 retail., radiant or circulating heat. $17.95 retail. most-wanted gift toaster. $23.00 retail. 


from McGraw Elec 


they all SELL! 


tising sales power! From now through Decem- 
ber, striking ads will push your sales of 
‘‘Toastmaster’’ Toasters, build demand for 
Manning-Bowman and Everhot products, and 
persuade people to buy Tropic-Aire bedcover- 
ings. And just before Christmas, the Saturday 
Evening Post will carry a smashing 2-page ad, 
pre-selling a// products! It all adds up to extra 
sales volume—when you plan with McGraw 


Electric! 


Compan LY Ligin Lllinois 


EVERHOT «© MANNING-BOWMAN 





MANNING-BOWMAN Vibrator. Has 4 inter- 
changeable applicators, for soothing, stimulating 
facial and body massage. Gift-packed in beautiful 


$8.95 retail. 


plastic case for lifetime protection 





TROPIC-AIRE Fan-Type Heater. Friendly warmth TROPIC-AIRE Ray-Vector Heater. Has a big TOASTMASTER Automatic Toaster. Presold as 
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tric! 





MANNING-BOWMAN Knife Sharpener. Won- 
r] derful gift item! Puts a razor edge on any knife— 
A D Vv E RT i 4 { i] G 7 safely. Guard-guide holds cutlery at correct angle 
GS for steady end-to-end sharpening. $12.50 retail. 
Look at this sales support! 
53 ads in 13 national magazines ! 
A total of 149,644,997 messages ! 


Saturday Evening Post House Beautiful 


Look Holiday 

Better Homes New Yorker 
& Gardens This Week 

McCall's Modern Bride 


Country Gentleman _ Bride’s Magazine 
House & Garden Guide for the Bride 





MANNING-BOWMAN Combination Grill. A big, 
double-duty profit-maker. Bakes waffles, toasts 
sandwiches, automatically, $19.95 retail. Value- 


: — leader Combination Grill, $14.95 retail. 
©) 1953 





MANNING-BOWMAN Corn Popper. TV fans MANNING-BOWMAN Woffle Baker. Indicator 
will go for this! Holds 1% qts. of delicious, hot tells when to pour batter. Pre-seasoned grids min- 
popcorn. Transparent cover shows corn popping imize sticking. $9.95 retail. Automatic model 







Large, cool, insulated handles. $9.95 retail (light, medium, dark control), $17.75 retail. 
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APPLIANCE-RADIO-TV 
PICTURE 


ome CONTINUED FROM PAGE 27 commen 


Services Campaign which was a “dilly”, 
ind several other utilities had plans 
on the fire for fall promotions. 

Considering that section which lies 
between Richmond, Va., and Hous- 
ton, and from Louisville to 
the Gulf of Mexico, a map check 
igainst utility reports, dealers’ esti- 
mates and wholesalers’ figures shows 
only two areas in the South where the 
appliance business is not in excellent 
ind sometimes boom) condition. 
hese areas are in central South Caro- 
lina and in south Georgia. But even 
here, dealers are making a fair living, 
failures few and con- 
istent. 


The Far West 


l'exas, 


are sales are 





By HOWARD J. EMERSON 


West- 
. Fall 


Sales start to climb.... 
ern Markets show . 
turnover will be high 


The appliance-TV business in the 
I'ar West showed a welcome spurt in 
sales during the first week in August, 
‘bout two weeks ahead of the expected 
beginning of the fall selling season. 
'V and most appliances except 
freezers and ironers started an upward 
swing—and included was the home re- 
frigerator which had been slow during 
the spring and early summer in spite 
of promotions, deals, over-trades and 
general price cutting. 

The market for room coolers in the 
high temperature areas of the Far 
West ended its season about the first 
of August without any good chance to 
show its real potential. Since about the 
4th of July most dealers and distribu 
tors have been unable to get enough 
stock to fill current orders, to 
nothing of indulging in promotions or 

iles efforts. One of the largest dis 
tributors on the coast says that it is 
the second year now that the eastern 
manufacturers have refused to consider 
the healthy inventory needs of West 
Coast distributors in favor of what 
frequently prove to be unhealthy needs 
(Continued on page 38 
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Leading Dealers Everywhere! 












— Bys Dest. Store 
MEMPHIS, TENN 


ess sou oe . cur 
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. 


BG. Lewis Qs. ms Foeiik 


BENNETT BROTHERS. INC. “22 
Deamonds-Uatches Jewelry . 


Jur Merchandise 1! . 
new yORK 17." 


S:/verwore . oe 
tributor 
r 
Fine 


aes FIFTH AVENUE 


New ZIG-ZAG 


ELECTRIC SEWING MACHINES 


REG. U.S PAT, OFF 





BUILT-IN _ LIGHT 
TOP DROP FEED 


They MOVE F-A-S-T 
because they’re 
GOOD VALUE! 


The UNIVERSAL Line offers you every- 
thing you want in a Sewing Machine: 
High markup...low cost... top qual- 
ity... proven performance... steady 
demand. . . AVAILABILITY. 












1500 - 12th Ave 





GOODSVYEAR SERVICE STORES 
4 
tHE BAILEY wt 
2. 1, 


Catinels of 
Unsurpassed 
Beauly and 
Sma Styling 
to Grace 

ny flame! 











1953 





Precision built throughout . . . the 
UNIVERSAL is made to last and out- 
last... to give a lifetime of satisfac- 
tory service. 


Hundreds of thousands sold. 


Standard Sewing Equipment Corp. 


NEW YORK 
114 West 27th St. 


CHICAGO 
1112 So. Wabash Ave. 





Miami 
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Deepfreeze Announces 
AMAZING NEW 


Freezer Food Service! 





The mosf competitive, most complete freezer-food service 
promotion, prepared for selected appliance dealers! 


Deepfreeze Home Appliances announces the most com- 
plete and revolutionary merchandising program ever 
offered to appliance dealers—the National Co-operative 
Freezer Food Service! 

Ben G. Sanderson, General Sales Manager, stated that 
there has never been any other profit plan for dealers like 
this new, approved program. Because it is designed spe- 
cifically for use by selected appliance dealers, it repre- 
sents another first in home freezer merchandising by 
Deepfreeze, the pioneer of the home freezer industry! 


Everything an appliance dealer needs for a profitable 
promotion is arranged for in advance. Sales methods are 
clear-cut and utilize established distribution channels. A 
complete package of more than 50 pieces, including 30- 
minute sound film sales training presentation and sales 
training guide book, is available. 

This is the only frozen food service approved in ad- 
vance of release by government agencies and interested 
trade associations. It’s just what home freezer prospects 
want. Mail coupon today for full details. 


Complete line of chest-type and upright models 


quiet operation, Deepfreeze ‘‘Cas- 











Genuine Deepfreeze Home Freezers, 
in both chest-type and upright mod- 
els, are made in 6 sizes—7 to 23 cu. 
ft.—and all of them have advanced 
features unmatched by any other 
line. New Radiant Condensers give 
“‘Sweat-proof’’ exteriors. Super- 


CHI the taie-rame Deentreeze 


MARE REG UE PAT. OFF. 


seroles’’ and ‘‘Handy Basket,’’ 
Floating Action Lids, ‘Silent Sig- 
nal’”’ Lights—these are just a few 
examples of outstanding design and 
value. Deepfreeze offers finest per- 
formance and convenience features! 


—the smartest dealas do! 


© 1953 Deepfreeze Home Appliances, North Chicago, Illinois. 
Makers of genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters. 
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FOR CENUINE 
Deeptreeze Home Freezers 





Powerful Promotional Support! 


®@ Leather-bound presentation book for house-to-house canvass. 
® Sound slide training film. 


© Complete sales training guide book. Yes, I am interested in becoming an authorized branch of the 
National Co-operative Freezer Food Service and a Deepfreeze 

® 6 dealer newspaper ad mats. Home Appliance Dealer. Rush me full details today! 

@ TV and radio spot commercials. 


MAIL TODAY FOR COMPLETE DETAILS! 


Deepfreeze Home Appliances 
North Chicago, Illinois 


DEPT. EM-953 


®@ 4-color full-page national advertising in leading magazines. 


Name 
® Gabriel Heatter every week on MBS network of 540 radio stations. 
@ Consumer folders with the whole story. Address 
@ Plus 35 other hard-hitting selling tools! 
City 


State 
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© Disposable dust bag 


@ “Floating brush” nozzle 
@ Attractive silver-grey Hammerloid body 


PLUS 2-Speed control: HIGH for deep-down cleaning; 
LOW for delicate fabrics 










MODEL 143A 
The famous Cadillac 
“upright’’ Model 
with beating, sweep- 
ing brush; 2 speeds. 











CLEMENTS MFG. C0., Dept. A, 6650 S. Narragansett Ave., Chicago, Ill. 


Since 1911, sold only by reputable dealers and distributors 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





of Mid-West and eastern distributors. 
His trips east have made him wonder 
why he should find price cutting and 
trans-shipment of coolers in that area 
when the eleven western states can’t 
get enough to sell at list price. But 
it is all an old story to this area. 


Western Markets. The so-called 
barometer of western business, the 
summer markets at San Francisco, in- 
dicated to analysts that the appliance- 
TV dealers and distributors in the Far 
West are in a very sound condition in 
a relatively slow market—i.e., inven- 
tories at both retail and wholesale 
level were low during July, and so 
were sales. As a result, retailers were 
extremely cautious in their buying, 
seldom taking more than the needs 
for 30 days. Most retailers trimmed 
their expenses to the bone in May 
and June, and the one thing nobody 
wanted was excessive inventory. Dis- 
tributor’s salesmen, while regretting 
the lack of large orders that would 
pay them some August vacation money 
in commissions, had to admit that the 
lack of large orders would mean less 
trouble with overloaded dealers during 
the fall. 

Sidelight on the quietness of San 
Francisco’s summer market week was 
both the change in date of the week, 
and the tendency of national manu- 
facturers to jump the gun with show- 
ings of new merchandise to their 
dealers in advance of the week. Mov- 
ing market week forward to July 
brought the dealers in contact with 
merchandise too early in the season, 
at least three weeks before any of 
them could judge intelligently what 


| their own market needs would be for 


| the fall. 


Fall Will Be Good. Not only the 
early pickup in business that was evid- 
enced in early August, but many other 
factors indicated that the appliance- 


| T'V business should be slightly ahead 


of 1952 in all sections of the Far 
West. The signing of the Korean truce 
brought neither the unemployment 
that was expected in so many of the 
defense-production areas out here, nor 
any psychological approach _ that 
would scare people into freezing their 
so-called “disposable income.” As one 
observer commented “people have 
gone ahead as if they expected another 
war to break out tomorrow.” 

Comments by managers of the elec- 
trical leagues in Far West territories, 
as collected at the IAEL convention 
in San Francisco early in August bear 
out the observation that the appliance- 
['V business out here should be 
normal or above during the last four 
months of 1953. 

In San Diego, for example, dealers 
are approaching the fall season with 
extreme confidence in their chances 
of doing a good volume. Says Clark 
Chamberlain of the Bureau of Home 
Appliances, the dealers there are fully 
convinced that the fall market will 
require intensive promotion and sell- 


TS | Pet they are optimistic because 
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they know now that such promotion 
and selling will produce a profitable 
volume in appliance-TV sales. Em- 
ployment in that war-industry center 
has continued at a high level, new 
people are coming into the area in 
droves, the agricultural crop is good 
and selling is producing results. 

Behind the dealers efforts in the 
San Diego area are well-organized pro- 
motions to help both in_ breaking 
down customer resistance and in 
building the effectiveness of dealers 
and salesmen’s efforts. A 90-day adver- 
tising campaign by the Bureau of 
Home Appliances to promote sales 
of room air conditioners ended Sept. 
1—but its effectiveness waned after the 
first of July when stocks of room 
coolers got too low in that area to 
enable the dealer to take full advan- 
tage of an excellent campaign. Re- 
frigerators and freezers were promoted 
heavily by the Bureau of Home Appli- 
ances from April on, ending in late 
September when all efforts will go 
behind television and laundry equip- 
ment. Again this year the bureau 
will promote televised sports events 
through dealer cards, window displays, 
bus cards and newspapers—featuring 
football to this area where the average 
TV set owner has a choice of eleven 
television stations, more than any 
other home owner in the nation. 

In Los Angeles, a condition of 
optimism is seen for the fall selling 
months. The appliance-TV business 
there must go up, says one observer, 
because it can’t go lower. Mostly he 
was speaking of the morale in that 
area. In the Los Angeles selling pic- 
ture for the fall are more, not less, 
discount operations. One of the big- 
gest ever witnessed in that area opened 
recently, providing discount cards at 
$2.00 each to employees of city, county 
and state government. Practically 
every major ‘brand of appliances and 
TV are displayed on that discount 
house floor. 

In order to bring some business 
sense to an area that seems to have 
overlooked many of the fundamentals 
of retail and wholesale operation, the 
Electric League of Los Angeles will 
conduct this fall a “merchandising 
and marketing” course. 

In Spokane, Wash., where the ap- 
pliance-TV business has been very 
good all year, the fall season is ex- 
pected to be even better, according 
to Robt. Wilkinson, manager of the 
Inland Empire Electrical League. 
Television sales are expected to be a 
big part of that good business picture 
The local stations came on the air in 
the fall of 1952 a little too late to 
enable the industry to get the full 
benefit of the fall market. If Spokane 
follows the pattern of other areas, the 
biggest and most profitable period of 
television selling should be underway 
in early September. This pickup in 
sales will get another boost late in the 
fall when the micro-wave is expected 
to reach Spokane bringing the cities of 
the Inland Empire live programs via 
Seattle and Yakima. End 
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Arvin Clock Radios 


Sleopylimer fi. MODEL 758T—A beautiful, dependable clock ra 
dio at an economical price It’s smart in design and smart to buy. 5 tubes 
including vacuum rectifier. 4” ““V’’ Alnico speaker. For AC operation 
only—110-120 volts—60 cycle. Size 57%” high, 10's” wide, 5” deep 
Colors— Rosewood, Ivory, Green, Rodeo Tan, Coral. Shipping weight 
8 lbs. Listed by Underwriters’ Laboratories, Inc 


Heofylimer MODEL 657T— Exquisite styling. Lulls you to sleep, 
shuts itself off, wakens you to gentle music. Handy appliance outlet will 
have your breakfast coffee ready, too. 5 tubes including rectifier. Heavy 
duty 5” PM Alnico “‘V” speaker. 60-cycle, AC operation.only. 110-120 
volts. Size 6%4"” high, 13 '4” wide and 5 %4” dee p. Color sensation of the 
year—Coral, Ebony, Tan. Green and Ivory Shipping weight 9 lbs 
Listed by Underwriters’ Laboratories, Inc 


Arvin Custom Radios 


Shadivara MODEL 751TM— Magnificent in tone, gracious in styling 

~—far beyond anything you’ve ever associated with table model radio 
5 tubes including rectifier. 9” x 6” heavy duty PM speaker for rich tone 
quality. Dial light. Equipped with Phono-Jack. 60 cycle AC operation 
only. 110-120 volts. Size 9%” high, 15” wide, 7 *4” deep Color—select 
hardwood hand rubbed mahogany finish. Shipping weight 15 Ibs. List 
ed by Underwriters’ Laboratories, In« 


? 
Sonata wove 15118—The blonde beauty of table models Equipped 
with Phono-Jack and dial light. 9” x 6” heavy duty PM speaker. 60 cycle 
AC operation only. 110-120 volts. Size 9%” high, 15” wide, 744” deep 
Color—hand rubbed limed oak. Shipping weight 15 Ibs. Listed by Under- 
writers’ Laboratories, Inc. 


Arvim SOONER OR LATER YOUR CHOICE TOO! 


LOVELY TO LOOK AT...THRILLING 


Americas Top Radio Line 


IN TONE 

























. % ; 
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Birthday, Anniversary, Graduation, Wedding 








Arvin Cosmopolitan MODEL 651T 


Classic simplicity of styling in the modern manner 
5” new heavy-duty permanent magnet speaker 
110-120 volts. AC/DC circuit. 5 tubes including 
rectifier. Size 6” high, 114%” wide, 67%” deep 
Colors—Ivory, Green, California Tan and Ebony 
Shipping weight 6 % lbs. Listed by Underwriters’ 
Laboratories, Inc 


An Arwin nadio for every oceasion ... 
every room i the house... in decordtiy colors 


Arvin Solonatse MODEL 180TFM 


FM and AM reception at their best through this 
ultra powerful 8-tube straight A( 
Alnico ‘‘V’’? PM speaker. 110-120 volts. FM 
88-108MC. Size 754” high, 141%” wide, 7” deep 
Shipping weight 12 lbs. Colors—Ivory, Green, 
Saddle Tan, Rosewood and Ebony. Listed by 
Underwriters’ Laboratories, In¢ 


recelver 5” 





Arvin €7@as6ec MODEL 451T 


Personal radio at its delightful best. 5” Alnico ‘‘V”’ 
permanent magnet speaker. Illuminated dial. 5 
tubes including rectifier. Power supply AC/DC, 
110-120 volts. Size 6%%” high, 11” wide, 5” deep 
Colors—The sensational Coral, Ivory, Green, 
Sandalwood and Ebony. Shipping weight 6 % lbs. 
Listed by Underwriters’ Laboratories, Inc 
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Arvin Prelude MODEL 160T 


For sheer beauty and distant reception you can’t 
beat the Arvin “‘Prelude.’’ Six tubes including rec- 
tifier. 5” improved type Alnico “*V” permanent 
magnet speaker. Power supply 110-120 volts 
AC/DC circuit. Size 75%,” high, 144%” wide and 
7” deep. Colors—Ivory, Green, Saddle Tan, Rose- 
wood, Ebony. Shipping weight 10 Ibs. Listed by 
Underwriters’ Laboratories, Inc 





Arvin Collegian MODEL 741T = 


Compact and cute as a button—a dazzling plastic 
cabinet with built-in antenna. 4 tubes including 
rectifier. 4” cone Alnico “V’’ permanent magnet 
speaker. Power supply 110-120 volts AC/DC cir- 
cuit. Size 55” high, 8 °4” wide, 4” deep. Six Dec- 
orator Colors—Ivory, Cherry, Citron, Bitter Green, 
California Tan and Coral. Shipping weight 5 lbs. 
Listed by Underwriters’ Laboratories, Inc 


Arvin Rainbow MODEL 1407 a 


A color for every room. Arvin’s famous crackproof, 
shatterproof, non-breakable cabinet. 4 tubes in- 
cluding rectifier. 4” improved Alnico “V” per- 
manent magnet speaker. Power supply 110-120 
volts AC/DC circuit. Size 54” high, 84” wide, 
3%" deep. Six Rainbow Colors—Ivory, Cherry, 
Citron, Bitter Green, California Tan and Coral. 
Shipping weight 4 Ibs. Listed by Underwriters’ 
Laboratories, Inc. 











Arvin @héancle MODEL 1537 


Good looks and top performance are neatly com- 
bined at low cost. 5 miniature tubes including rec- 
tifier. 4” Alnico “‘V” permanent magnet speaker. 
Power supply 110-120 volts AC/DC circuit. Size 
51346” high, 9 78” wide, 4 5s” deep. Colors—Walnut, 
Ivory, Green, California Tan and sensational Coral. 
Shipping weight 7 lbs. Listed by Underwriters’ 
Laboratories, Inc. 
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Arvin Aatnéore MODEL 1407 


_, TOPS FOR TONE AND COLOR 
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Arvin 
Potable Radios 


BIG RADIO QUALITY AT SMALL RADIO PRICE 






Personal Fal wove. ie “A =—— The Gyfasy Mover 46P * 





Here’s something really new Arvin’s port- Petite, yet smart and rugged—truly the 

able clock-radio. Exquisitely styled. Very portable of distinction for choosy buyers. 

light. Battery-powered with a mechanical Battery operation only. 4 improved type 

clock. 4 improved type miniature tubes miniature tubes. 4” Alnico ‘‘V” speaker 

4” Alnico “V” speaker. Power supply bat- Chassis designed for easy tube replacement | bre, . . . 

tery operation only. Size 7*%” high, 85%” and service. Size 7%” high, 85%” wide, | They aa at 

wide, 2°4" deep. Colors—Maroon, Jade 2%4” deep. Colors—Maroon, Jade Green, Para Peak } 
Green, California Tan. Shipping weight California Tan. Shipping weight 44 Ibs ae Ree 

4 4 Ibs = 





Arvin’s 
3-WAY PORTABLES WITH 
EXCLUSIVE MAGNETENNA 


The Troubadour + The € ompanton 
MODELS 652P— America’s outstanding port- 


able values in stunning rich Ruby Red or 
Jade plastic with Cloth-O-Gold midriff. 
Ruby Red or Jade handles and dial with 
Cloth-O-Gold center. Both have the same 
famous 3-way chassis as the 654P portable. 
Play anywhere on batteries or AC/DC 
Listed by Underwriters’ Laboratories, Inc 








THREE MAGNIFICENT PORTABLES WITH MIRRORS 
The Catallero MODEL 654P Heavy duty 4” Alnico speaker. 5 tubes plus 


selenium rectifier. 3-way operation on 
=<. AC/DC or Battery. Size 11 '4” long, 84” 
She Nubian Mover 654P high, 4” deep. Shipping weight 7 lbs. Listed 


by Underwriters’ Laboratories, Inc 


Suntan with Antique Alligator midriff 


Ebony with Calcutta Lizard midriff 
The Riviera Mover 654P 


Jade with Green Lizagator midriff 





Redio and Television Division © ATVIN INDUSTRIES, INC., Columbus, Indiana 









it’s The Year 


the 


© Big volume! 

+ Top profit margins: 

© High unit sales! 
Growing market! 

oo! 


Repeat sales, t 


: \ 
© No trade-in losses! 


l 
« Sells other appliances: 


No frequent model 


Partelats (rt 


A few short months ago, Republic broke the news that “the new 
day has dawned for modern serveth merchandisers” and Republic 
Steel Kitchens were introduced. The only “Ore To Store” pro- 
gram in the kitchens business was presented to dealers. That's still 
the year’s biggest appliance news! 

Because Republic’s exclusive “Ore To Store” policy means billion 
dollar backing all the way. It means close control by one single 
responsible producer through every step of manufacture and sales. 
Republic Steel Kitchens sales policies are not bound to out-moded, 
old-fashioned trade practices. The Republic sales viewpoint is 
fresh, vigorous, dealer-minded! 


] 
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1s Biggest Applian 
only “ORE TO ™ 


in The Kitchens B 


Republic tee? Kitchens 


Planned, built and pre-sold by one of the World’s Leading Steel Companies 





a 
ce News> 
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ysiness 


A 








Yet, seventy years of manufacturing experience are behind the new 
Republic Steel Kitchens line. Republic’s Berger range eg ot 
Division pioneered the development of steel kitchens. The hand- 
some styling and superb construction Republic Steel Kitchens 
dealers sell today are products of that experience. 


Here’s your opportunity to associate with this known and respected 
big name in the big-volume, high-profit kitchens business . 
selling the world’s most modern Ciachone. Send coupon today—or 
ask your distributor—for complete details. Berger Manufacturing 
Division, Republic Steel Corporation, 1012 Belden Avenue, Canton 
5, Ohio. 


Republic Steel Kitchens 
Sales Department 
1012 Belden Avenue, Canton 5, Ohio 


Please send details about new line and new sales program. 


Name 











ialinapnoan Ee # 
Firm 
Address 
City Zone State 





() Distributor () Dealer 
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Fri-Wrell 


Golden, delicious deep fries in mir 







tes, Savory soups, stews and casse 


oles, too. Dormeyer's deluxe Fri- Well 
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electric oker. Automatic therm tat 
1% res perfec tresults every time Dr vi 


Away afety faucet speeds drair 
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Perks flavor-perfect coffee every time Radiant ‘Infra-Red broiler-rotisserie Hi-speed Hurricane Action does every 
tomatically, electrically. Brews 4 Broils, grills, roasts, barbecues. Auto thing in secords! Blends, liquefies, pu 
ps. Signals when done. Keeps matic self-basting rotisserie. 3 heats rees, whips, chops, grinds, shreds, grates 

till served. Guaranteed. *22 QPS Stray levels. Guaranteed. *5449S or pulverizes. Guaranteed. S$3gQaqyeos 


This is Yow ad. too! for BIG NOV. SALES...PROFITS! 


Behind this dramatic national ad is a powerful promise to “‘bring home the bacon”’ for Dormeyer dealers in November 
A promise, based on the proven performance of all these famous Dormeyer appliances in the homes of hundreds of 
thousands of homemakers the country over. A promise, backed by Dormeyer’s iron-clad guarantee. Check-up Now! 
Be sure you're stocked-up for your full November share of Dormeyer sales profits! Dormeyer Corporation, Kingsbury 


and Huron Streets, Chicago 10, Illinois. In Canada, Fox Agencies, Port Credit, Ontario, Canada 


*Home, that is, of some 17 
million readers strong in 
over 4 million copies of 


Saturday Evening Post! 















j 
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It's an electric Grinder, Juicer and 





Mixer with all attachments in 
cluded at no extra cost. Built-ir 
power drive permits change fron 
grinding to juicing or mixing in seconds 
Dial selector has 10 recipe-tested speeds 


Automatic beater release. Portable 


mixing head Guaranteed s4A1G SO 





minute they use a Dleojdaalr-i1e lie 





Blet-l-\ deals) <cig Dormey | <a ores glow ~ji-lal.4cia- we sete 
Extra -Wide wells for rolls and muf The lightweight portable that does Maintains warmth you choose at the 

fins, too. Fully automatic. Chek-lt a big-mixer job. 5 full-powered touch of a dial. Latest shades and dec 

Lever for different shades at same speeds. Full-size beaters... fingertip orator colors. Guaranteed, Dual .Con 
toasting. Guaranteed. SJQ9ES release. Guaranteed. 9JQ9S trol $49.95. Single Control *44395 


le MW... America’s 
buy-word in 
Cath pao better 
appliances! 


ALL DORMEYER APPLIANCES ARE FACTORY GUARANTEED, AND APPROVED BY UNDERWRITERS’ LABORATORIES, INC @,) 














Nation-wide survey proves that 
RCA Victor is again the TV most 
Americans want...most Americans 





buy...and once bought, most Americans 
want to buy again! 


Facts gathered by top research analyst, Elmo 
Roper, give you a sure guide for stock planning 
. + @ pattern for greater profits. 

More people want RCA Victor . . . All over 
America more people have more dollars ear- 
marked to buy RCA Victor than any other tele- 
vision! Yes, among people planning to buy tele- 
vision for the first time-—and among present TV 
owners—RCA Victor is their first choice. That 
means pre-sold customers for you! 


More people buy RCA Victor . . . Roper also 
shows that more people have already bought 
RCA Victor—and industry figures prove it too. 
Every year for eight straight years RCA Victor 
has been the largest selling brand. 

More people buy RCA Victor again... RCA 
Victor is the television that once bought, most 
Americans say they would buy again! Among 
RCA Victor owners, more than four out of five 


f the finest UHF receptior ell the 


Rot 


the mor ; HF tuner (t 


ted list ¢ 
tor West and th 


NEW RCA VICTOR TELEVISION FEATURES ROTOMATIC TUNING 


Rotomatic Tuning is a combination of two 
great RCA Victor exclusives: a powerful 
Rotomatic tuner plus the famous ‘Magic 
Monitor” circuit system. Nothing could be 





simpler to sell, because it almost sells itself — 


just 


the station, sharp, clear, steady. It’s so auto- 
matic a child can tune any channel instantly! 





say, “When I buy, I want another RCA Victor 
TV.” The really satisfied TV owners are RCA 
Victor owners. And they’re right in your neigh- 
borhood ready to buy new, larger screen sets. 
Here are sales you can start ringing up now! 


Why this preference for RCA Victor? Your 
customers know that RCA Victor television gives 
quality performance. They know that the newest, 
biggest TV advances come from RCA Victor; 
that RCA Victor backs its TV with its exclusive 
Factory-Service Contract available only to RCA 
Victor owners. And they know that RCA Victor 
offers a wider range of cabinet styles and finishes 

one for every taste, every budget. 


Now 


television 


to give you the easiest selling job in 

RCA Victor offers a complete new 
line at lowest RCA Victor prices ever for big- 
screen sizes. There’s a 17-inch table model at 
$179.95. 21-inch TV starts at $229.95, 


mat UHF-VHF tuner or, on 


th optional at ext 


honge without notice 


turn one knob and—CLICK —there’s 


Tmks. ® 


A Big New Television Advance! RCA Victor 
announces for °53 Rotomatic Tuning. That means 
more to see—in sharp, vivid pictures. And it 
means /ess to do—less “dialing,” less “‘adjusting.” 
Just turn one knob—CLICK —there’s your sta- 
tion. For UHF or VHF or both, Rotomatic 
Tuning brings in and holds the strongest, finest 
picture possible. 


What does this mean for you? More of your 
television customers will want RCA Victor than 
any other make. And “Sorry—out of stock’; 
“Not many sets left to choose from”; or ““Why 
don’t you look at brand B” are risky answers to 
give pre-sold customers. 


So, doesn’t it make sense to stock RCA Victor 
. .. to be well stocked with a variety of styles and 
finishes? It’s good business to be ready with the 
TV your customers want most. Call your RCA 
today! 


Victor Distributor 








It pays to push a winner ! RCA Victor has won more sales 
for dealers than any other TV 
TV began! And more people are buying, and will buy RCA 
Victor than any other television brand. So, now more than 
ever, it pays to push the winner 
RCA Victor Distributor 


year after year—ever since 


RCA Victor. Call your 
today! 





More dollars are earmarked to buy RCA VICTOR than any other television 
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w BLACKSTONE 
















A GREAT FEATURE YOU CAN DEMONSTRATE! 
Blackstone’s Amazing 


mexoTRae <Y 


Now Women Can Wash Ali Clothes \\ 
Properly, Safely With A Simple 
Twist Of A Dial! 


These Vital Features Boost Your Blackstone Sales! 


@ 78 POUNDS LIGHTER! 


@ AUTOMATIC OFF- 
BALANCE CONTROL! 


@ AGITATOR ACTION! 


@ SCUM-REMOVING 
FLUSH RINSE! 


® HI-SPEED 
CENTRIFUGAL DRYING! 


® SELF-CLEANSING 
STAINLESS STEEL TUB! 


® NO BOLTING DOWN! 
® BULLET-TYPE DOOR CATCHES! 


..@nd now a Blackstone costs LESS! 


Blackstone... 


ee 


SS S54 =f Sr 





Automatic Dryers J lroners { |_J Complete 
NL" Washers NL Gas & Electric ~ Portable & Console we Laundry Unit‘ 


The Only 
Automatic Washer 
i Wot. ak @roy cal oy bat-1-) 
All 3 Factors 

IW Cox-j am bach oleyar. bats 
for Performance 
Pvate Me 1-3-3 

Faster Selling! 


- >> Y yo 


The new Blackstone fills, washes, rinses, 
empties, dries and shuts-off, all auto- 
matically! It is perfection in automatic 
washing and ease of operation! 











) 
| 


{ 
With Flex-O-Trol the automatic cycle 
can be lengthened, shortened, repeated 
or skipped! Now, starch, bleach, blue, 
wash all fabrics safely! 





Blackstone’s ‘Autotrol’, a positive 
mechanical timer, eliminates tricky 
electric gadgets that fail when damp— 
a powerful selling point! 





° 
a | Wringet 
\. Washers J 


America’s Oldest Manufacturer of Home Laundry Appliances 


ELECTRICAL 
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Over the back fence, at parties, 


gatherings and wherever people get 


you'll find Frigidaire users spread 





of praise and enthusiasm about the 


thousands of prospects long be 


enter Frigidaire dealers’ stores 
Frigidaire builds the kind of prov 
this extra selling 


Inspire powe! 


down-right proud 


And you'll 


numbers of them in every city 


users are just 


Frigidaire appliances 








~ 


For sheer selling power nothing can equal the personal den 


onstration of a Frigidaire appliance by a more-than-satistied 


user. Here lies the hidden strength of a Frigidaire dealership! 
¢ 
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aire appliances, pre-selling thousands 


at social 
together, 
ing words 
ir Frigid 
upon 


fore they 


lucts that 


Millions of 


of their 


find large 
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Millions of Frigidaire users work day and night 


for Frigidaire Dealers and Salesmen 


and in every neighborhood. Over the years, 
they have played a large part in the sale of 
more than 16 million refrigerating units as 


well as millions of other fine appliances 
bearing the Frigidaire nam« 

lhe Frigidaire dealer can count on selling 
support of this kind to build bigger volume 
It’s one of the reasons why the Frigidaire 


franchise is so valuable—and why the 
Frigidaire dealer is more often than not the 
most envied appliance retailer in his com 


munity 


Frigidaire means more business... 
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Small Step Down 


By the McGraw-Hill Dept. of Economics 


I |’ mav be a good manv months—or1 
vears—before consumers have as 
much money to spend as they have 


today. At least that’s what most econ 
mists think. The general expectation 
is that consumer income will stay clos¢ 
to its present record peak during the 
third quarter of 1953, then taper off 
into 1954. What happens after that 
vill depend on how the ex 
icts to its first sct of 
nomic problems—other than inflation 
since 1949 

Most economists do 


the 


OnOMY TC 


CTIOUS CCO 


not think that 
will amount 
to much, at least in the next vear o1 
so. They see this as a period of read 
justment from a boom brought on by 
rising defense spending and capital in 
vestment by business, both of which 
ire expected to slip somewhat next 
vcar. Personal incomes might go down 
by about $8 billion between now and 
next June 30. And actual money avail 
ible for spending will not go down as 


decline in incomes 


much as income before taxes, because 
the public will be getting a welcome 
tax cut next January. If personal in 
ome drops by $8 billion, income after 
taxes would go down only about $5 
billion 


This outlook for business is not 
issured, of course. It may be that 
business will stay right up at its pres 
ent high levels for the next year. But 


it 


now seems overwhelmingly unlikely 


that business in the economy as a 
hol 1 possibly imp during the 
next ir. And that in itself is undesir 
le n f | of ipplian es, au 
tomohbil ind of] dur ib] gO dd 
] | | eat 7 ied to ell 
! market | msumel il 
had ) ! month than 
t did last mont] | where they 
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for buving appliances on credit. An 
hour of overtime work a week will pay 
for a television set, and a 
sav, ten cents an hour will buy even 
more. 

\ lot of these sales are going to 
disappear in the next few months. 


raise of, 


Workers will still be getting raises 
in hourly pay. But the raises won't 
be as large as thev were in recent 
vears. And for every man who gets 
i raise there is likely to be another 
man who loses an hour of overtime 
work. Unemployment is also expected 
to risc. It won’t be a serious increase, 
in the view of most observers. But 


any decline in employment will cut 
into the number of potential cus 
tomers for durable goods. ‘This pat 
ticular decline is likely to be concen- 
trated on married women who have 
been drawn into industry during the 
high production period of the past 
vears. And women have 
been financing the purchase of a lot 
of appliances that their husbands 
could not afford to buy on their own 
incomes. ‘The man buys the food and 
pays the rent, and the working wife 
buys the extras they really want 
which frequently means appliances. 
No one knows how important these 
idded family have been to 
appliance sales across the country. 
Probably the importance has varied 
heavily, and only the local dealers 
have an idea of what these sales 
But, combined with the 
due to steady 
work, they un 


few these 


carnings 


mount to 
sales 
and 
doubtedly add up to quite a quantity 
Whether the expected decline in 
goes any further than this 
loss of overtime, and relatively 
light unemployment 
will depend on a still 
doubtful developments. One 1s how 


other wage in 


creases overtime 


come 
Olid 
increase in 
number of 


far defense spending will decline now 
that the war in Korea is (at least for 

while) ended. Korea itself did not 
ost a lot of money compared to the 
rest of the defense program. But the 
nd of actual fighting is sure to take 


the pressure off defense spending, « 
vecially when so many politicians ar¢ 
er to cut tax Che slowdown in 
ise has already showed up in the 
I’'ederal budget for this vear, and 
ure to cut further is certain when 
Conere meets next winter, unl 
the international situation gets wors¢ 
in the meantime. Since total defens¢ 
now amounts to more than 
Q billion a year, any substantial cut 
vould be bound to affect activity in 
the econonn 
LESS CAPITAL EXPANSION 
\nother key question relate to 
busin pending for new plant and 
quipment. It’s been running at a 


(Continued on page 50 
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FOR YOU! 


1. Now... two great “de-frost-it’ models 
make old refrigerators young by adding 
automatic defrosting 


2. You can sell every customer . . . There's 
a model to suit any outlet location . . . to 
fit any purpose 


y) 


vu 
A in 
> Guaranteed by © 
Good Housekeeping 
< 












or oy 
45 aovennste 








New “de-frost-it 80” 
Sell it where outlet for ; 

refrigerator cord is unobstructed 

ond ovt of reach of children and ; 

animals. Plugs directly into outlet, ; 


$795 RETAIL 


PARAGON 


oh (ag - 
de-frost-it (ii) i 
/ } 
“de-frost-it 90” aa 
top seller in the market. 
Complete with safe refrigerator 
cord and plug. Sell it wherever 
outlet is behind refrigerator, 
or awkward to reach. 


$99. 








These features make “de-frost-it” 
selling easy! 





* Continuous, powerful na- 
tional advertising support 


® Fully guaranteed. Millions 
of satisfied users 

® Fresh, seasonal promotional 
advertising material 


* Full line — to match any 
purse 


* Good Housekeeping guarantee. U. L Approved. 

Made by the company that specializes in the safe preserva- 
tion of food. They must be good... 96% of the manufac- 
turers making automatic defrosting refrigerators for food 
stores specify Paragon defrosters as standard equipment. 


Ask your distributor about the Paragon line, or write: 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street © Two Rivers, Wisconsin 


World's Largest Exclusive Manufacturer of Time Controls @ 19598 
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Here's the revolutionary Bendix ‘‘Duomatic’’—that 
washes, rinses, damp dries, and fluff dries an 8-pound load 
of clothes in one continuous, completely automatic oper- 
ation. 


This remarkable machine was no cinch to engineer, but 
a closed drying system with recirculated air unlocked the 
door to success. A drying system employing Nichrome 
heating elements—a 4,000-watt unit for heating the air 
blown thru the wet clothes, and an immersion unit (ener- 
gized only during washing). 


Says Bendix: “Our biggest problem was to select the 
best method of drying, and we feel we have come up with 
the most rewarding answer. Rewarding to users of the 
Duomatic. For not only is heat applied correctly at every 
stage of operation, but the all-important heater elements 
are made of Nichrome, the electrical resistance alloy which 
we find assures years of trouble-free service.” 


Yes, if you handle the Duomatic, you offer a great prod: 
uct with a great plus factor—Nichrome. Sales sights can be 
set high with ammunition like this! And, remember, Ni- 
chrome heating elements help sell any electrically heated 
appliance. You'll find you move merchandise when you 
can tell a prospect: ‘Heating elements are of Nichrome, 
the world-famous alloy that is the very heart of top-notch 
appliances everywhere.” 


won na Nichrome” is produced only by 





> 
° 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, 


U ia 


* Driver - Harris Company 
HARRISON, NEW JERSEY 


| 


| 











U j — 


by the manufacturers 
who use it / 


BENDIX 


Nichrome heating element 


made, to Bendix specifications, 


by Cutler-Hammer, Inc., Mil 


waukee, Wis 





San Francisco 


In Canada: The 8. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 





*T. M. Reg. U. 8. Pat. O@, 
MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Economic Currents 


CONTINUED FROM PAGE 49 


record rate of more than $28 billion 
a year. But part of this represents 
government-aided expansion of de 
fense facilities and plants producing 
basic industrial materials like steel and 
aluminum. Most of these programs 
will be completed by the end of this 
year, so business investment is almost 
sure to decline in 1957. ‘The question 
is, “How much’? If it’s a lot, the 
economy will suffer. If it’s only a little 
as the McGraw-Hill survey of cap 
ital spending plans taken last spring 
implied—then the effect will be slight. 

A third key question relates to con 
struction—which has been the third 
major force contributing to recent 
prosperity. Public construction will 
be as high or higher next year as this. 
Most types of private construction 
will be, on the average, about the 
same. But home _ building, which 
amounts to about one-third of all 
construction, may be down. Builders 
have been putting up homes faster 
than the number of families have been 
increasing. ‘That’s all right during a 
period when incomes are rising fast 
ind people are moving to better 
homes as fast as they can aftord to 
But if incomes level off, more people 
will stay in the homes they already 
have—and homebuilding will drop ac 


aS 


cordingly. ‘There are already some 
igns that homebuilding may be slip 
ping a little after a boom that has 
lasted ever since the war. If the de 
cline in incomes generally should set 
off a serious decline in homebuilding, 
incomes would drop even further. 


SALES WILL COME HARDER 


lortunately, not all the possibilities 
for the period after mid-1954 are on 
the negative side. For one thing, tax 
cuts will offset a good part of any 
decline in incomes, as mentioned 
above. The Federal government is 
sure to cut taxes even further if the 
economy runs into serious trouble. 
In addition, both defense spending 
and business investment will still be 
running at high levels right through 
1954. The decline is likely to be 
merely from “super-high” to “high” 
and it’s hard to imagine any serious 
and lasting economic problems as long 
as these two major forces arc still 
operating strongly. The same thing 
ipplies to homebuilding. Most of the 
experts think that builders will start 
close to a million houses in just about 
every one of the next 8-10 years. They 
can see a decline in housing but not 
1 major decline like some of those 
in the past. 

So what this outlook means for 
most appliance dealers is not that 
many consumers will run out ot 
money or lose their jobs—as has hap 
pened before—but that sales will be 
a little harder to make and competi- 
tion a little stiffer. It still looks as if 
appliance sales will be pretty good, 
compared to most past years, right 


through 1954. End 
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Mew -guiel Employing a 


way to have 4 


revolutionary concept 





Look What's Happening This Fall in the 


BIG REGINA AD BLAST! 









REGINA 





~ SS / 
WS SS 
SSS” SE” 


POLISHER & SCRUBBER 


Featuring new attachment 


“@. Olean” in nozzle design! for professional 
6 day! rug cleaning at home! 
Lhe hiring a 
COLOR These ES AO 
ADVERTISEMENTS for fenuces 
sa Important — 
h it 

WOMAN'S HOME Ex f t 4s COLOR 

COMPANION 

cat ADVERTISEMENT 

LIVING FOR YOUNG Spark the Advertising “ sp 

HOMEMAKERS : : 
apiceepcarssegs sy AME Behind All REGINA Appliances 
McCALL'S © EXTRA READERSHIP! ie 
EVERYWOMAN’S More Than 136,000,000 Readers of 15 Lead- AMERICAN NOME 
TODAY'S WOMAN ing Magazines Covering the Mass, Class and LADIES' HOME JOURNAL 
SUNSET Rural Markets Will See REGINA'S Large-Space AMERICAN 


© EXTRA DEALER AIDS! 


Mat Services * Envelope Stuffers ° 
Counter Giveaway Booklets 


Aud Theyre AU Free! 


@ EXTRA SALES APPEAL! 


Unlimited versatility of each REGINA appliance gives you more to talk about 
... broadens sales appeal...converts prospects into customers! 







plas Large-Space Advertising on the 
New REGINA Twin-Brush Floor Machine 


La 
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Displays * Informative 


v4 
y, 


Color Advertising September through December 


PROGRESSIVE FARMER 
WOMAN'S HOME COMPANION 
BETTER HOMES & GARDENS 
SMALL HOMES GUIDE 

HOUSE & GARDEN 

HOUSE BEAUTIFUL 

SUNSET 


Mail This Coupon NOW 


for Your Share of 


BIGGER 
REGINA PROFITS 


THE REGINA CORPORATION, Rahway 11,N. J. 
| am interested in the: 

() Electrikbroom 

[] Model S Polisher & Scrubber 

[] Rug Cleaning Attachment 

{_] Model A Floor Machine 

Please send: 


[) Name and address of distributor for my territory 
(] REGINA dealer helps 








STORE NAME 

ADDRESS ZONE STATE 

SIGNED 

IN CANADA: SWITSON INDUSTRIES, LTD., WELLAND, ONTARIO 
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When you plan your promotion to get more sales and 


NO OTHER MEDIUM GETS 





ELL the readers of the Chicago Tribune and you sell the 
S people whose buying accounts for the bulk of the hard- 
lines business in the multi-billion dollar Chicago market. 

Thru no other medium can you touch off immediate buying 
action in so many Chicagoland homes. In no other does your 
advertising carry so much weight with Chicago dealers, who 
know that it pays to stock and feature merchandise adver- 
tised in the Tribune. 


Active preference for your brand 
The selling power that makes the newspaper the primary 
medium when you want to open up a new market or when 
you want to jack up sales is the same selling power that will 
keep ‘your sales booming the year around. And in Chicago no 
newspaper sells with the power of the Tribune. 

The Tribune is the medium to which people turn most 
when they seek buying ideas and information. As Chicago’s 
most dynamic newspaper, it is bought, read and bought from 
by hundreds of thousands more families than are reached by 
any other Chicago newspaper. 

It is the medium in this market best able to deliver the 
active consumer preference you need under today’s com- 
petitive selling conditions. 


First in the United States 


The chart shows how manufacturers and distributors of 
appliances and radio and television sets size up the ability of 


Chicago newspapers to deliver sales. Last year, general ad- 
vertisers of housing equipment and supplies spent more for 
advertising in the Tribune than in any other newspaper in 


DELIVERED 10 YOU BY | 











Expenditures of general advertisers 
of housing equipment & supplies 
and radio & television sets in 

each Chicago newspaper 

YEAR 1952 


$1,211,658 $303,134 $239,731 $141,606 
Chicago Tribune Paper B Paper C Paper D 
63.9% 16.0% 12.6% 715% 











the United States. 

You take maximum advantage of the Tribune’s greater sell- 
ing power when you base your advertising program on a con- 
sumer-franchise plan prepared by the Tribune to fit your 
particular problems and objectives in this market. 

If you want higher volume, faster turnover and greater 
profits out of Chicago, find out how a Tribune consumer- 
franchise plan can help you as it is helping dozens of others. 
A Tribune representative will be glad to bring you complete 
details. Why not get in touch with him now? 


Chicano Tribune 


THE WORLD‘*S 


Chicago New York City 
ADVERTISING SALES 4: WV: Dreier E. P. Struhsacker 
1333 Tribune Tower 220 E. 42nd St 

REPRESENTATIVES co. tens tal one 


Detroit San Francisco 
W. E. Botes 

Penobscot Bidg 
WOodward 2-8422 GArfield 1-7946 


GREATEST NEWSPAPER 


Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 
Michigan 0259 


155 Montgomery St. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


THE STRONGEST CONSUMER FRANCHISE IN CHICAGO 
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a stronger market position in Chicago, remember — 





THE BUYING ACTION 
| THE CHICAGO TRIBUNE! 


4 reasons why the Tribune is your best buy in Chicago! 


A; "ser | 
XXX 


AuTomaric 
WASHER ——* 
















| [ eas 
[> AZ 
[arms “8000 body Tvs, 
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BEST SETTING: The ‘Tribune is the medium from DEALER SUPPORT: Your advertising in the Tribune BEST AUDIENCE: You reach Chicago’s largest audi- TRADE IMPACT: You get stronger distribution be 


which Chicago families do most of their buying be gets better point-of-purchase support because ence—the families who buy the bulk of the ap- cause Chicago dealers regard advertising in the 
cause they know it provides the greatest selection it brings more pre-sold prospects into the dealer’s — pliances and other hardlines merchandise sold in’ Tribune as the moat effective selling help you can 
of offers store. this important market provide 


More effective : Read what dealers say about Selective Area advertising — 





cooperative advertising! “We find that these ads are always receive five or six phone inquiries 
aan a good investment —and a real bar- within a couple of hours on a Mon- 
ee ST coca ae wee gain when you consider how little day morning. Add to that the greater 
Sletivs Aves plan ahick oleate at they cost us,’ says Will Falstein, number of people who come directly 
tracted well over $2,500,000.00 in coépera sales manager of Max Gerber, Inc., to the store for further information 
“ wat ee snes 2293 N. Milwaukee Ave., Chicago. and you can see why we’re sold 
You can list in your ad a different group “After one of these ads runs on on the Tribune as an advertising 

rege x ne nous pctheeasrlamong- Simin Will Falstein. 2 Sunday, it’s not unusual for us to medium.” 

You give each dealer practically the full . Max Gerber, Inc. 


benefit of the advertising in his immediate . m 
aan Pati 3 the most powerful kind of ad : ALL OVER CHICAGOLAND, DEALERS AGREE: 
vertising he can use at costs he can afford . 


to pay 


In return, tl 


ie dealer gives your line extra 
attention because he 
has a greater personal 
Ks stake in the success of 





) 
your promotion. Deal a 
> i, ers are sold on this > 4 vy 
é e a packaged handling of 
“i eo ANG Tribune selling power. “Tve found that I can’t “A recent page pulled “My best returns from ‘'Selective Area cam 
pe q wales ein Severo ~ ‘ lose on Selective Area the most phone calls I advertising placed in the paigns are a very prof 
, TI 8s meg : advertising.” ever got.”’ Tribune.” itable investment.”’ 
- iursdays. As 
=F | a Tribune rep- - TONY RASH MICHAEL DEPADRO ROY BAUMANN —GEORGE KAISER 
1 | A $ resentative for * Tony Rash Utilities DePadro Electric Co Roy Baumann's TV & Appl. North Shore Refrigeration 
rf : the full storv. 7 5012 S. Ashland Ave 6728 W. Cermak Rd 4002 W. Irving Park Rd Maple & Grove Sts 
= . Chicago Berwyn, Ill Chicago Evanston, Ill 


. . » WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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The TARZIAN UTP1 (Single Channel) Translator for 


Works on ANY 


TV Receiver 





Urip 


@ Self-powered. 


@ Two units may be attached to 
receiver to receive two UHF 
channels. 


@ Input alignable to any UHF 
station (470-890 mc) 


@ Ovtput into balanced 300 ohms, 
channels 2-6 inclusive 


@ Requires NO internal wiring 
changes. 


@ Easily attached. 


COMPLETE RANGE OF FREQUENCIES AND ANTENNA 


SWITCHING POSSIBILITIES MAKE THE RECEPTOR 





Completely Universal in Application 


@ The UTP! is the answer to set owners 
anywhere within the range of one or two 
UHF stations. 


Adaptable to any type receiver, the 
UTP! brings in the UHF station through one 
of the unused low channels, 2 to 6. None 
of the 12 VHF channels is sacrificed. 


The same high standards of engineering 


quality . . . design . . . and development 
which have made the TARZIAN Tuners fa- 
mous—are embodied in the UTP! Receptor. 


Moderately-priced to appeal to millions 
of present-day set owners. See your set 
dealer or service man or write for detailed 
information. 


eked Ei, icagel, F 


SARKES TARZIAN, INC., TUNER DIVISION 


INDIANA 
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We're putting the heat on Dearborn Area 
Heat—building a fire under profits for you 
—with a strong national advertising cam- 
paign in the nation’s top magazines. 


REGIONAL SALES OFFICES: 


Merchandise Mart, Dallas, Texas 

5830 North Pulaski Road, Chicago, Ill. 

513 Glenn Building, Atlanta, Ga. 

303 Mefchandise Mart, Kansas City, Mo. 
3625 South Grand Avenue, Los Angeles, Calif. 
Merchandise Mart, San Francisco, Calif. 


MERCHANDISING—SEPTEMBER, 1953 


Cold feet are cold facts that sell Dearborn Area 
Heat! When you convince your customers that 
Dearborn Area Heat stops cold feet—puts “bare- 
foot comfort,” uniform warmth all over the house 


—you’re on your way to bigger sales and profits. 


Because Dearborn Area Heat makes a lot of sense 
to your customers, it can make a lot of dollars for 
you. The big point is that every Dearborn Area 
Heat sale is a MULTIPLE SALE—as many as 3 
or more heaters per customer instead of a single 
unit sale. Plus the fact that every heater sale carries 


the extra sale of a Dearborn Automatic Control! 


A leader in sales year after year, Dearborn heaters 
are always leaders in profits for thousands of deal- 
ers all over America. This year, by pushing Area 
Heat, every Dearborn dealer has the opportunity 
to double or triple his sales. Set your sights on the 
biggest sales year in your history—shoot for big 
MULTIPLE SALES and multiply your profits. 


If your Dearborn salesman hasn't told you about 
Dearborn Area Heat—if you don’t know all the 
details about this red hot plan—write, call or wire 
and find out. You're losing money if you don’t! 


mifstilostel a MTR) 


1700 WEST COMMERCE ST. e¢ DALLAS, TEXAS 
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You get em in>-You sell ‘em out! 
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Profit priced! Low priced! 
Real retail promotion! 


You sell the one complete line that answers the 

needs of nine out of ten of your customers. With 
: these seven big selling Comforteer models, you 
get rid of your inventory problems—make your 
buying easier—save space—keep your working 
capital working for you. Comforteer heaters are 
lower-priced because they’re mass produced— 
yet you make your regular profit! 

Comforteer room engineered heaters are care- 
fully designed to give quick even heat—more 
warmth per BTU input. Comforteers meet A.G.A. 
approval for all four types of gas. They’re hand- “4 
| some, fine quality, efficiently engineered. 

Gas tested and guaranteed against defects in 


materials and workmanship. 


Your jobber salesman will help you set 
we a Ou up an exclusive Comforteer Dial-Scope 
display. The customer just dials—and 


the right Comforteer model for each 
heating problem appears. He will also 


show you how the new easy-to-handle, 
m mon y quickly identified Comforteer cartons can 


be converted into selling displays. Every 








carton has useful window and wall ban- 
ners. And your jobber salesman will pay you! 


Ta We Pay When You Run Ads 
St YOUVE OWN HEATING ENGINEER! : ae 
ti eas Our liberal new co-op advertising plan 






enables you to run a whole series of 
down-to-earth retail ads at minimum ex- 
pense. We help foot the bills and give 





you the ad-making material you want. 


We Give You a Circus 
to Give Away 


Convertible display cartons contain a 
Comforteer heater with a complete color- 
ful 15 piece circus—a premium idea— 
an extra plus to give away to your Cus- 
tomers. Kids will love this circus, parents 
will be delighted with this gift. 
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COMFORTEER No. 135-S 


Unvented circulator, 35,000 BTU. Brown 
“Hi-Boke" enamel. 


COMFORTEER No. 1125-S 


Unvented circulator, 25,000 BTU. Brown 
“Hi-Bake” enamel. 


COMFORTEER No. 1225-S 


Unvented radiant-circulator, 25,000 BTU. 
Brown “Hi-Boke" enamel. 


COMFORTEER No. 218-5 


Unvented radiant-circulator, 18,000 
Brown “Hi-Bake” enamel, 


COMFORTEER No. 320-S 


Vented circulator, 20,000 BTU. Brown 
“Hi-Boke" enamel. 


COMFORTEER No. 118-S 
Unvented circulator, 18,000 BTU. Brown 


ii Scne” enamel, 


97) /) 
isi tii iii is i 
















































































STEEL. ) 
; > mas NT Al N ER COMFORTEER No. 112-112-C 


Unvented circulator, 12,000 BTU, 112 in 


Cc ©) M P rN N Y White or Brown Porcelain. 112-C in Brown 





“Hi-Bake” enamel. 
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EXCLUSIVE WESTINGHOUSE 
PERMACOTE CHRISTMAS BULB 


retain their colors ON 


outdoors. 


~_UNCONDITIONALLY GUARANTEED 
< NOT TO FLAKE, CHIP OR PEEL 


In the increasingly popular C-74 size, only Westinghouse bulbs have 
colored glass fused to the glass bulb, making a strong permanent bond that 
will not FLAKE, CHIP or PEEL 


Can be used Indoors or Outdoors 


“Fused Glass Permacote” bulbs have bright, crisp, true colors. And they 


COUNTER as well as in use indoors and 


ADVERTISING PLUS PROMOTION KIT SENDS CUSTOMERS 


TO YOUR STORE—THEN SELLS ’EM 


To bring customers into your store, Betty Furness on Westing- 
house Studio One will tell 4 million families about Westinghouse 
Christmas Bulbs 


Betty Furness and Herman Hickman will televise the major 
professional football games for 10 weeks, starting October 3rd. 


lo help you sell Westinghouse bulbs right at the point of sale, 
here’s a complete promotion kit containing: 


@ Display Card (14 x 17 inches @ An order card for obtaining quantities of 
@ Streamer (14 x 34 inches) the Holiday Lighting Booklet containing 
@ Spot display cards (7 x 11 inches) Christmas Decorating ideas for the home 


a a a a ce a a ee! 
















“Fused Glass Permacote” 





40 C-9% 











* 

SALES-PROVEN 
MERCHANDISER ‘4 
Takes up | sq. foot of counter space. The assort- 4 
ment contains + 
Quantity ‘Bulbs (Assorted Colors) | * 

65 c-6 ad 

he ie § C-7¥% + 

+ 

+ 

bs 


v 










“PUSED CLASS PERMACOTE 


“ CHRISTMAS BULBS 
pe | 


rT 
ARAN i LLY 
Laat vo nan am 


ee 





Demand 
WESTINGHOUSE 


Place your order early for Christmas Bulbs and de- 
mand Westinghouse Fused Glass Permacote C-7!14 
bulbs in the strings and ornaments you purchase. 


WESTINGHOUSE LAMP DIVISION, 
Bloomfield, N. J. 


® Sell Westinghouse 
Christmas Tree Bulbs 
in the handy 10-bulb 
cartons. 


f Ae, eM.o 


you CAN BE SURE...1F ITS estinghouse 
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Ne first major improvement in kitchens 


since the cabinet was put under the sink 














YOUNGSTOWN KITCHENS 
Diana ENSEMBLE SINKS 


an entirely new concept in kitchen sinks 








Now you can literally 
features of your choice 


IT’S THE 3RD REVOLUTIONARY IDEA 
IN KITCHEN MERCHANDISING, ALL HIRST —we put the cabinet under the 
PIONEERED BY YOUNGSTOWN KITCHENS sink . . . creating a merchandisable unit . . . 


Think what it means! Custom-planned kitchens at mass-production prices. Planning 
flexibility never before possible. Streamlined beauty beyond all expectations ! 


It is the step ahead in kitchens the world has been waiting for—and once again, 
Youngstown Kitchens leads the pack. 


You no longer choose a sink—you plan it! 





Your choice in sink features is no longer from a countless variety of possibilities 

limited by models ... because Youngstown instead of choosing from a limited number 

Kitchens Diana ensemble sinks permit you of models , 

to select from 16 major storage, conven Even the smallest, most compact, apart- NEW Diana ensemble sink, 24-inch model 

ience and beauty features to-build into ment-type kitchen can now be planned Allows the ong ge agentes ow 
. . ; , . any given space. Excellent for apartment 

your sink ensemble. Now, you plan a sink from a wide range of choices. ieteaee ohh op new. Grocefel face fon 


unbroken through adjoining base cabinets 
in stainless steel back-splash and trim 











Here are just a few out of hun- 
dreds ... even thousands .. . of 
possible combinations: 


arbi 


PLUS THESE 7 
POPULAR FAVORITES rz 


: on 


‘ 
‘ 
Diana-style 
Diana-style Youngstown , Youngstown Kitchens Dia: 
Kitchens Electric Sink Jet-Tower* Dishwasher P 


*Reg. U.S. Pat. Off 


r?vewr 


— 









iy 





@ 1953 Mullins Manufacturing Corporation 








YP build a sink with 
>} ...right in any kitehen! 


THEN —we put cabinets and an entirely new concept... Diana ensemble 
sinks together . . . the start of true sinks ... the equivalent of built-on-the-job sink 
KITCHEN MERCHANDISING .. . features from prefabricated steel kitchen units. 





- NEW Diana ensemble sink, 36-inch twin-bowl NEW Diana ensemble sink, 42-inch twin-bow] model. NEW Diana ensemble sink, 42-inch single bowl. 

if model. The first twin-bowl 36” cabinet sink. Handsome years-ahead styling of Diana ensemble Combines every desirable feature of a flat-rim 

W Double-terraced rims keep water from splash sinks gives new “built-in” beauty to Diana-style sink with the advantages of a porcelain-enameled 

ts ing over. One-piece, acid-resisting porcelain- Youngstown Kitchens. Large undersink storage drainboard. Curved, recessed knee space is beau- 
enameled steel top, as on all Diana ensemble space. Stainless steel back-splash matches base tifully trimmed with stainless steel. Drainboard 
sinks and Diana-style cabinet sinks cabinet back-splashes. on right or left. 


Gorgeous NEW Diana-style units packed with customer appeal! 





Mixer-Grinder Cabinet. 
‘Tough maple shelf lifts 
easily and locks in 
front of cabinet at 
right height for elec 
trie mixer. Food 
grinder easily 
attached. Width: 18” 
Door hinged on either 
right or left 


Quarter-Round wall cabi- 
net combines beauty 
and utility in a hand 
somely contoured 
cabinet that’s a real 
. —_— <*- beauty at the end of 
>. . 7 a row of wall cabinets 
; Width and depth both 
13 inches. Door hinges 
right or left 


Tray cabinets in two 
models, one with two 
sections, the other 


Diana-style cutlery base 
cabinet offers three 
drawers (one extra 

















-” deep) for cutlery and divided by a shelf into 
: iL: ty ol four sections. Width 
cooking utensils, plus 9 inct Rottielll alee 
big, shelved storage inches. Install along 
side any base cabinet 
compartment. Width wre ioe a meee 
24 inche ider top o ) 
vo total width. 
Diana-style Youngstown Kitchens 
; 2 breakfast bar, featuring 
; 7 ” Diana-style Youngstown half-round base what-not 
’ Diana-style Youngstown Kitchens Kitchens rolling-door cabinet 


Diana-style Youngstown 


Food Waste Disposer Kitchens what-not shelves 





Its the built-in look 
in kitchens! 


STREAMLINED BEAUTY! UNHEARD-OF FLEXIBILITY! 


Get the complete, new Youngstown Kitchens picture 


and you instantly see that Youngstown Kitchens now open thou 
sands upon thousands of new doors to vou and your salesmen 


Never before such kitchen-planning flexibility. Never before were 
kitchens so beautiful, so practical, so work-saving and timesaving 


And never be fore have sO many desirable features been offercd—so 
many, many lovely all-new units been provided for added appeal. These 
new Diana-stvle Youngstown Kitchens offer true custom planning at 
mass-production prices 


Why not get the entire story. Write—wire—or phone. Today! 


Every Diana-style Youngstown Kitchen is beautiful beyond com 
pare. And every one like this handsome semi-U arrange 
ment is loaded with timesaving, work-saving features that 
give you more than enough to talk about in selling prospects 








See what can be done in) just an average size kitchen space Here's kitchen utility as never 

before! A 36” Diana ensemble sink with twin bowls plus dozens of added features nelud 2 ; rs ts > 

ing the matching rotary corner wall and base cabinets that put otherwise wasted corner Unbelievable kitchen utility a just 7'4 feet of wall space! Here's a big 

space to work Diana ensemble sink 42” wide. 3 spacious wall cabinets, 2 rolling 
door cabinets, what-not adapted for use over the ensemble sink 


cutlery base cabinet, tray cabinet. and a 4-drawer base cabinet 








Storage space galore around 24" Diana ensemble sink. Broom 

or linen) cabinet, base and base drawer cabinets, tray 
cabinet provide space for everything. Quarter-round wall 
cabinets round off wall-cabinet arrangement 


in one wall, beauty and utility combined wonderfully 
well. A 42” Diana ensemble sink is flanked by 27 
inch 4-drawer base cabinet and tray cabinet with 
base cabinet. Wall what-nots add distinction 


Youngs oun frilchens 


Gx 


A compact kitchen in 72 inches with 24” Dian: 
ensemble sink, cutlery base cabinet and tray cabinet 
next to base cabinet. Rolling-door cabinet hands 
for spices, condiments 


MULLINS MANUFACTURING CORPORATION © WARREN, OHIO 
World's Largest Makers of Steel Kitchens 








ae. 


There is no substitute for STEEL 


ae 





Ray-0-Vac, SHEATHED in STEEL 


TOP, BOTTOM 
ANDO 








SIDES 





HEN YOU WANT a durable, lasting article—have it made of 
WV cect It’s the metal that makes the nation . . . is, and always 
will be the king for strength. And that’s why Ray-O-Vac stand- 
ardized on steel. Pick up a Ray-O-Vac battery. Heft it. Get the 


‘‘feel of steel.’’ Here’s sealed-in-steel LEAK PROOF construction “4 RAY-O-VAC 
that delivers the absolute tops in power and performance. CoO M PA | VY 


Steel makes the difference. Ray-O-Vac batteries are sealed 


i ee a 
completely with a casing of quality steel, top, bottom, and sides Ray-O-Vac Canada, Ltd. 
. there is nothing else like them on the market. Here’s quality , Winnipeg, Manitoba 


construction that makes Ray-O-Vac the top performer in the bat- 
tery industry. It costs us more to make... but it costs you no 


more. Make your future orders... Ray-O-Vac. 


10 
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CAPTAIN RAY-O-VAC SAYS 


BRIGHTEN YOUR SALES 
PICTURE WITH THIS 
New RECRUIT ! 


Here is America’s newest and most versatile /antern. 


The switch is conveniently 


placed at the top of the handle 


—a truly one-hand lantern. 
Equipped with a flasher but- 
ton for signaling. Prefocused, 
with a full three-inch vacuum 
aluminized reflector for per- 


fect spot and piercing beam. 





The Ray-O-Vac #398 
HUNTER Lantern 


® Uses 8 #2LP Ray-O-Vac LEAK 
PROOF brand flashlight batteries 
or one #941 lantern battery. 
No bulb changing. Uses new 
PR 15 bulb. 


@Packed in attractive indi- 
vidual carton. 


* Convenient to stock—comes 
12 to a standard package 


RAY-O-VAC COMPANY 


Madison, Wis. *Ray-O-Vac, Canada, Ltd., Winnipeg, Manitoba 
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FLASHLIGHTS 
IN 3 SIZES - 


= EN DISPLAY THEM ALL 
ANS" YOU'LL SEE 


BD ccna SALES RISES! 


@ ee € 
- - = 
= New = 


Ray-0-Vacs, SPORTSMAN flashlights 


Ray-O-Vac tells your customers about the Sportsman flashlights 





in ads like this running in national magazines. 


his ad appears in Saturday Evening $32F three-cell, or the S21F junior 
Post, October 31; Progressive Farmer, size, these sturdy ring-clipped flash- 
November; Collier's, October 16; Coun- lights can be depended on in any 
try Gentleman, November; Farm Journal, weather. Mounted on display card or 
October; Farm © Ranch and Southern | available in small individual cartons 
Agriculturist, October And of course they use famous Ray-O- 
SPORTSMAN flashlights are the Vac LEAK PROOF Brand flashlight bat- 
perfect companions for the outdoor teries—the only batteries fully sealed 
an. Whether the S22F two-cell, the in steel 


RAY-O-VAC COMPANY 





Madison, Wisconsin « Ray-O-Vac, Canada, Ltd., Winnipeg, Manitoba 
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IF A REAL HOT ITEM 
YOU'D LIKE TO SELL 
SAV-A-LIFE 
WILL RING THE BELL! 













. - 


> NE 


Ray-0-Vacs, SAV-A-LIFE flashlight 


Ray-O-Vac pre-sells your customers with ads like this 
which feature the new SAV-A-LIFE 


SAV-A-LIFE, the flashlight every This full-color ad in Saturday Eve- 
motorist should own. It does a | ning Post, Oct. 3; Progressive Farmer, 
dual safety job. Red glow is warn- | Oct.; Pathfinder, Nov. Ray-O-Vac 
ing light visible for long distance sells the need for this new SAV-A- 

.and there’s a strong white flash- LIFE and features Ray-O-Vac 
light beam too. Every motorist LEAK PROOF Brand flashlight bat- 
should have one in the glove or teries—the only batteries FULLY 
trunk compartment SEALED IN STEEL.” 


RAY-O-VAC COMPANY 


Madison, Wisconsin « Ray-O-Vac, Canada, Ltd., Winnipeg, Manitoba 
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NOW YOUR SUPER NEW 
SALESWOMAN FOR DETROIT JEWEL RANGES 


This famous news reporter, radio and television star has joined the 
Detroit Jewel team! She’s spreading news about the “Old Range 
Retirement Plan” for you ... to millions of customers coast to 





coast! Be sure you join the team, too. Get set for success with the 
Detroit Jewel line .. . and big new Detroit Jewel profits! 


NATIONAL FAVORITES 


featn up to boost your sales! 





DETROIT JEWEL 


[ America’s finest line of gas ranges 
One of the sensational Detroit Jewel ranges 
that give you more sales, greater profits, 
faster turnover . 


bt @ Model No. 82517X with exclusive Top- 
L Vue oven window (patent pending), 
Signa-Dials (patented), Handee-Hi broiler, 
bd broiling, baking and roasting guides, auto- 
matic clock controlled oven. 








Don’t miss this great money-making oppor- 
14 tunity ... team up with Dorothy Kilgallen 
and Detroit Jewel right now! For full details 
| phone, wire or write. 








moe, DETROIT JEWEL 


DETROIT-MICHIGAN STOVE CO., DETROIT 31, MICHIGAN 
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Draw ‘em into your store with the new miniature 
cleaner—an exact scale modei of the big General 
Electric Swivel-top! Inside this sales bait is an emer- 
gency sewing kit that makes it both irresistible and 
practical! You give one away to each customer who 
comes in and sees a demonstration. 


START THE BLUE CHIPS FALLING YOUR 


PAGE 68 


Let’s get in the dlue chip business—we 
mean the vacuum cleaner business, of course! 


Because, mister, there’s 106 million bucks 
worth of blue chip profit in it! That was 
the estimated profit on last year’s cleaner 
sales which grossed 266 million bucks. 

And here are a few more reasons: cleaners 
cost you practically nothing to deliver . . . 
never have to be installed . . . are serviced 
only once in a blue moon . and usually 
sell for cash on the barrel! 


It’s your business because cleaners are 
appliances, and you’re already in the ap- 
pliance business. But you’ve been letting 





Mats 





center @ cere 


the direct-selling boys get most of the blue 
chips when they’re rightfully yours! 


This year you get your share, for General 
Electric has everything you need to do it. 


You've got the best cleaner! G.E.’s new 
Swivel-top selling at a come-and-get-it price 
of only $89.95.* And don’t forget, you’ve 
got a promotion plan that gives you the 
best deal in the cleaner business. 


You've got pre-sold customers — and 
they’re “in-store” and ‘‘in-home’’ custom- 
ers. G. E. is building up a bigger backlog of 
customers for this cleaner than for any other 
cleaner at any price! Through full-color 
spreads and pages in LIFE and GOOD 
HOUSEKEEPING! Through “in-home” 
demonstrations on General Electric’s coast- 
to-coast television show! General Electric 
Company, Small Appliance Division, 
Bridgeport 2, Connecticut. 


* Manufacturer's recommended retail price. 


Your ace in the hole is this wonder- 
ful new window display. It has 
lights, action, color and makes 
passers-by blink—and tells them 
at a glance the sensational General 
Electric ‘‘Reach-easy’’ cleaning 
story. 

This electrically animated display 
demonstrates the famous Swivel- 
top room scene in just 18 inches of 
counter space! Stops ’em cold—so 
you've got ’em sold! 


WAY. SEE YOUR G-E DISTRIBUTOR TODAY! 
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blue chips! 





2. HERE'S HOW TO SELL “IN-STORE” CUSTOMERS ! 














Geeneral hlectrie Presents 






. Revolutionary 


REACH-EASY CLEANING 


-” 
1 A GAPE hee pom me 
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noi TREATS 


fo wc 





Bump the ante by selling them from the easiest-to-use floor demonstra- 
tion fixture ever made! Swinging girl attracts attention. 
in background flash on and off to show “‘Reach-easy”’ 
fuss—no bother. 


Silhouettes 


cleaning. No 


All you do is turn the cleaner on to demonstrate! Sturdy construc- 


tion with convenient caddy shelf. Gives you a permanent, neat 
vacuum cleaner department in only 4 square feet! 
sFpr/ wy.e i 3 
1ERE'S HOW 70 GET AND 
, * (YY VEE Fite 


Get customers fast with the new cleaner rent- 
al plan! Just let ’em know you have cleaners 
to rent—run an ad—send out the word in 
monthly statements— 
window. 


stick a sign on your 
Then when rental prospects come in, 
you demonstrate the cleaner; rent it for 50¢ or 
a dollar a day, or sell it right then and there! 





M, 04 Ch 


Pick up the chips by demonstrating the 
cleaner with the unique dirt Visu-o-lizer. 
Lets customers see dirt through clear plas- 
tic window 
strong suction power in action! Fits lock- 


SELL 








Comes 
with special adapters, 100-fibre filters and 


ing or non-locking attachments. 


complete directions. Sells “in-store’’ cus- 
tomers with visual demonstration of the 
Swivel-top’s amazing cleaning power! 


watch G.E.’s steady and 





Play to a full house ‘with the new ‘““Throw- 

Away” Bag display. Keeps your vacuum clean- 
- er customers coming back to buy new ‘“Throw- 
: Away” Bags. They'll buy bags—they’ll buy 
‘\ other appliances! So your door’s open after 
the sale! 







"/N-HOME” CUSTOMERS f 





They'll be coming in your windows—they ll 
be coming in your doors! Because they have 
to come to you for entry blanks! Here’s a 
chance to show the new C-1 Cleaner to every 
woman in your town who wants one of the 20 
cleaners G.E. will give away weekly in Sep- 
tember, October, November. Turns “‘in- 


home”’ customers into “‘in-store’’ customers. 


fil 4 Ye UH CF uf fre CHE tH — 
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and hoister 


GREAT NEW MASS MARKET 
WANTS THEM! 
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handsome! different! 
will sell on sight! gift packaged! 


Custom-tailored, rugged holster gives every home owner 
new PORTABILITY ...new CONVENIENCE for drilling, 
sanding, buffing—anywhere. Hook on belt. Display 

on home workshop wall. NEW! A FISTFUL OF POWER! 
Executive kit includes 200) 4" SpeedDrill with 
HI-POLISHED CASTINGS e« tough Exylin holster e geared 
key-operated JACOB'S CHUCK e 7 CHROME VANADIUM 
steel bits e 4” rubber backer e 4%” bonnet 

e 10 sanding discs and miscellaneous hardware. 


Heavy NATIONAL ADVERTISING will break 
in House Beautiful, Sunset, Town & Country, For- 
tune, House and Garden, and Sales Management 
. » » October, November, and December. Stock 
up now. Write for full details. 


Manufacturing C 
1890 S. 52nd Avenue, Cicero 50, Ill. 


“Producers of Fine Portable Electric Power Tools for Factory, Home, 














Du Mont 


Television 


Top of the Order 
for Sure Profits with New 


COMPLETE COMPARISON" 


Sales Features! 





Du Mont de Luxe 
BRADFORD 


. . soe English traditional cabinet, mahogany 
* The Strongest Selling Message in Television! finish, caster-equipped., 21-inch Du Mont 
That's the Du Mont invitation to buyers to compare xi S08 a yey ene 
as sass-to-treble, 1ono jack, u “1 
Du Mont, feature for feature, with every other UHF-VHF antenna, optional 82-channel 


tuning. 


make, at every point in every set at every price! 





@ Powerful National Advertising—telling your 
customers why “Complete Comparison” is the 
only true test... pre-selling Du Mont quality... 
in top magazines and newspapers ...on 
television and radio! 





@ Compelling Sales Features —Finest UHF-VHF 
reception... unsurpassed clear-picture power... 





truest tone ...more quality controls... thriftier 
ownership! All these plus many more 
in the new Du Mont! ae ie 





More and more of your customers will make the Du Mont ee 
“Complete Comparison” test! More and more of your 
customers will prove to themselves that Du Mont is their Sia Ment de Rane 
best buy! With top-quality Du Mont offering the right on HARTFORD 

: r tS 21-inch Du Mont Selfocus* tube. Swedist 
prices for every customer eee with more attractive Modern design a limed at i cin 


. ont ° finish. Optional 82-channel tuning, built- 
dealer discounts, it’s easy to see why featuring in UHF.VHF antenne, 
Du Mont means easier, more profitable sales! 








Optional Du Mont 82-Channel Tuning 
—Most Sensitive in Television— 
Ideal for UHF-VHF Areas 


THE SELECTIVE DU MONT DEALER FRANCHISE IS MORE VALUABLE THAN EVER TODAY! 


Write, wire or phone your Du Mont Distributor for full details, or write to: Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, Neu Jersey, 
Canadian Affiliate: Canadian Aviation Electronics, Ltd., Du Mont Television Division, Montreal, Canada. 


if GS Ke 
; : All your customers can afford pu Mont. re 14 SN Oa | 
, QUALITY TE LEVISIO or table model, not illustrated 


**Prices include full-year picture tube Warranty, Federal Excise Tax. Prices slightly higher in the South and West and subject to change. *Trade Mark 
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Extra trattic for you! 


Telechron *15,000.00 


consumer CONTEST 


ELECTRIC CLOCK 


Customers must come to your store 


excvTEMent cpg 
Brings new — to your clock department 
Wen, $7 


Extra sales, extra profit for you! 





518.26 profit on every assortment! 


Get into this money-making deal right now! Here’s all you do! 





1. Order this “contest” assortment —display well 





























' Suggested Retail TIARA 
Name Mode Dealer Price Price* 
DORM 7H211 $2.59 $ 3.98 
ADVISOR 2H27 3.69 5.95 
BUTLER 2H41 4.93 7.95 
TIARA 7H185-L 4.93 7.95 
TRIBUTE 7H179 7.17 11.95 
ILLUMINETTE 7H197 6.19 9.98 
Totals $29.50 $47.76 
YOUR PROFIT 18.26 

















2. Set FREE colorful display card 
(containing entry blanks) right by your 
Telechron clock contest models! 

















ASK YOUR DISTRIBUTOR TODAY for free display card, new catalog, new price list, tie-in mats, and complete contest details! 


WADE RETAIL PRICES Pt TAK. PRICES AND SPECIFICATION sitcty MANGE WITHOUT NOTICE TELECHRON IS A TRADEMARK FOR PRODUCT F TELECHRON DEPARTMENT, GENERAL ELECTR MPANY. ASHLAN 
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NEW WILSON 
CHEST FREEZERS, 





REFRIGERATION, INC. 


102 GLENWOOD AVENUE, SMYRNA, DELAWARE 
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1. Protected Territory 


large enough to insure a profitable business 
2. Quality Merchandise . 


made by America’s first makers of upright home 
freezers 


3. Business-Building Literature . . . 


direct mail pieces, folders, broadsides, catalog sheets, 
display pieces. 


THE FREEZER LINE FOR YOU 


4. Freezers Only... 


no side-lines, no tag-a-long products. (Wilson Farm 
Milk Coolers and Commercial Refrigerators are 
available on franchise but not mandatory) 


9. Hard-sell Local Advertising . . 


a complete co-operative campaign for newspapers, 
radio, etc. 


6. Good Profit... 


a really worth-while mark-up 


In Wilson, you get everything in a freezer line you could ever ask for ... AND Wilson Franchises 


are available! Look into Wilson 


the line with a future for YOU. Write, wire, phone or use 


the coupon for complete details and franchise availabilities. 


WILSON REFRIGERATION, INC., 102 Glenwood Avenue, Smyrna, Delaware 


Please send me complete details on Wilson Home Freezers and the Wilson merchandising 


Plan. I am interested in a 


a RE eee ae nit 





CROIORY cunteainniniiiincinls 


Address 











| 
| 
7 [] Wilson Dealer Franchise 
| 
| 
| 
| 
| 
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THESE ARE ALL THE TOOLS YOU NEED... 
TO SERVICE G-E SMALL APPLIANCES” 


a 
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1. Repair Tag = ee lial fa 
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Use it to send G-E appliances for repair to your G-E Small Appliance Service facility. 


Pp = 


} 


Semicc 


~~ 
rectory 


2. Service Directory 





To help you locate your nearest G-E Small Appliance facility. 














We provide Service 
on all 
‘E Small Appliances 


\ GENERAL @® ELECTRIC 


3.Window Streamers 


To identify you as headquarters for G-E Small Appliance Service. 








If You Don’t Repair Appliances Yourself, You can increase sales, and your customers keep 
their confidence in you. 


Let Authorized G-E Small Appliance Service 


Outlet Do It For You MAKE YOUR STORE THE LOCAL HEADQUARTERS 


FOR G-E SMALL APPLIANCE SERVICE! 
To give customers good service—to be really de- 








pendable simply send the G-E appliance to be re- * TOASTERS GRILLS HEATING PADS 
paired to your nearest authorized Service Outlet. MIXERS CLOCKS COFFEE MAKERS 

Trained G-E small appliance servicemen do all IRONS FANS VACUUM CLEANERS 
the work. You get fast service and are charged only 








labor and parts at nominal cost. It’s easy. 


SEND FOR THIS FREE BOOKLET TODAY! 


Complete details on how to become a part of this service plan 






HERE’S HOW THE SERVICE PLAN WORKS: Small Appliance Division—Dept. PS-1 


General Electric Company 


1. Send the appliance to be repaired to a G-E Service Center or G-E fac é : 
PI 1285 Boston Avenue, Bridgeport 2, Connecticut 


tory-authorized Service Station | 
2. In a minimum of time, the appliance will be returned to you repaired | 
les > > > , . 2 > “ . , < 
3. You deliver the repaired appliance to your customer and profit from Please send me your free booklet, “DEALER 
customer satisfaction | PROFIT FROM CUSTOMER SERVICI 


NAME 





SMALL APPLIANCE DIVISION 


STREET 


CITY " . . ’ | 


GENERAL @@ ELECTRIC 
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it PRE 


YOUR PROBLEM 


DUCHESS CAN SOLVE IT | 


& > + 4 





” 


Duchess’ complete line of conventional 
washers is priced to sell fast on 
TODAY ’S market. That’s because the 
Duchess Franchise is up-to-the-minute. 
It’s patterned to your needs right now. 
You'll find Duchess profits stay on 
your side of the counter for your own 
bank account . . . Duchess styling has 
proven buy-appeal. Duchess engineer- 
ing and high quality construction 
assure customer satisfaction. Don’t 
wait for better times— MAKE ’EM 
BETTER WITH DUCHESS. 


Write or Phone for 
Name of Your 
Distributor 





THE DUCHESS COMPANY 


FAIRFIELD, IOWA 
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J EB TELevision-Ravio 


Sponsors 


y MILLAND 


_ Starting SEPT. 17" on G-E Comedy Theatre 
/\ 










; 


EVERY CBS-TV “Cas radio A 
WEEK NETWORK » NETWORK / 
f F i 4 
| ~ 


The General Electric Comedy 
Theatre, starring Ray Milland, pre- 
sells G-E TV sets and G-E Radios 
to millions. Twice weekly. Watch. 
Listen. Cash-in by featuring... 


+. General Electric’s new 23-Model 
TV line—rated hottest in the in- 
dustry—gives you Ray Milland in 


“Meet Mr. McNutley”, a riotous 
situation comedy. The forecast: the 
most outstanding network televi- 


two terrific half-hour shows every _ sionand radio promotionever given 
a TV line. The kick-off: Sept. 17 on 
CBS-TV and CBS-Radio. Be ready! 


Call your G-E distributor, today. 


week to make your store headquar- 
ters for G-E TV—voted best picture 


by 7 to 1 nationwide! The program: 


General Electric Company, Radio & TV Department, Electronics Park, Syracuse, N. Y 


Deluxe G-E Black-Daylite TV. Six models. > 
Features famous G-E Aluminized Tube. 
Tilted, deep-tint safety glass. Performance 
and picture quality excelled only by G-E 
Ultra-Vision. Comparable to the costliest 
models of other makes... but priced far less. 


Model 21C225 





New 21-inch G-E Black-Daylite TV with Ultra-Vision. 
11 models. Voted best picture 7 to 1 nationwide. 
Winner over all leading makes. Startling picture ad- 
vancement opens vast step up and replacement market. 


Outperforms, outsells in side-by-side comparisons. 





Model 21C116 


G-E Black-Daylite series. Six mod- 

els. Here is outstanding dependability, 

smart styling. Dynamically priced, for 
4 real action in the big volume range. 


LOW PRICED FROM $179.95 


. including Federal Fxcise Tax, one-year Pactory 
Warranty on picture tube and 90 days on parts, Prices 
subject to change without notice 





eee wee et a OR I RTRNED oe “ + ere 


NEW UHF TUNER—INDUSTRY’S FINEST! 


Dealers acclaim G-E’s new UHF 70 Tuner—both for per 
Model 17715 : 
formance and value. Priced so sharply you can supply full 70 
channel UHF service for as litthe as $30.00. Get the facts 


on the deal that puts real zing into UHF merchandising! 








You can pout pow confi CHCE te . 
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“Commercial Credit Plan 


eliminates the risk of unforeseen misfortune” 


says Vir. Ricuarp H. Menstna (left) Credit Manager of Midwest-Timmermann 
Company, distributors of Davenport, lowa, shown here with Mr. R. S. Motto, 
Secretary-Treasurer, and Mr. W. R. Gold, Comptroller. 


IDWEST-TIMMERMANN COM.- 

PANY, distributor, serves parts 
of five states out of its Davenport and 
Des Moines offices. The company has 
been in business 38 years, and knows 
from long experience how sudden 
unexpected emergencies can and do 


arise. As Mr. Mensing points out: 


“The automalt iisurance coverage 
and also the life insurance provision 
included in the CommerctaL CreptIt1 
Pi AN IS ¢ veellent for all parttes con- 
cerned, as tt eliminates the risk of 
unforeseen misfortune Both we. as 
distributors. and many of our dealers 


approve the he nespits offered by the 


More appliance dealers use Commercial Credit 


CommerciaL Crepir Pian. This plan 
has been of great help to those dealers 
who have the capaculy to profitably do 
a large volume of business, but lack 


ready working capital.” 


Offering complete wholesale and 
retail plans, automatic insurance 
coverage and speedy credit facilities, 
ComMeRCIAL Crepit PLAN service is 
flexible and dependable. Ask your 
distributor for details of this program, 
along with a copy of our booklet, 
“Buy and Sell with Sound Financing.” 
Or get in touch with your nearest 


Com™merctAt Crepir PLAN office today. 


financing than any other national plan 
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COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
.«. Capital and Surplus over $135,000,000 
.. + Offices in principal cities of the United 
States and Canada. 
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Your Place in Hi Fi 


High fidelity reproducing equipment — up to now a highly specialized trade with 


a relatively limited market —threatens to become the new big noise in the radio and TV field 


as the public and set makers alike rush in where only audiophiles 


have dared to tread. The probable result: added volume for many retailers 


I’ first glance the world of high 
ig fidelity is a sort of never, never 


land 
what they seem 


where things are seldom 


List 
pletely fictitious; the consumer buys 


lor example prices are Com 
from distributors 
or parts jobbers; there are no authori 
tative on overall volume and, 
indeed, many people in the business 


ihmost exclusively 


hgurc 


disagree on just what products must 
be counted in when guessing at such 
and it’s a_ business 
idditional companies are rush 
ing in to take their share of the mar 
ket whil the business 
that these newcomers 
overestimated the  industry’s 


! volun houre 


where 


oldtimers in 
contend gravely 
have 
potential 

Yet it takes 
quick look at high fidelity to begin to 
understand paradoxes—and to 
become aware of the which 


no more than a second 


uch 
promise 


this new market mav hold for the 
pecialty appliance-radio-T'V dealer 
who up to now, has been only an 


outsider in the hi fi trade. For it soon 


ipparent that 


@ The hi f though stil) 
mall business by TV and appliance 
standards, has grown phenomenally 
in the past two to five vears and has 
now reached the point where its 
potentials are seriously straining the 


industry, 
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By Ted Weber, Jr. 


industry’s 
tures. 


present distribution struc 
Until last year almost all hi fi 
merchandise was in the form of com 
ponents (tuners, amplifiers, speakers 
Historically, such com- 
ponents had been distributed through 
parts jobbers and sound specialists 
because they were, in fact, parts and 
sound equipment. But many manu- 
facturers today are wondering whether 
they can move into a true volume 
market with such distribution—and 
many are attempting to work out some 
method of shifting at least a part of 
their business into the more 
tional distributor-dealer 
distribution. 


conven 
pattern of 


The hi fi 


no longer 


business is, however, 

exclusively a components 
One manufacturer after an 
other has begun assembling packaged 
“hi fi” sets to be merchandised 
through its own distributor-dealer or 
canization. Whether sets arc 
true hi fi or not is a question which 
bothers many old timers in the high 
fidelity trade. What is probably more 
important, however, is whether thes 
sets are adequate for the high fidelity 
requirements of the mass market. If 
they are, they are tailor made for the 
specialty dealers’ entrance into the hi 
fi field. 


These two developments, pose im 


business. 


these 


1953 


portant questions: Just what does the 
hi fi market promise for the dealer 
and is it attractive enough to capture 
the dealer's interest? To begin to 
answer those questions it’s necessary 
to understand what hi fi is, how big 
a business it is today and how big it 
may become, and some of the devel 
opments to which the industry has 
not yet found the right answers. 


What It Is 


One can quickly become lost in the 
technical wilds of audionics while look 
ing for a definition of “high fidelity” 

and the industry itself is still trying 
to draw up an acceptable set of tech 
nical standards. It’s symptomatic of 
the turmoil within the industry at 
the moment. that old time 
components manufacturers are seri 
ously considermg dropping the term 
“high fidelity’ from their product 
descriptions. ‘They're doing this be- 
cause, in the absence of real technical 
standards, the term has been applied 
to equipment which they do not con- 
merits it. It’s possible that 
others may follow this line of action. 
[he manufacturers catering to the 
real hi fi addict know that his brand 
preferences are rooted in factors other 
than the name high fidelity. 

It’s doubtful however, that any new 
term will supplant “hi fi” in the mind 


several 


sider 


of the average consumer. In the words 
of C. G. McProud, editor and pub- 
lisher of Audio Engineering and one 
of the founders of the Audio Fairs, 
high fidelity means “reproduction 
which is as close to the original sound 
as it is possible to get’. ‘That means 
wide range frequency response, low 
distortion, elimination of speaker defi- 
ciencies and elimination of listening 
fatigue. 

McProud’s definition (and a close 
study of the term high fidelity itself) 
indicates that high fidelity means re- 
production which is highly faithful 
to the original. ‘The question in evalu- 
ating hi fi sets then becomes one of 
deciding “how faithful is highly faith- 
ful.” ‘To a great extent this is a sub- 
jective judgment which will vary with 
the individual making it. That’s why 
most hi fi addicts differ on what type 
of equipment produces the best results 
and that’s why there is no simple, yet 
applicable definition of hi fi which 
would exclude firms merely trying to 
capitalize on the appeal of the name 
itself. 

The 
is one 
which 


absence of technical standards 
of the sharpest growing pains 
the industry is currently suf 
fering. Yet there is good reason to 
believe that such definitions, when 
they are finally developed, will have 
infinitely more meaning for the engi 
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YOUR PLACE IN HI FI (continued) 


neer than the consumer. The rules 
by which the customer judges hi fi 
are going to have to be more flexible 
than any set of standards would allow 
—for precisely the reason that they 
will be based in part on the individ 
ual’s own judgment of what is good 
and what is poor fidelity. 

That the industry is concerned with 
this problem, and that there is no easy 
solution, were made clear six weeks 
ago in a statement by Frank Freimann 
of Magnavox. Warning that “the 
time has come to give the public a 
faithful yardstick with which to meas 
ure the claims of those selling high 
fidelity products”, Freimann suggested 
that consumers apply these tests to 
any product represented as _ high 
fidelity: 

1. Does it reproduce music pre 
cisely as it was recorded with all its 
excitement, color and richness? 

2. Is it capable of reproducing mu 
sic in its most pleasing form without 
adding mechanical distortions? 

3. Does it reproduce the instru 
ments of a full symphony orchestra 
in their proper balance and range? 

Those three questions undoubtedly 
describe what most people want from 
the set which they are buying as hi 
fi. But it’s obvious that as hi fi moves 
further and further into the mass 
market there are going to be more 
and more people who will be unable 
to answer such questions intelligently. 
What these new customers probably 
will be looking for is “better’’ repro 
duction than they have been getting 
from conventional phonographs. If 
that is what they mean by hi fi, it’s 
obvious that the hi fi market is going 
to expand far beyond the limits of the 
audiophiles or the golden ears who 
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make up a fairly large share of the hi 
fi market today. 


How It Got This Way 


Ihe history of the hi fi business 
done doesn’t provide an adequate ex- 
planation of the current hi fi boom. 
Attention must also be paid to the 
development in the public’s taste 
which has furnished a favorable cli 
mate for the sudden developments of 
the last two or three years. 

Veteran hi fi addicts maintain that 
hi fi was born among the professionals 
in the sound business, especially 
among Hollywood sound technicians 
in the Thirties. In the years before 
World War II this enthusiasm for 
hi fi had spread to embrace a group 
of 15 to 20,000 enthusiasts. 

There is a general misconception 
that hi fi failed to move into big busi 
ness during the Thirties because of 
a lack of music which could be repro 
duced. People who hold this opinion 
cite the limits on frequency response 
in AM radio and with shellac records. 
It’s true that needle scratch on shellac 
records cuts useful response off at 
4,000 to 6,000 cycles per second and 
it’s also true that the majority of AM 
sets sacrificed tone quality for selectiv- 
ity. In addition many AM broadcasts 
are carried over telephone lines to the 
transmitter and these lines are limited 
in their frequency response. Neverthe 
less, most AM limitations were with 
the set, rather than with the medium 
and it was possible to receive broad 
with a fairly wide range fre 
quency response. Nor is the interest 
of big set makers in hi fi completely 
new. In the late Thirties several radio 
makers, big and small had hi fi sets 
which could do a good job. But the 


casts 


stiff price (when compared to a con- 
ventional set) kept them from achiev- 
ing success in the market. As a result, 
the hi fi market on the eve of World 
War II was largely in the hands of 
real “enthusiasts” and there was no 
production of hi fi equipment in any- 
thing like commercial quantities. 

It's somewhat difficult to account 
for the sudden latter day hi fi boom. 
It’s the result of the interplay of many 
factors, which for convenience sake 
may be classified as technical changes 
and market changes. 

The technical first: development of 
I'M radio and LP records are com- 
monly cited as technical developments 
which account for much of the 
picked-up interest in hi fi after the 
war. Of the two, the development 
of LP records is almost certainly the 
most important. While FM_ radio 
does provide a much wider frequency 
range, the availability of FM_ broad- 
casts is limited—and much of what 
one hears on FM is recorded so 
that the limitations on the records 
actually determine the frequency 
range covered. 

Improved recording techniques 
have pushed the frequency range of 
records up to the 15,000 cps mark 
while the appearance of long-playing 
vinylite records eliminated the needle- 
scratch that was so objectionable with 
shellac records. 

But the technical improvements 
alone do not furnish a satisfactory 
explanation of the sudden widespread 
interest in hi fi. Only when these 
developments are examined against 
the changes that have taken place in 
the American market recently does 
any satisfactory explanation of the hi 
fi boom seem reasonable. 
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Ihe market changes are too com 
plex to be discussed in any detail 
here—they form the basis for an entire 
new series of studies being published 
in Fortune. The most important of 
these changes (and the one necessary 
in understanding the sudden popu 
larity of fine sound reproducing equip 
ment) is the American demand fo 
better, expensive products 
Fortune put it this way 

“The U. S. is becoming a one-class 
market of prosperous middle-income 
people. . The most important 
change of the past few years, by all 
odds, is the rise of the great mass into 
a new moneyed middle class—a rapidly 
growing market that bound, 
sooner or later, to become the Ameri- 
can market. . . . tastes and preferences 
of people have broadened and risen.” 

Fortune also calls attention to the 
American characteristic of being at- 
tracted to what is “brand new”. After 
the war television supplanted radio in 
the hearts of the American public. It 
may be now that hi fi is the “some 
thing new” people want. ‘There is 
some proof of that fact in the peculiar 
phenomenon that hi fi seems to pros- 
per most in the oldest TV markets. 
This phenomenon may well be only 
coincidence, with TV _ being estab- 
lished first in metropolitan areas be- 
cause of the financial risk involved 
and hi fi flourishing in these com- 
munities because the public’s taste 
for good music may be more highly 
developed there. In addition, most 
parts jobbers and sound specialists 
who handle hi fi are located in these 
metropolitan areas. 

You can’t overlook the fact that 
tastes change, too. Charting changes 
in taste is a difficult proposition but 


more 


seems 
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you can get a good indication of 
what’s happening by examining pho- 


nograph record sales. Last year, ac- 
cording to John Griffin of the Record 
Industry Assn. of America, sales of all 
phonograph records passed the $200 
million mark and indications are that 
1953 will be ahead of 1952. Today, 
classical records account for 40 per 
cent of the industry’s volume whereas 
a few years ago they counted for as 
little as 15 percent. 

Somewhere among these factors 
(technical changes, changes in taste, 
and basic changes in the American 
market) lies an explanation of the 
sudden hi fi boom. You can’t really 
be more specific than that. And what 
really interests the trade today is just 
how big hi fi has grown. 


Name a Figure 


One mark of a young industry is 
the lack of authoritative industry 
figures. The fast growing hi fi busi- 
ness is no exception. Reliable sources 
think 1953 business will range from 
$25 million to $100 million. Actually 
those guesses aren’t as far apart as 
they may seem for the simple reason 
that they do not cover identical 
lists of merchandise. The lower 
figure covers equipment like speakers, 
speaker enclosures, tuners, amplifiers, 
record changers and pick up cartridges. 
But some hi fi men include other 
equipment (recorders and mikes, for 
instance) in the totals. This goes a 
long way toward reconciling these 
estimate: Che tape recorder indus 
try, for example, is talking of selling 
300,000 units this year. If you set 
a very arbitrary figure of $200 per 
unit you can see that some $60 mil 
lion has been added to the business 
(However, not all this can honestly be 
called hi fi business since many record 
ers will be sold for other purposes. ) 

McProud, whose previous guesses 
on industry volume have been fairly 
widely quoted, says that hi fi owners 
will spend $100 million this year, ex- 
clusive of records. Based on a proj- 
tion of the number of record players 
sold and other such indirect methods, 
McProud feels that 200,000 new hi 
fi installations will be made in 1953. 

A somewhat more conservative 
figure was offered RTMA members 
during the group’s annual convention 
in June by A. K. Ward of RCA Vic- 
tor. Within a short time demand for 
high fidelity components may total 
$36 million annually at the consumer 
level, Ward said. 

More important than the dollar 
volume figure is the industry’s rate of 
growth. McProud thinks that volume 
has doubled in each of the last two 
years. Another indication is the num- 
ber of firms in the field. One of New 
York’s largest hi fi specialists handled 
products of about 25 manufacturers 
in 1946. Now the figure is well over 
100. 

Or look at the growing popularity of 
Audio Fairs. The first one, held in 
New York in 1949, drew 3,000 visi- 
tors. In succeeding years the New 
York show has seen attendance climb 
to 5,500, then to 8,100 and finally, 
last year to 13,000. Now, these shows 
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are being held in other parts of the 
country and are drawing heavy at- 
tendance. 

It’s understandable, with growth 
like this, that the industry is fairly 
bursting at the seams. That's princi- 
pally because the trade isn’t organized 
for really large scale distribution. 


Wanted: A Solution 


Many of the bigger components 
makers don’t think that the industry 
can achieve the potentials available to 
it through the present two-step dis- 
tribution pattern. Among the reasons 
they advance for this conviction is the 
geographical and numerical limitations 
on parts jobbers and the fact that 
many sound distributors do not have 
the facilities for handling installations. 
To these manufacturers the specialty 
appliance and radio-TV dealers— 
located in every community and with 
facilities for handling in-the-home in- 
stallations—look like an ideal outlet 
for their product. But certain prob- 
lems must be overcome and certain 
distributing habits changed before the 
dealers get into this business. 

Historically, hi fi components have 
been sold to the consumer by the parts 
jobber. That’s because the jobber had 
the facilities for demonstrating sound 
equipment and was already stocking 
many of these components for sale in 
professional sound installations. In 
addition, these jobbers had some 
knowledge of audio and were able to 
talk intelligently about hi fi problems 


The industry’s price structure has 
been set accordingly and there is no 
room in it for the dealer as such. Al- 
though many firms show a list price, 
the consumer buys his components 
(from the sound distributor) at net 
cost. 

A word here about hi fi prices. The 
net cost (which the consumer pays) 
carries a 33 percent discount for the 
jobber. In other words, a piece of 
equipment which sells to the con- 
sumer for $150 costs the jobber $100. 
(The net cost represents a 40 percent 
discount from “list price”, which 
means nothing in this business. In the 
example above, the list price on the 
$150 item would be $250.) 

Thus, it’s clear that the components 
business is right now the parts jobber’s 
business. There’s no room in it for 
dealers except sound specialists who 
are actually buying as distributors and 
selling at net cost. 

There are several possible ways out 
of this dilemma but it’s far from clear 
which ones will meet with any wide- 
spread success or function efficiently. 
Among the possibilities are: 

1) A change in the basic price 
structure to allow for three-step dis 
tribution. This would mean that list 
prices, now only a fiction, would come 
to mean something and that parts 
jobbers would have to choose thei 
level of operation—that is, function 
either as a wholesaler or as a retailer. 
(Actually, it’s questionable that any 
change in this direction could be sharp 





enough to force parts jobbers to aban- 
don their present _ retail-wholesale 
operations. It would be a long time 
before these functions were split com- 
pletely apart.) Some hi fi people think 
that adoption of three-step distribu- 
tion would price hi fi components out 
of the market. 

(2) A complete breakdown in in- 
termediate distribution and the adop- 
tion of a factory to dealer policy. In 
effect, that’s the way the Conaein is 
organized today. Manufacturers are 
conscious of today’s limitations and 
want more widespread distribution 
than exists at present. Yet they hesi- 
tate to assume the problems of selling 
factory direct. 

(3) A modification of today’s struc- 
ture wherein parts jobbers would use 
regular dealers as outlets for hi fi 
equipment, splitting the present single 
mark-up. ‘This has been tried in sev- 
eral communities. Some manufac- 
turers are skeptical of this arrange- 
ment but it has certain advantages. 
Dealers do not have to carry inven- 
tories of a wide assortment of com- 
ponents and don’t have to be experts 
on high fidelity. About all they do is 
furnish the leads and channel them 
into the parts jobbers’ sound rooms 
where the sale is completed. 


Complications: Newcomers 


\ solution to the problem of 
distributing components has been 
complicated somewhat by new de- 
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THESE SOUND SOURCES 
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SVP-10 AMPLIFIER 
(10 WATT—WITH 
PRE-AMP) 













SV-1 PREAMPLIFIER 














ST-1 AM-FM TUNER 
(DOES NOT HAVE PREAMPLIFIER) 








SV-1 PREAMPLIFIER 


SP-10 AMPLIFIER 
(10 WATT) 


SP-20 AMPLIFIER 
(20 WATT) 





SL-8 SPEAKER 
B-IN 





St-12 SPEAKER 
12-IN 





LC-1A SPEAKER 15-IN 











EVEN IF a dealer limited his stock of hi fi components to those items marketed by a single manufacturer, he could 
offer his customers a wide variety of combinations—as indicated in the drawing above, which shows flexibility possible 
with RCA’s new line of matched components. In addition, each of the items above can also be combined with other 
components manufactured by competing firms. 
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YOUR PLACE IN HI FI 


THREE WAYS TO TAP THE HI! Fi MARKET 


The Three Ways 


1 As a specialist — using compo- 
nents of various brands to cre- 
ate a custom built system 


9 As a semi-specialist — using com- 
ponents but limiting your stock 
to matched components put out by a 
single firm or to kits of components 
put out by a single firm 


3 As a non-specialist — selling only 

the completely packaged hi fi 
phonographs and combinations be- 
ing marketed by radio and TV set 
makers 


(Continued) 


Advantages 





(A) You are really in the hi ‘fi ‘busi- x 


ness and should be able to meet 
almost any consumer demand 


(A) You can limit your stock 

(B) You don’t have to have the tech- 
nical knowledge and facilities re- 
quired of the specialist 


(A) You won't have to carry an in- 
ventory of hi fi components 

(B) You don’t need the technical 
knowledge of a specialist 

(C) No installation problems 

(D) There are no demonstration fa- 
cities required 


Disadvantages 





(A) You should have an appreciation 
of good reproduction 

(B) Must know audio techniques 

(C) Must carry a fairly wide stock 

(D) You should have a listening room 

(E) You should be set-up to handle 
installations 





(A) You won't be able to meet the 
demand of all hi fi enthusiasts, 
particularly those who want to 
select components from a number 
of sources 





(A) You won't be able to meet de- 
mands of consumer who wants 
to employ components in build- 
ing his hi fi system 


INTERESTED IN PACKAGED HI FI?—THESE SETS ARE AVAILABLE 





Trade Name of 
Hi Fi Sets 


Manufacturer 


Admiral 


Capehart-Farnsworth 


CBS-Columbia 


Columbia Records 


Crosley 


Hallicrafters 


Hoffman 


Jewel Radio 


"360" System 


"360" System 


Price Range 


Under $1,000 


Around $500 


$339.95 to $619.95 


$139.50 to $169.50 


Under $1,000 
$399.95 and $799.95 


$529 to $795 


$149.95-$199.95 


Magnavox $99.50 and up 
Majestic About $129 to $795 
Motorola $99.95 and $595 
Olympic $139 and $595 
Philco Phonorama $500 and $1,000 
Scott $265-$445 

(less speakers) 
Stromberg-Carlson Custom 400 $575 to $1,110 
RCA $139.95 and $275 
V-M Triomatic 555 $139.95 
Webcor $149.50 
Wilcox-Gay "400" $129.50 
Zenith Extended range $309.95 to $1,250 


high fidelity 


*Most listings show only basic models and do not include various finishes available. 
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Descr ption of models ava lable* 





AM-FM-phono console 
Full door console 


Twelve models: 2 AM-FM-phono 
combinations; 10 TV sets 
using 360 system for TV sound 


Three models: 1 table model phono; 
1 consolette phono; | portable 


Radio-phono combination 


Two models: AM-FM-phono consoles 


Five radio-phono-TV combinations 
(Firm also has 12 other sets 
equipped with ‘‘trio-phonic’’ hi fi 
for TV sound reproduction.) 


Table model phonos 


Radio-phono combinations; TV- 
radio-phono combinations; hi fi 
phonographs 


Four models: 1 TV-radio-phono- 
recorder; 2 TV-radio-phonos; 
1 table model phono 


Two models: 1 table model radio- 
phono; 1 TV-AM-FM-phono combination 


Two models: 1 TV-radio-phono; 
1 radio-phono table model 


Two models: 1 AM-FM-phono combi- 
nation; 1 TV-FM-AM-phono combination 


Four hi fi chassis for installation 
in Scott line 


Four models: 2 TV-FM-AM-phonos; 
2 FM-AM-phono combinations 


Two hi fi Victrolas: 1 table 
model and 1 console 


Table-model phono 
Table-model phono 
Table-model phono 


Six models: 4 TV-FM-AM-phono 
combinations; 2 AM-FM-phonos 
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velopments in the hi fi field. Up to 
now most hi fi rigs have been custom 
made—employing, for example, a 
Bogen amplifier, a Pilot tuner, a Gar- 
rard changer and a Jensen speaker. 
Now hi fi is being “packaged” in these 
Wavs: 

(1) Some firms are offering “kits” 
of these components, using mostly 
their own brand products but employ- 
ing recommended substitutes for the 
items which the firm itself does not 
carry. Pilot is now introducing such 
1 kit which even includes cables cut 
to the proper length. 

(2) Many firms (Admiral, Colum 
bia, Motorola and Philco among 
others) are introducing high fidelity 
sets, packaged as a finished unit. 

What is still unknown is the popu 
lar reaction to such developments 
And you must know that before you 
can determine how much their appeat 
ance will alter hi fi’s distribution pat 
tern 


The Dealer's Share 


Some of the hi fi addicts and many 
of the firms which provide hi fi com 
ponents are skeptical (and even in 
dignant) over the appearance of 
packaged sets on the market. One 
manufacturer said that he knew of 
from 40 to 60 manufacturers work 
ing on introducing such sets and 
that of this number only two were 
really wide-range reproducing equip 
ment. Some of the others are designed 
to do nothing but capitalize on hi 
fi’s newfound popularity But most 
are somewhere between these two ex 
tremes. ‘They're not true hi fi and 
they’ve been marketed because a mat 
ket has suddenly appeared. But they 
do represent considerable improve 
ment over previously available phono 
graph sets. The question then is 
Will these improved sets satisfy the 
demand for better reproduction from 
the mass market? Undoubtedly there 
will be a steadily increasing demand 
for really top quality hi fi equipment 
which will be met largely through sale 
ot component parts. But it seems 
fairly reasonable to assume that a 
share of the public’s appetite for bet 
ter reproducing equipment can be met 
with these improved commercial sets. 
And many of these will be sold 
through the set maker’s normal dis 
tributor-dealer channels. So if these 
commercial sets do go over with the 
public, the appliance-radio-TV dealer 
seems assured of a healthy place in the 
appliance picture. 

The future of the “kit” type hi fi 
equipment is not quite so clear. To 
the dealer it has many advantages 
The dealer doesn’t have to be an ex 
pert in sound equipment in order to 
help the customer select the proper 
components—they have been pre-se 
lected. Similarly, the kits are designed 
to ease installation problems, with 
adequate instructions and _ pre-cut 
cables contributing to this solution 
But some of the components makers 
who haven’t gone into this packaging 
operation are skeptical. ‘They point 
out that the person who is so par- 
ticular that he wants components in 
stead of a commercial set will not be 
satisfied to take these pre-selected 

(Continued on Page 118) 
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THREE RIGHT HANDS 


for dealers in their respective territories are Dallman salesmen 


Howard Thompson 
who covers compet- 
itive San Francisco; 


Bernard Nordman 

whose Eureka terri- 
tory will soon have 
its first station; 


William Wallace 
who guides dealers 
in orderly expansion 
in an old fringe area. 


A Really Good Distributor Salesman is 


The TV Dealer's Right Hand 





OST of the 23,256,000 television sets in 
M use in the U. S. were helped on thei 
way into consumer's homes by the experi 
enced hands of distributors’ salesmen. And to 
what degree the sale of each of those receivers 
was profitable to the distributor and to a retailer 
depended at one moment on the ability of the 
vholesale salesman to do his job 
But what is his job? Not an casy question to 
inswer—ask it of anyone in the industry, then 
isk another person, and sce how the answers vary 
No doubt, the job of the distributor’s salesman 
is the least codified of all the major jobs attend 
ng the ‘T'V set during its travel from production 
line to consumer's living room Lhe salesmen 
themselves seldom can offer a satisfactory descrip 
tion of the vorl 
lo complicate further any description of the 
I'V distributor's salesman’s job today, there arc 
the variety of market conditions under which 
television sects must be sold—long-established ‘T'V 
ireas, fringe areas soon to have a local signal, 
blacked-out areas about to get their first signal. 
Most TV distributors have all three markets in 
their areas Their salesmen mav have one, two 


Here’s how three salesmen for the Dall- 
man Co., San Francisco, work in three 
kinds of TV areas—saturated, new-sta- 
tion and fringe—to provide the help and 
guidance on product, sales and manage- 
ment that makes them indispensable 
partners of the retailer 


A seven-page photostory 


By HOWARD J. EMERSON 





or all three types of markets in their territories 
Phe Dallman Co., San lrancisco, is one of the 
many distributors currently serving all three types 
of markets. And if a distributing firm is no better 
than its sales force, as well as vice versa, then 
there is considerable justification for looking to 
the men of the Dallman Co. for this analvsis of 
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TWO REASONS 


why they are good salesmen are their bosses 


Lou Webster 
sales manager 


Guy Plank 


vice-president 





a distributor salesman’s job—for this distributor 
ship has built an enviable reputation in handling 
the Philco line in northern California. When 
Ihe Dallman Co. took the line in July 1953 it 
had & salesmen and a sales manager for the appli- 
ances and radio-T'V division of this long-estab 
lished plumbing supply house. It’s volume placed 
it 38th among Philco’s kev city distributors. In 
July 1953, the Dallman Co. had 5. salesmen 
pecializing on ‘T'V, 8 combination 'T'V-appliancc 
salesmen, a sales manager for radio-T'V, one for 
appliances, a branch sales manager in Sacramento, 
and a v.p.-general sales manager for the radio-T'V 
ippliance division of the company. And Dall 
inan’s long since has risen to be among the top 
ten among Philco’s key city distributors and has 
been as high as third place. Much of the credit 
for this success is given by the industry to Vernon 
Dallman Jr. for initiating and developing an 
ippliance-radio-TV division not hamstrung by the 
parent plumbing supply division. And credited 
too is Guy Plank, vice president and general man- 
iger of appliances-radio-T'V, who is considered one 
of the most outstanding marketing experts in 
West Coast appliance-T'V selling. 
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KEEPING HIS LINE of TV in the best stores is one of Thompson's jobs in an 
established TV area. It means regular discussions on what Dallman and Philco 
offer dealers like Wm. Estep and Larry Lovier of Lovier’s Oakland 


et ape eH 





PLACING HIS LINE of TV out front where it will move and where salesmen can 
is another Thompson objective 
Phile ore out 


demonstrate it on each call, a: 


that 


above when he 


points out only 4 front in Lovier’s competitive display 








GETTING his dealers to use 


volume 


distributor's co-op funds, both to increase dealer's 
is part of Thompson's job for Dallman 
; for newspaper ad and TV show participation 





and to build brand acceptance 





He arranges with Lovier 
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N OST TV distributor's salesmen 
4 like Dallman’s Howard Thomp 
on, with a territory that has reached 
60 percent saturation during the five 
years since ‘I'V came to the San Fran- 
cisco-Oakland Bay Area, live and 
breathe competition. It is the usual 
type of established market in which 
every brand must struggle, through 
salesmen like ‘Thompson and dealers 
like those he southern 
Alameda County, to stay alive. The 
market couples consistent large vol 
ume sales with a condition of floating 
franchises, discounting, deals, dumped 
merchandise, wavering dealers, and 
occasional bankruptcy. 

The objective of the Dallman Co. 
in such an area as this is to keep its 
line of TV sets moving satisfactorily, 
it a profit, through dealers who will 
make a profit handling the merchan- 
dise. Much of the responsibility for 
accomplishing that aim rests on the 
shoulders of salesman Thompson as 
he makes his daily calls. To do his 


serves in 

















part, Thompson strives to get and 
maintain the strongest possible TV 
merchants in each area of his part-met- 
ropolitan, part suburban territory. 
Keeping the dealers strong mer- 
chants of his products means that 
I'hompson must be more than just a 
liaison between the dealer and the dis- 
tributor’s stockroom, credit manager, 
and billing department. His job, in 
_ words of Dallman’s vice president 
Guy Plank is ‘ . to get over the 
product knowledge and the sales 
knowledge that will help the dealer do 
an intelligent job of selling merchan- 
dise. He must make the dealer want 
to sell our goods, primarily by showing 
him how to make a buck doing it.” 
Many of the ways in which How- 
ard Thompson meets the problems of 
a competitive market, helps his deal 
ers build a profitable volume, and in 
directly strengthens Dallman and the 
Philco line in that territory, are seen 


in this photocoverage of a call on 


Lovier’s, Oakland. 


PUTTING his monufacturer’s point of sale material to work, getting it used along 


with or in place of competitive displays, 
is another must for Thompson 


salesmen’‘s pitch to help close sales 


SEPTEMBER, 


1953—ELECTRICAL 


advising dealer how to use it in his 
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OFFERING something of value on each call, not only DEVELOPING personal friends among dealers and MAKING it worthwhile for the dealer to stick with 


for management but for salesmen—an idea, a sug- salesmen, Thompson takes the time on coffee and him, keep pushing Philco merchandise, Thompson oc- 
yestion, a gimmick like metal-rimmed knobs as a donut breaks to foster the human relations that make casionally arranges for Dallman’s to help dealers meet 
les feature, develops interest in Thompson's products people want to do things with and for him local price competition without featuring other brands 





HELPING provide the product knowledge that dealers and their salesmen need 


to sell brand instead of price in a competitive market, is a basic job for 
TV-distributor salesman. Thompson tries for 


WARNING against ‘‘deals’’ so prevalent in established TV areas, advising dealers 
a away from quick buys that may prove slow sellers or low profit volume, Thompson 


as many meetings as possible shows reasons why dealer’s money should be kept for Dallman’s merchandise 
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ADJUSTING inventory, shuttling a set between two dealers when one is over 


ASSISTING dealers in the problems of selling in an increasing trade-in market is 
loaded on one model and when another has immediate need for it, helps Thomp 


part of Thompson's job for Dallman’s. Visiting Lovier’: 


; used TV-appliance outlet 
son relations with dealers, helps them get more merchandise into con umer’s hand he hea 


rs selling problems, brings name of wholesale buyer 
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NE of the most important jobs 

for the ‘T'V-distributor’s — sales- 
man, Dallman’s Bernard Nord- 
man, is to restrain the enthusiasm of 
his radio-appliance dealers when the 
announcement is made that TV will 
soon come to an area that has had no 
Possibly the se 
ond most important job, he says, is to 


SAYS 


previous reception 
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that will reach its peak when 
KIEM-TV goes on the local air early 
in September. 

Keeping the enthusiasm of ener 
getic merchant Ray Wallace’ in 
bounds, and at the same time help 
ing and guiding this exclusive Philco 
dealer into a position to do the profit 
able volume that his record makes al 


correct regularly the misconceptions 
that dealers in these blacked-out areas 
pick up about TV retailing 
In an area like Eureka, California, reas 

isolated from San Francisco TV signals How Nordman worked with Wal 
by mountains and 275 miles, Nord- lace from the end of the _ frecze 
man has been preparing key dealer, through the year that passed before an 
Raymond Wallace, owner of Every 
body’s Furniture Mart, for the market 


most certain, is a good example of 
Dallman’s and Nordman’s practices 
ind policies in developing dealers in 
hncew 





BEGINNING with his strongest appliance-radio account, Everybody's Furniture 
Mart, Nordman planned long ago to get at least his share of the TV business 
when oa signal comes to Eureka, Calif., and its potential TV homes 


on-air date was announced, is seen in 
thesc photos 








KEEPING dealers strong in radio sales as the best 
preparation for TV selling was Nordman’s objective 
over the pre-transmitter period 


GIVING it the works will begin when test pattern hits 
Eureka. Promotion manager John Kelly prepares full 
page ad for local paper. 


ASSISTING Wallace in organizing as a volume TV 
retailer includes showing Don Rapp haw to check out 
sets before use on floor 





PUTTING his confidence in store owner, Ray Wallace, left, and manager Bernice 
Ridley, as potential volume movers of TV was not hard for Nordman who 
them build their appliance-rodio volume to $100,000 yearly 


GETTING his dealer into TV slowly but profitably was started by 
when Eureka was announced on the unfreeze list. But the emphasis was 


radio combinations which would be of immediate use to customer 


Nordman 


on TV- 


has seen 
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... DEVELOPS A TV DEALER FROM SCRATCH 








LIMITING his stock to a few basic models put dealer Wallace into the TV selling INITIATING promotions and displays to identify his dealer as local TV head 


scene when a CP was granted KIEM-TV, but kept his investment low, profit good, quarters and draw the results of Philco national advertising to Wallace, was begun 
and prevented his having obsolete stock should the station be late by Nordman when the public became TV-curious, before it became active 





BRINGING service management knowledge to Wallace’s contractor was only part PLACING Dallman’s co-op money behind his dealer, Nordman helps Wallace 


of Nordman’s help in getting adequate service for Eureka. Dallman brings new prepare for intensive promotion when on-air date is set. Highly effective because 
lealer ervicemen to San Francisco for training, keeps specialists on field trip of personal approach were series of radio commercials transcribed by Wallace 
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APPROVING representative stock of models shipped from Dallman warehouse, TRAINING Wallace’s sales staff is begun by Nordman without a signal on the sets 
Nordman checks initial display that will serve until Wallace’s first carload arrives He must supply not only product knowledge but TV-sales techniques as well, and 
from the east let them practice on him before they meet prospects 
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MOVING highest-powered models up front is suggested at Kotick’s Furniture 


so this dealer will be giving good fringe reception to pre-station buyers. Move 


helped build reputation for both dealer and Philco when station was delayed 
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PREPARING on-air advertising, direct mail and other promotions to give dealer 
good chance at initial boom was preceded by extensive co-op advertising with 
Kotick’s to keep up pre-station sales and establish him as Philco dealer. 








KEEPING SALINAS, California 
local station's progress is part of the job for Dallman’s need for 
salesman Bill Wallace 


dealers up to date on 
larger 


for Wallace 


portant jot 
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ANTICIPATING the extra capital that his dealers will 


TV inventories is an early 





Ss new 
d 


IV stations begin to crop 
up around the country many dis 
tributor salesmen like Dallman’s Wil 
liam Wallace find that much of their 
territory which has fringe 
reception area since before the FCC 


been in a 


freeze soon will have a local ‘I'V sta 
tion. They will see a sudden market 
change, as Wallace saw in Salinas, 
Monterey, and Watsonville, part of 


his territory lying 90 miles south of 
the three San Francisco stations. Her« 
dealers and prospects jumped into a 
period of anticipation—gone would be 
the occasional sales by 


a dealer from 
his stock of 2 or 3 sets, gone would be 
which 


the snow these Californians 





could sec 








only on their TV 
no longer would frail dwellings strug 


gle to support 40-80-ft. towers with 
4-stack antennas. All would be beauti 
ful, with profits and programs for all 
Or would it? 

Bill Wallace can report that all 
may not be so beautiful when local 


['V comes to an old frings that 
it will depend much on how well th« 
distributor's salesman follows a cours« 
of bringing his dealers through th« 
transition period in an orderly and in 
telligent manner. The announcement 


atTCa 


of a TV station for the Salinas 
Monterev area brought a rush of new 
dealers from hundreds of miles around 


SETTLING for the “long haul,’ salesman Wallace and dealer Kotick look over 
variety of promotional materials and selling aids they will use to keep this dealer 
strong and profitable when the bloom is gone from the market 
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and im range, 


mes | 


EXPANDING to full 


was permitted by 





with all models and price 
Dallman and Wallace only 


line 


when definite on-air date was set 


SEPTEMBER, 


1953—ELECTRICAL 





MERCHANDISING 





.»» GUIDES HIS DEALERS IN ORDERLY EXPANSION 


Most local dealers expanded, bought 
every set the banks would floor. Then 
a controversy over the TV station 
brought announcement of a long de 
lay. Sales stopped. In the months 
before a station again became im 
minent, many dealers lost heavily, 
most were stuck with obsolete mer 
chandis¢ 

But not all dealers were caught in 
the mad rush. And not all distributor 

ilesmen pushed their dealers fai 

enough, or let them jump far enough, 
to be hurt seriously by the delay 
Carrying out Dallman’s policy of d 
veloping fringe to local dealers in a 
conservative manner, Wallace could 
boast that his dealers were among thx 
least hurt by the station delay. 

How Bill Wallace worked with one 
of his best fringe TV dealers, Kotick’s 
Furniture Co., Salinas, during the con 
cern’s preparation for the coming of 
local TV, and how Wallace develops 
the new accounts (like contractor 
Pura) necessary to give Philco full 
coverage of the new markets is seen in 
this photocoverage 


SCREENING prospective dealers in the fringe to be created by the Salinas 
station is another job for Bill Wallace. 
checks finances, with E. Pura, a contractor opening as King City TV 





GETTING his first shipment to King City TV located on the floor where it can be 
hooked to the 100-ft. high antenna i 


because he knows that picture quality 


ELECTRICAL 








EMPHASIZING the value of his line 


TV and the advantages of 
dealing with The Dallman Co. become Wallace’s job once he is 
convinced of the potential strength and stability of Mr 











discusses TV-dealer 
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INSPECTING dealer's efforts to build fringe business, 
Wallace sees trailer-borne antenna Pura will use for 
Wallace suggests techniques in using it. 





DEVELOPING greatly increased chance for Philco sales at King City TV is 
accomplished by Wallace through special training of the salesman in demonstrat 
ing combination models which have biggest percentage of sales in fringe areas. 





INSURING the quality of installation and service the new dealer will put behind 
serviceman John Gill the technical helps 
personal instruction in San Francisco 
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By 
FRANK MUTH 





LOUISVILLE RADIO MADE SURE THEIR PROMOTION 







vious TV 


advertising were 


RESEARCH: All the appeals that had been used in pre 


studied 


by dealer Leonard would click 


Abraham of Louisville Radio Stores to make sure free-trip ad 


Louisville Radio, knowing that even sales-smart dealers go for 
the free-trip gimmick, came up with a promotion to introduce 
its new lines that proved that 


TV Prospects 


Like Free Trips, Too 


AELEVISION sales 


manager 
Henry Clarke of Tafel Electric 
ind Supply Co., Louisville, Ky., 
asked dealer Leonard Abraham of 
Louisville Radio Stores, 324 W. Chest 
nut St., what he needed to get his new 
sets off to a good start. Abraham's 
answer: “Some gimmick that will pull 
people into the store 
Later, when discussing plans for the 
European holiday trip that Westing 
house was giving to winning dealers 
last spring, they both realized that a 
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tree trip for the public was just thre 
thing to pull prospects 


People Like to Travel 
“Most people like to travel, and a 
trip to Florida in the 
especially appealing trip,’ 
ham 


winter 18 an 
says Abra 
“When we promoted our trip, 
we said they could take it anytime 
from June to October. But, peopl 
didn’t realize it was a 
trip at the time they 
February) by the 


summertime 
were attrac ted 
promotion. 


We used radio and newspapers for 
The com 
bined cost was about $5,000 for adver 


promoting the Florida trip. 


tising, in which Westinghouse coop 
erated. We paid for all the othe: 
things, including the trip. 
“Planning a promotion like this 
actually took quite a bit of time,” he 
continues. “We wanted to draw a lot 
of trafic, and we did. Our promotion 
drew a lot of people who hadn’t been 
in the store for a long time. All they 
had to do was come in and inspect the 


SEPTEMBER, 


new line, then fill out 
slip—and they could possibly win an 
ill-expense trip for two to Florida. 
“We didn’t try to sell too much in 
each ad or radio commercial. Instead, 
we used them frequently. We had ads 
in both Wednesday and Sunday issues 
of the Louisville Courier-Journal and 
Louisville Times. Our opening ad 
was about 800 lines (cost $312) and 
we used 420 lines (cost $184) for each 
ad afterwards. We had five one-min- 
ute announcements (123 words) each 


1 registration 
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WOULD WORK 





PREPARATION: With Neal Robbins of WKYW radio station Abraham worked 
arranged display in station lobby 


radio commercials 





WINDOW DISPLAY: Tear sheets of the newspaper ads and a big window 
streamer helped sidewalk traffic learn about the free-trip promotion 


Gets Good Business 
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EXPERT HELP: Abraham enlisted the assistance of Glenn Whitaker (left) and 
Lee S. McLeod of Wesinghouse to plan and finance the campaign. 





= 
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5 FOLLOW THROUGH: Photograph of presentation of tickets to winning 


A 


couple 
in a follow-up ad aroused more interest than any previous ad store had run 


The timing also was important—can — tickets, hotel accommodations, was 


you think of anything you'd like bet- $259.06. A trip in winter would have 
ter in dreary, cold February than a trip cost about three times this amount.” 
unny Tl lorida? 
Our planning was effective. Over Others Liked Idea 
+500 people registered, whereas we Che success of the Louisville Radio 
had expected only 2000. Another sui Stores promotion prompt d everal 
prise to us Wa the reaction of some 
people to our offer; some called the 
radio station to find out whether 


nearby dealers to hold similar prom 
tions,’ savs Glenn Whitaker, district 
nanager for Westinghouse television 


te 

they could really win a free trip to ‘However, the best time to hold it 

llorida iround the first of the vear, when nev 
Ihe total tnp, including lirplane sets are being introduced End 
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Avoid These 


TV 


Mistakes 


In five or more years of selling most TV dealers 
have tried a lot of things that didn’t work, made 
mistakes that might have been disastrous. Here, 
primarily for the benefit of merchants in new TV 
areas, a group of experienced midwestern retailers 
frankly discuss how and where they went wrong 





By FRANK A. MUTH 


OME of the newcomers to TV merchandising in newly opened 
areas may profit from the mistakes of other dealers. 

For dealers in the Detroit, Toledo, Columbus and Cleveland area 
many seemingly good ideas have proven to be ill-timed or useless. 

Service has been an endless problem. Always facing the TV dealer 
is the question of how to pay the serviceman to insure quality in his 
work. A dealer in Detroit who paid on a commission basis for 
service found that men were rushing to do as many jobs as possible 
to enlarge their earnings, A satisfactory answer was salary, plus a 
bonus when business increased as a result of satisfied customers send- 
ing in neighbors or friends. Another difficulty is the demand for 
immediate service to sets. John Miklia of Zephyr Television Co. 
makes no commitment, and never promises a completion date until 
the set is ready to be delivered. 

Proper timing for promotions or mailings is another problem. As 
a provoked Cleveland dealer states: “You are damned if you don’t 
do it, and damned if you do. It’s a matter of judgment.” From this 
dealer's experience, he knows he has to get the promotion going when 
the time is ripe, or drop it. Once he used a big mailing in August, 
which would ordinarily be the wrong time, but this paid off in sales. 

Another Cleveland firm spends all its effort on one line for a 
month. When it has reaped all the promotional benefits from that 
line, it changes to another line and plugs it until sales taper off, then 
changes again. This solved the firm’s continual problem of getting 
the most from co-op advertising. 

When a city gets TV for the first time, there is a tendency for 
dealers to take on as many lines as possible. But in the last two or 
three years, most stores have dropped this numerous-lines practice. 
They explain their reasons for this and other changes in merchandis- 
ing methods on the following pages. 
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‘6 N the beginning we carried all 
the lines we could get our hands 
on,” Harry Wasserman of Uni 

ted Music Bros., Toledo, Ohio, said, 

“but found this policy a mistake. 

“First you are sure to have a few 
models in each line that won’t sell. 
We carry just six lines now and when a 
et stays on the floor for over 30 days, 
we don’t stock it again.” 

Wasserman has found he should 
have a big inventory in the fall. About 
January, he tapers off his inventory 
until June. ““The new lines come out 
then, and we don’t want more than 
six models in each line,” he said. “We 
don’t want to be stuck with dead sets 
that are hard to sell in the summer.” 


Advertising Policy Changes 


“Too many lines complicated our 
advertising’, Wasserman continued. 
“We had to run so many different ads 
on so many lines that it was hard for 
the public to keep our message in 
mind. Now we've settled for large 
ads (about 50 to 60 inches regularly) 
and are not trying to tell too much in 
the advertisement. We plug away on 
‘hot stuff’ and work the prospect up to 
high profit models when we get them 
in the store.” 

Not far from Toledo is Stan Brown 
of Marbro’s Appliances in Adrian, 
Michigan. Brown has developed some 
other theories about inventory and 
number of lines. He carries just two 
lines. “Sure I get comments from peo- 
ple because | offer only two lines, but 
it’s easier to sell them if I don’t try 
to show them too much,” he said. 

“Another thing, after the first of the 
year I stock lower priced sets,” he con 
tinued. “At Christmas time we can 





miclom lite, 


sell the $400-$500 sets, but after 
January, we can’t sell them.” 

Marbro’s agrees with Toledo’s Uni- 
ted Music in their policy of adjusting 
inventory to the time of the year. They 
don’t keep a large inventory of sets in 
the spring, but if the showroom is 
half empty, people feel the selection 
isn’t great enough. Brown solved this 
problem by using a movable partition 
to make his display room smaller. 


Do Negative Selling 

In line with the changes they have 
made to keep a good volume, Marbro’s 
found it a mistake to do positive sell- 
ing. “Maybe it is a conservative com- 
munity, but we now have to do what 
you might call negative selling. We 
try to show them how much trouble 
they will encounter in TV,” Brown 
said. “First of all, IT'V sets are com- 
plex. There are many tubes that can 
go bad. We show them where they can 
expect trouble. Of course, we give 90 
days free service, but if they know 
things can happen, they'll be less 
demanding when the set is home. 

“When we started selling about 
three years ago.” Brown continued, 
“we could deliver about 14 sets a day. 
Now we are lucky if we make 14 
sales a week. It is necessary to have a 
separate sales staff for TV, because it 
requires a man who is interested and 
knows his product well.” 

Marbro’s quickly found _ that 
changes were needed in handling their 
trade-ins. They used to make an offer 
for any set as soon as it was offered 
for trade. Now, they withhold it until 
the set has been through their shop. 
Then they make a bid which will give 
them at least 50 percent margin. 


MANAGER WHITEY Wagner explains in the store the details of the cabinet 


style this woman might like in her home. 
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DEALER HARRY WASSERMAN of United Music, 
Toledo, OF looks over the inventory in his warehouse of 
to make sure that he isn’t overstocked for the season. 





DEALER STAN BROWN of Marbro’s, Adrian, Michi- 
gan, car Salesman, Hank Faber, 
tk it easier to carry parts for service 


ries just two lines 


makes 


RET EET TT HR 





WHEN WAGNER HAS customer in her own home and she has 
watched the set in action, he discusses price, etc. 
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WASSERMAN REDUCED fo six lines to do better job 
advertising and selling 
placement of different brands to his salesmen. 





WHEN BUSINESS drops, Marbro’s pulls in a partition 
so that people won’t see a half-empty display room. 
When 


‘~ 


Here he explains the 


sales improve, they push the wall bach 


AFTER THE SALE, Wagner shows his customer how to make 
adjustments on her set. This way, she can make minor repairs 


1953 





ADVERTISING TAKES o different pattern now. Ads 
are run to dominate the page 
advertise more often and limit the copy in each ad. 


Wasserman tries to 





IN THE SPRING season, when he cuts back his inven- 
tory, Brown keeps only lower priced sets. Here Brown 
hows a set that he’ll have to ‘special.’ 





HITEY WAGNER, man 
W ager of Millard Hunt Appli 
ances, Marion, Ohio, believes 
that many dealers make the mistake 
of talking too much to the prospect. 

“We never talk about the number 
of tubes in a set. We don’t talk price 
either until after we've given a demon- 
tration. 

“We try to find out what prospects 
want in a set. We tell them about 
our service program and try to find out 
what they expect from it. More than 
anything else, I believe if I can get 
the prospect in her home, she is easier 
to sell. 

“When we sell a set, we try to tell 
customers the different things they 
can do to fix or adjust their set when 
something goes wrong. I’m no techni- 
cian, but I learned from experience 
that we can explain a few simple things 
to help them.” 
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* YOU CAN LOSE TOO MUCH ON SERVICE 
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DEALER LEON BROOKS went over his books with his accountant and found that THE SERVICE department was sold to Irvin Meisel and Max Stolman to be 
his service department was losing just too much money, so he decided to look operated in Brooks’ store. Sold outright were parts, test equipment and truck 
around for a practical solution to the problem, Given were light fixtures, work benches, and storage cabinets. 





OPERATION was oa better plan for both new owners and dealer Brooks. Brooks COLLECTION OF BILLS, free telephone service for incoming calls and working 
had advantages of his own service department, but not the headache: pace was given to the new owners for a 15 percent of gross retail busine 
ANY dealers have argued that you must [hey were charged rental on the basis of 15 per We were constantly being called back fot 
M expect to lose monev on service. In spite cent of their gross business. ‘They could accept idditional adjustments, etc.” savs Lou Little, sales 
of the money loss, it is still considered all the outside business they wanted, but service manager. ‘“When we did our own delivery, 75 pet 
necessary to offer service, the public relations fac for Detroit Appliance came first cent of the people called to say they were not 
tor playing | prominent rok “It was hard to keep an eve on the service shop satished with the picture they were getting. Those 
Leon Brooks, Detroit \pphiances, Detroit, when you were trving to run a progressive elling calls wer expensive, If we made about six de 
Michigan, for years lad operated a_ successful program at the same time,” says Brooks. “Ac liveries, we'd get about four service calls. 
repair service for his vacuum cleaners and white tually, with the independent operation, we all “We decided to hire an outside firm as it would 
goods. ‘Then when ‘I'V came along about five years gain. I provide free telephone service (incoming, be cheaper,” Little continues. “It cost us about 
ago, he offered T'V repair too. “It was a different and normal amount of outgoing calls), and collect $24 to operate the truck. For the callbacks we 
proposition entirely,” he said. “I couldn't find a their payments for service, work, lights, minimum figured labor as another $22. With a private firm, 
way to make it profitable. We had to offer serv ee service, and customer parking privi we pay $33 flat rate. That also incyades ab the 
ice—we couldn't expect a customer to pay $500 for leg callbacks they may have to make - 
a set, then not have complete satisfaction. But we ie ieee bi sp Mii I'he service department at the store only fixes 
made so many service calls the service department trade-ins, checks new arrivals from the factory, and 
operated in red figures. Even at a loss, we felt it \ dealer in Toledo who also was providing repairs sets on the floor. All outside service work 
was important to give this service. I didn’t want to delivery and ‘TV service work at a loss, found a is also handled by the private firm. 
farm out the service, so I decided to put my serv different solution. “Correction of the delivery and outside service 
ice shop under private ownership.” Gross Electric, 136 Summit St., for two vears difficulties has made our operation much smooth 
‘Brooks sold all his equipment to two young had operated their own delivery and installations, er,” says Little. “We aren’t plagued by the con 
fellows who had been working at another plac« but finally had to give it up tinual trouble of dissatisfied customers.’ 
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John Miklia of Zephyr Television Service Co., 
Detroit, Michigan, used to pay his servicemen on 
a commission basis. But he says it proved to 
be a poor method to insure competent work. 

Zephyr found that the men would hurry too 
much in the repair work. Now, instead of getting 
25 percent commission for parts sold on a $4 
call, or $1.50 of the $2 callback, the men receive 
a salary of about $100 a week 

“We had men who may have a real good week 
commissionwise, and then the next week their 
take home pay would be small,”” Miklia continues. 
“Actually, the men would be afraid to tell their 
wives that they had a bad week. It made for a 
poor homelife for our men, as well as dissatisfied 
customers. Even now, they share in the profits 
of the company. When we have a nice increase in 
business because of good work, and additional 
customers derived through their work, we pay a 
bonus 


Letters from Customers 


“Miany times we get letters from our customers 
who say they've sure had good service, and would 
like so-and-so to do their work the next time,” 
Miklia adds. “Letters like this prevent the high 
mortality rate we had with servicemen in the past. 

“Another important thing we had to change 





WHEN ZEPHYR servicemen were taken off commis- 


} 


sion sis, paid straight salary, plus bonus for in 


creased busine everyone was plea ed 


FREE TRIALS are 


Columbus, Ohio 


) headache. Henry Hock f Gold's, 
believes. He'd find prospect tfered 


all kinds of excuses for stalling 

















was diplomatic relations with our customers,” he 
continues. “We made a mistake in handling 
people over the phone. We now make no effort to 
promise a set’s delivery until it has left, or is 
ready to go out the door. We try to take their 
minds off money problems if we can, and remain 
aloof from any sort of argument.” 

Zephyr has no dissension in the staff now that 
they've eliminated the point where some felt that 
one of the other men was getting all the lucrative 
calls. Relations for both staff and customers are 
improved. 


Problems Eliminated with Paper 


When Henry Hock, sales manager of Gold’s 
Department Drug Store, Columbus, Ohio, took 
stock of continual nuisance calls, he decided to 
sell sets without a service contract. It was also 
cheaper for the customer in the long run than 
buying a $60 contract 

“I'd need four or five men just to make the 
calls when there was nothing wrong. It cost us 
extra money for that unless it was important,” 
he pointed out. 

“Another problem of free home trials was that 
people wouldn’t decide if they were going to buy 
the set for some time,” he adds. “I would ask if 
they'd made up their minds, but it was hard to 





MARQUART’S APPLIANCES, Albion, New York, was 
faced with the problem of fixing sets at night. Service 
manager said he'd quit if night service wasn’t stopped. 


INSTEAD OF GIVING several weeks free TV, Hock 
lecided to demand a down-payment with a 10-day 
trial offer. 








CO-OWNER MIKLIA of Zephyr Television Co., De- 
troit, Mich., had many occasions to blow his top 
when customers would call in and say their set wasn't 
fixed right because the men hurried too much. 


press them for the sale. We changed all that by 
allowing only a 10 day free trial period. In that 
time, we could also check their credit. We pointed 
out that we carried three good brands, and they 
should be able to decide in a short time if they 
liked the set or not. I got tired of the stalling, of 
people saying they hadn’t been home or were out 
of town and hadn’t had a chance to use the set 
enough to know if they really liked it.” 


Service at Night—Trouble 


Dan Marquart, Marquart’s Appliances, Albion, 
New York, finally had to put his foot down, o1 
lose his service manager because of night calls 

“Poor Jerry was called night after night, and 
he hardly had time for his own home life. Some 
nights he might get several calls, and the next, 
none. It didn’t pay to have a man on fulltime 
pay for night work. But people continually ex 
pected it. When Jerry turned to me after receiving 
a late call, he said: ‘I’m quitting unless we wait 
and fix those calls tomorrow. I don’t care how 
much they're willing to pay.’ 

“After we dropped night calls, we had a little 
problem with the people, but with a firm stand 
on the situation, it was an easy and healthy change. 
One other thing we had to do was set up zones 
out from town to determine the service charge 
We cover the whole county, and the only way 
we finally decided to make it fair for all was to 
charge $3.60 for the first 3 miles, and 50¢ more 
for each additional 3 miles from our store. After 
15 miles ($5.50 charge), we charge 10¢ each way 
for any other mileage.” 














DEALER FRANK JAYE colls up o prospect to tell her 
she has won two weeks free trial and she comes to 
pick out set she is going to use for the trial period. 


TO GET good reception during the trial an outside antenna was put up 


for most of the sets sent out by Jaye and Jaye 


WHEN A PROSPECT come into Art Nichols Store, Galion, Ohio, sales man- 
ager Dorothy Balyeat often had to admit that set she wanted was out on trial 


OTH in the city and fringe areas home trials 

were unsuccessful for two Ohio dealers. 

Frank Jaye of Jaye and Jaye Appliances, 
14681 Euclid Ave., East Cleveland, Ohio, worked 
up a plan to create demand for TV customers. 

| made up a list of people and called them 
to tell them they had just won two weeks hom« 
free trial,”’ says Jaye. “They could come down to 
the stere and pick out the set they wanted to us 
We would go out and put up an outside antenna 
for the time they would be using ‘T’'\ 

‘It was a swell idea—it certainly created demand 
for TV!” says Jaye. “But what I didn’t know wa 
I couldn’t make a sale. It was a very unsuccessful 
plan. By the time we went to close the sale, the 
prospect had obtained a deal from a discount 
house. 

“I kept getting the reply: “We know where we 
can get this $300 set for $240. Maybe you'd like 
to make us a nice price or throw in service.’ 

“To salvage my program I had to give the an- 
tenna to get my price out of the set,” Jaye said. 


Kept Sets Too Long 


At Galion, Ohio, Dorothy Balyeat, manager of 
the Art Nichols Store tried free trial in her fringe 
market. “We gave several days trial because the 
signal doesn’t come in good enough from Colum 
bus, Ohio, all the time. 

“We had too many sets tied up because some 
people had their set for two weeks or longer,” Miss 
Balyeat continued. “We finally hit our biggest 
snag when we had sets out that we couldn’t show 
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TROUBLE FROM FREE TRIALS 


our store trafic. Sometimes we needed just the set 
that we had in some home, or maybe they wanted 
to see another make of the same type.” 

One time a prospect called up and asked for a 
trial. When it was delivered to the home, Nichols 
found that their own set was actually out for re- 
pairs. Another time a family with a 124 inch 
et asked if they could have a 21 inch set delivered 
for trial. When the dealer started to deliver it, 
they said they would like him to demonstrate a 27 
inch instead. When it was ordered from the dis- 
tributor the prospect called back and said their 
own set was good enough. 


Find Answer 


“It was a touchy problem,” Miss Balyeat points 
out, “because they were rather well-to-do families 
in many cases, but we had to do something. All 
the dealers met and decided that a flat $3 fee 
should be charged. If nothing more, it would pay 
for the service charge and delivery, as well as 
discourage people who just called up and thought 
they might buy one. When they bought the set, 
this $3 fee was applied to their bill of sale. 

“What we’ve had to do is state that only two 
days trial can be given and ask them to sign a 
contract (no figures) to more or less obligate 
them,” Miss Balyeat adds. “Asking to fill out 
the contract gave us a chance to check their 
credit while they were using the set. We also 
asked them to put up a 25 percent deposit. By 
asking for the deposit, we established their faith 
in buying the set.” 


imag 






WHEN Jaye came back to see people about buying set, he found they were 
discount conscious, and he had to throw in antenna or give free service 


NOW SHE TELLS prospects that because people kept sets too long, trials 
are limited to two days, a 25 percent deposit is required. 
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DIRECT MAIL is sent out by Bueschers’ when it ordi- 
narily wouldn't seem like the proper time. Bueschers’ 
discovered that direct mail needs speedy timing 


ROPER advertising is a continual problem 
Pris dealers, timing, placement of money, or 
media always an important consideration. 

Several times salesmen have come in with 

1 good direct mail program for a certain time of 

the year,” says Bill Bueschers of Bueschers’ Radio 

Cleveland, Ohio. “In the fall you have the best 

promotion opportunity, but I’ve learned that you 
in do things in other periods of the year. 

“Take, for instance, August, about two years 


ago. I wa 


offered a good mailing to start right 


away I hesitated, as that would seem to be 


the wrong month for T'V gimmick But | 
tried it, and it clicked beautifully. What has 
proven to be the secret to timing is doing some- 
thing right away. When a plan comes in, take it. 
If it can’t be started in less than two or three 
weeks, there’s no use trying it.” 

Bueschers several times has used mailings when 
they were delayed, and they fell flat. Last year, he 
used one in July. It would have worked, but by 
the time it was in the mail, it was nothing. It 
was the wrong copy. People threw it way. 

“There is no definite time for mailing, advertis 
ing, or promotions, except immediately,’ Buesch- 
ers points out. “Then it sometimes is just hit 
and see. You are damned if you do, and damned 
if you don’t!” 


Use Co-op Money Wisely 


While Bill Bueschers has learned about proper 
timing, Bill Constable of United Stores, 3486 Lee 
Road, Shaker Heights, Ohio (an eastern suburb 
of Cleveland) has learned about promoting. 

“We used to plug away with what co-op adver- 
tising we could get,” says sales manager Constable 
“Sometimes it drew traffic, sometimes it wouldn’t 
do much, even at times when TV should be pull- 
ing, too! Around the first of the year, we decided 
we could use our co-op program better if we used 


WENT WRONG ON ADVERTISING 





CONCENTRATING advertising on one line at a time 
draws good traffic for United Stores, Shaker Heights, 
Ohio, a suburb of Cleveland. 


them one at a time. For instance, we've tried to 
work it with wise buying and advertising. 

“Say we can get a good buy on a lot of 25 or 30 
sets for a certain promotion. When we get that 
many, we are allowed so much advertising. We 
might plug that one line for a month or more. 
After we’ve creamed off all the traffic we can get, 
we are ready to use another line. 


Sell with Widest Margin 


“When the prospects are in the store, we'll sell 
them the set with the widest margin. 

“In ihis advertising, we’ve learned from trial 
ind error that it is just like home demos or free 
trials. Sometimes they are workable, then at other 
times they aren’t. We can use the promotion 
for some time, then we have to switch to another 
line. This way we keep traffic at a steady pace.” 

Although these two Cleveland dealers have 
learned about quick timing in this advertising and 
promotions, a Detroit dealer believes in keeping 
to one methcd all the time. 

General R. and S. Television has used a direct 
mail program for several years, ““We started out 
cold on it, and it worked, but we thought that 
maybe we ought to use newspaper display, too,” 
says Dave Reddaway, co-owner and president. “In 
the period that we used display, we found that 
it was either no sale or a cut price business. We 
didn’t want that, so we switched to direct mail. 

“We had spent 25 to 30 percent more for 
newspaper advertising,” continues Reddaway. 
“But it didn’t bring a good percent of business. 
If it did, it was for a day or two, but after that, we 
got no more prospects from the ad.” 

General R. and S. Television switched back to 
direct mailing because, for what they spend for 
one newspaper ad they can send out 25,000 to 
35,000 pieces. 

‘We get both direct sales and good carryover 
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WHEN ADS hove lost drawing power, they can switch 
to a program on another line. This way, all distribu 
tors get good sales results on money spent. 


DIRECT MAIL brings more immediate and carryover 
business than newspaper ads for Dave Reddaway and 
Ray Selling of General R. and S. Television, Detroit. 


from our mailing,’ Reddaway points out. “We've 
had people come in during February for a piece 
they received in December. 

“Here is one deal we got good results on. 
On Dec. 14, we invited 10,000 people to come 
to our store on Sunday for a private showing. We 
lined up 20 clerks to handle the traffic. In the 
six hours we were open we did an average of $2,000 
an hour in business. About 1600 people were in 
the store during that time.” End 
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ALL THE REFRIGERATORS in the line-up at Daniels & Fisher's, Denver, Colcrado are the product of just one major appliance maker—which vastly sin 


plifies the store's inventory, as well as promotional and sales problems of appliance manager, H. J. Staley 


Only One Line To Push 


Too many lines, too much inventory and too many markdowns added up to a steadily shrinking profit 


for Daniels & Fisher, so they switched to just one major line. Now, after just a few months, they‘ve 


reversed a six year decline with major increases in their share of the Denver market 
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ALL THE SALESMEN, 


les training classes, like this one 


Harbauch, which concentrate 
—411IS is the story of a witch 
the move made bv a _ hard 
ided appliance retailer realisti 


enough to analyze his 
| 


do something about them 


problems and 


lhe man concerned is H. J. Stal 
ppl e buyer of Daniels & Fisher 
Store Company, a top-ranking depart 
nt store in Denver, Colorado. ‘The 
tch which put his appliance d¢ 
rtment back in the black and which 
banished many headaches like mark 
down floor samples”, and cut 
t] t mpctition, was a shift from 
the promotion of multiple lines to 
on just one major ling 
) & Fisher has long been 
te n Rocky Mountain ay 
n tailing, with a reputation for 
iweressive merchandising. ‘The appli 
ince department, located in the bas« 
nent, is a typical example of this 


During the past decade, it was the first 
in the Denver department store appli 
ince retailing field to install an electri 
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ALL THE CUSTOMERS now get thorough demonstrations—both pre- and post-sale 
Boyd’s home service director, who is constantly on duty 
or by one of the well-trained salesmen 





no longer one-product specialists, now attend weekly 
conducted 


by Boyd Distributing’s Robert 


on the full line of products. 


escalator to whisk prospects directly 
from the store lobby into the appli 
department Daniels 
& lisher was the first major appliance 
outlet to install complete operating 
kitchens and to enter the 
branch store field with appliance stor 
in ast Denver, where the majority of 


Inceé Likewise, 


model 


its better-income customers reside. 


(he department over the same 


period — has constant ré 


listed for 


vears among the top users of 


undergone 
modeling, and has been 
new 
paper lineage. 


Daniels & 
dominantly a 


Because isher is pre 


prestige store it was 


nly natural that the appliance opera 


tion should follow the same lines. Un 
til a few vears ago, D&Fk’s sold the 
most expensive refrigerator ranges, 


washing machines, and radio-phono 
graph combinations to a carriage-trade 
clientele. 

Following the end of World War 


Il; however, a major change ensued. 


1953 





ALL THE POWER of the store’s promotional know-how is now massed behind one 
(right) and T. E. Braunschwager, 
merchandise manager, to put over campaigns like a freezer-rotisserie promotion 


line, making it possible for Staley 


Literally thousands of ex-G.1.’s, who 
had tasted the balmy Colorado climat« 
while stationed at = military — bases 
nearby, brought their families to Den 
ver to live. In less than 


Denver's rose 


five years, 
sharply, 

made up for 
moderate-incom«¢ 
cconomy-minded in 
all buying, whether it be appliances or 


population 
the increase 
the most 
pe opl 


being 
part of 


who 1r¢ 


PTOCCTIE 
Post-War Expansion 


In order to meet this upheaval in 
the market, Daniels & Fisher ex 
panded its appliance lines sharply 
Prior to the recent 
single line, Staley was attempting to 
carry four lines of general white goods, 
in addition to a larger number of spe 
cialized lines—the total running up to 
12 or 13. This, it had been felt, was 
necessary to meet the high degree of 
brand consciousness on the part of the 
usual prospect and to permit mor 


conversion to a 






general 


competitive prices. Because the Dan- 
iels & Fisher was blessed with 
plenty of space, it was no problem to 
display these variegated lines side by 
side, and to stage frequent demon 
strations, cooking schools and major 
sale ; 


store 


No Sales Increase 


I'he presence of many brands in the 
appliance department, however, did 
not have the desired effect on sales 
Instead, during recent years, the Den 
ver department store found its apphi 
ance volume falling steadily. Actually 
despite the promotion of many line 
of appliances in order to please the 
public, major appliance volume de 
creased steadily cach year to January 
of 1953. 

hen Staley, evaluating the 
circumstances of the department, un 
covered conditions which ultimately 
led to the “one-line” decision 

Continued on page 122) 
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FIRST STEP in writing up a sale on this non-recourse plan is the filling out of a 
"short form’’ credit application by the customer. 


" 


tannin 


N OT all appliance and radio-T'V 
dealers have to take the risk 
of full or partial recourse 
financing of time payment sales. 

There’s a new, still-small trend in 
bank financing which, by taking the 
danger out of credit sales and putting 
them on a non-recourse basis, may 
well be an important boon to the 
small-to-medium size dealer with a 
reputation for honesty and sound op- 
eration. 

In essence, this non-recourse financ- 
ing is simply a variation of the direct 
consumer loan in which the dealer 
acts as agent for the bank and takes 
the initial credit information from 
the customer. 

It works like this: When Mrs 
Jones decides to buy a washer from 
Dealer Brown the salesman asks her 
to fill out a short credit form. Then 
he excuses himself and telephones this 
information to the bank. If the bank 
approves the loan, Mrs. Jones simply 
takes Dealer Brown’s invoice down to 
the bank and signs the loan papers. 
Then she takes the bank’s check and 
the contracts home with her to await 


delivery and to get her husband’s sig 
nature. When the appliance comes 
the dealer fills in the serial number 
on the contracts, signs the reccipt, 
and takes his check and two copies 
of the contract. 

In the event that credit is disap 
proved on the initial telephone call 
Mr. Brown himself gets on the wir 
and finds out why. Then he can either 
switch Mrs. Jones to a cash payment, 
financing through her credit union o1 
other source, or send her down to 
the bank where further information 
may win approval of the loan 

But before a dealer can use thi 
plan he has to know a little bit about 
credit and he may have to sell his 
bank on the idea of trying it. 


What Is Credit? 


The primary rules of credit 
sometimes called the Three C’s. The 
are Credit, Character and Capacity to 
Pay. Credit, which is the paying re 
ord of a person, is the easiest to meas 
ure. If a person has always paid his 
bills on time, never defaulted, his 
record is good. 





Une Dealer's Plan 
ror Non-Recourse 
rnancing 


One way to avoid the dangers of over-extended 
and loosely-granted consumer credit, says this 
veteran dealer, is through a non-recourse plan in 
which the retailer acts as agent for the lender 


BY C. M. DAVIDSON 


Davidson & Co., Inc 
Miami, Florida 
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SALESMAN telephones credit information to the bank handling the paper, in 


most cases gets immediate approval 





CONTRACT which customer tokes home for husbarid’s signature is enclosed 
in an envelope which has bank check printed on face made out to dealer 


Lil} 





UT 
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Character, like credit, is usually a 
matter of public record and can be 
judged without much difficulty. A 
person has good character if he has a 
normally happy family life, doesn’t 
drink or gamble to excess, has never 
been in trouble with the law and is a 
benefit to his or her community. 

Capacity to pay is the most im- 
portant and the most difficult to judge 
—and it is often ignored or miscalcu 
lated. Credit failures and_reposses- 
sions result more from failure to cor- 
rectly judge ability tq pay than for 
any other reason. 


Other Credit Components 


[here are many other components 
of lesser importance. Financial con 
cerns, as a rule, don’t like to lend 
money to persons who work in gam- 
bling establishments, bars and night 
clubs. Persons who move from loca- 
tion to location, such as construction 
workers, persons employed by race 
tracks and other migratory workers, 
fall into this classification. 

Owning a home is not necessarily 
an advantage unless it is free and 


clear. If there are payments to be 
made on the home the lender knows 
that these payments will get first call. 
Owning a home does designate a cer- 
tain degree of stability. 

A credit application from a person 
in the lower or middle income bracket 
who has a large number of depend- 
ents is closely scrutinized because of 
the high cost of providing food, cloth- 
ing and bare necessities 


Types of Contract 


A recourse contract means that the 
financial concern which purchased the 
contract looks first to the consumer 
and then to the dealer in case of de- 
fault. If it becomes necessary to 
repossess the appliance, the dealer 
must pay the loaner the balance due 
on the time payment contract. 

A nonrecourse contract means that 
the loaner looks entirely to the bor- 
rower (consumer) for the required 
payments. If it is necessary to re 
possess the appliance, it is the prop- 
erty of the loaner. The dealer is not 
responsible for any part of the unpaid 
balance. 
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IF CREDIT is disapproved the dealer himself calls the bank to find out 
why, then talks to the customer in an attempt to switch her to a cash sale 


The most likely prospect is a bank 
in your community which has set up 
a separate installment loan depart 
ment. This bank should be aggressively 
seeking installment loans and have its 
own credit and collection depart 
ments. If this should be your bank, 
so much the better. If it is another 
bank they will still be interested, but 
they will hope that when this service 
for you is established and proves to 
be mutually advantageous, you will 
transfer all your business to this bank. 


What To Say 


A dealer’s proposal to the manager 
of his bank’s installment loan depart- 
ment might go like this: “Mr. Man- 
ager, I want to finance my time con- 
tract sales on a nonrecourse basis and 
I have a suggestion which I believe 
will interest vou, You are making di- 
rect loans to consumers to purchase 
appliances, cars and other products. 
These loans are on the consumer's di 
rect responsibility and the product 
purchased is the collateral. 

“I assume that you want all the 
good loans that you can get and I 


would like to help you by sending 
you my good customers who desire to 
purchase on time payment. All that I 
ask is that you let me fill out your 
preliminary credit application in my 
store and telephone this information 
to some designated person in your 
consumer loan department. 

“Then, if this application is granted, 
I will send the applicant into your 
bank with my invoice to complete the 
loan. If it should be rejected, I would 
like you to designate one certain per- 
son with whom I personally may dis- 
cuss the applicant's credit report in 
detail. 

“I appreciate that you can’t discuss 
confidential credit information with 
one of my salesmen, but I believe you 
know enough about me to trust me 
with this information. 

“If the application has been re- 
jected because of a poor paying record 
or because of bad character I will ac- 
cept the rejection without argument. 
However, if the applicant’s paying rec- 
ord is satisfactory and it has been re- 
jected due to lack of ability to pay, I 

(Continued on Page 126) 


























ONLY ONE TRIP to bank is necessary if credit is approved. Taking dealer's 
invoice with her, she signs contract, takes it home for husband's signature. 





ON DELIVERY, dealer's man fills in appliance serial number on three copies 


f contract, gives one to customer as 


receipt, receives the envelope-check 


ALL THAT REMAINS to the transaction is for dealer to endorse and deposit 
his check from bank, file one copy of contract and return third copy to bank 








THE OPPORTUNITY for incinerator sales results in part from over- 
loaded sanitation and garbage disposal facilities as dramatized by these 
unsightly cans on a street in Shaker Heights, Ohio. 


Vigorous educational and promotional effort 
by several midwestern utilities, acting in coop- 
eration with distributors and dealers, is creat- 


ing a market for one of the newer and little- 
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rRyerecTS tor electric incinerators, like this couple getting the story in a Toledo Edison 


showroom, are growing number largely as the result utility-sponsored promotiona 


activities 


The Electric Incinerator Is Catching On 


ynd sales 


tor market. [hey have told the public cent of incinerator owners surveyed appliance because the amount pet 


RITING in Electrical World 
Magazine in March, 1952, 


what it will do for them, and how _ had heard of the unit through a friend; household of disposable debris is con 
Charles Harrison, Vice Presi- much it will cost to operate. With 29 percent learned through advertis- stantly increasing,’ George adds. 


dent-Sales of ‘Toledo said 
‘We aim to direct the application of 
dollars 
increase OUl 


| clison, 


our sales toward 
that load 
result in good service at low rates for 
our customers 

“A timely illustration is the electric 
Calcinator, Calcination, according to 
Webster, is the process of reducing to 
ish by heating. Most of the heat is 
furnished by the oxidation of the con 
tents, but the process is started and 
kept alive by the automatic turning on 
of a 600-watt heating 
short periods three times a day.” 

Since Harrison wrote, Toledo Edi 
son, like many other utilities, has 
begun to make a dent in the incinera 


apphances 
which will 


element for 
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their brother utilities, ‘Toledo Edison 
will do a job of promoting until the 
ce, then will 


, 
ippuance gain icceptanc 


turn their attention elsewhere so that 
dealers may re ip the benefit of their 
pioneering work 
What is Being Done 
After two years of study on th 
electric incinerator, another interested 
utility, Detroit Edison, began an ex 


tensive promotional program to, ind 
for, dealers in their service area. An 
example of what they did to be sure 
their advertising and plans were effec 
tive was a survey conducted 
March, 1952. 

The results showed that 38.7 pet 


during 


ing; 22.6 percent learned through 
dealers; 6.5 percent through builders; 
ind 3.2 percent found the unit in- 
stalled in their when they 
moved in. 

We are trying to divert most of 
our promotional efforts so that they 
will benefit dealers,” Ed George, man 
iger of sales, Detroit Edison, points 
out. “But many of the 1200 dealers 
ire not doing all they can to supple- 
ment our efforts. Some have never 
stocked the unit. Others have 
just realized what a terrific opportunity 
there is with the electric incinerator. 
Our biggest job is building up dealer 
demand for it 

“There is a great need for such an 


home 


even 


SEPTEMBER, 


“About 80 percent of grocery wares are 
made up of milk cartons, frozen food 
s, and things that you can’t 
handle through a sink food waste 
unit. With the electric incinerator 
vou can dispose of all combustible 
debris. However, we believe there is a 
place for both types of units.” 


container 


Unit Has Growing Pains 


Still in the pioneering stage in many 
cities, the incinerator faces 
many sales obstacles encountered by 
any new appliance and others peculiar 
to the incinerator alone. For exam 
ple, acceptance in the Cleveland and 
northern Ohio areas depends on suc- 

(Continued on page 136 
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How Utilities and Dealers Are Using the Opportunity to Create Prospects 
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TV PROGRAMS staged by Toledo Edison have been PROMOTIONS have taken various forms Dealer Fritz DEALER WINDOW DISPLAYS inform the public at 
effective in getting prospects to telephone or visit Kucklick, in cooperation with the Cleveland utility, the point of sale. Here dealer Jack Libin gets help 
their nearest showroom offered flower seeds to incinerator prospects from Cleveland IIluminating’s Paul Moore. 
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FLOOR DISPLAYS at Detroit Edison show both stand- TRAINING for salesmen, being conducted here at BILLBOARDS, like this model held by E. O. George, 
ard and white models, emphasize appliance’s ability Toledo Edison, helps spread the word to both dealers sales manager at Detroit Edison, and Kelvinator dis- 
to get rid of trash quickly and consumers, provides basic product knowledge tributor R. W. Walsh, appeal to men 








GROUP DE-AONSTRATION, the old standby of many utilities, works just as well with 
incinerators as with other products. Seen above is typical demonstration which was held successfully to create interest, Motto reads, ‘Plant a rose in place of your 
in the Cleveland area garbage can.” 


SHOW EXHIBITS, like this one at the Toledo Flower Show, are being used 







ELECTRICAL MERCHANDISING—SEPTEMBER, 1953 PAGE 103 











\ X THEN J. A. Morris, manager 

of Glick’s ‘l'rade-in Store, 64 

East Long, Columbus, Ohio, 

made a decision five years ago to dis 

play space heaters all year, it benefitted 
yusiness in two ways 

It was more economical 

It increased sales 

Glick’s has been selling space heat 
ers since 1929. For years, they took 
the heaters off the floor in the spring. 
But then Morris thought that if he« 
could display them throughout the 
year, he might reach a few prospects 
that he might otherwise miss, and it 
would save money. 

“By the time you take them off 
the floor and put the units back in 
the warehouse for the summer,” says 
Morris, “you are running up the cost 
of your operation 

“For instance, if you have 30 heat 
ers left in February,” he continues, 


“it would take about two truck loads 
to move them Ihe time and labo 
of four men worth about $60 
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avoids extra handling and warehousing costs and... 


ore Space Heater Sales 


QUALITY FURNITURE A 
lick’s 
G 65 67 EE. LONE 


SERVIC} IF PARTME 





Now, each time you move them, you 
have some possibility of damage 
damage on the way to the truck, in 
transit, and in shifting them around 
in the warehouse. ‘That might run 
ibout 10 percent of their value. We 
figure it at about $500. 

“There is always depreciation on 
the heaters in the next season,” 
Morris adds. ‘““With about a 10 per- 
cent estimate for that, you have 
another $500 With the cost 
incurred in moving the heaters, | 
that it and 
pensive to keep them on our display 
floor. 

“We always have some room for 
the heaters, and there are quite a few 
sales you can make through off-season 
display. For instance, we do no out 
side selling, no soliciting at all. We 
take telephone inquiries and _ leads 
from floor traffic. If we have heaters 
on display, people will see them when 
they are in to buy item. 
five doors up the 


k SS. 


believe iS Casier less ex- 


some other 


At ou 


main store, 





expensive damage like this and makes... 


street, we don’t keep heaters on th 
floor in the offseason. We sell 
those out, and move what might 
amount to 8 or 10 units to this 
store.” 


Early Season Approach 


Glick’s Trade-in Store has used 
the early season approach to their 
selling for many years. For several 
years they have begun their adver- 
tising and large floor display in 
July and encouraged prospects to use 
their lay-away plan. Then, in August, 
they have a big promotion (free ther- 
mostat or supply of oil). In August 
and September they do 60 percent of 
their yearly But in keeping 
good displays up longer than other 
dealers, they have boosted their gross 
volume and write about 20 percent of 
the business in October and No 
vember and another 20 percent in the 
spring and summer 

“People 
might not be 


sales. 


here because they 
ible to spend a lot of 


come 
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money,” Morris points out. “They 
know we carry trade-in appliances and 
furniture. We encourage all the 
trade-ins we can. When someone 
comes in, we let them buy a second- 
hand unit, and tell them if they want 
to trade it back for a new one within 
60 days, we'll give them what they 
paid for it on the new heater. And 
about 15 percent of our customers do 
come back for a new unit. 

“This works out very well in what 
you call the off-season,” Morris con- 
tinues. “A man may be getting ready 
to move and thinks now is the time to 
get rid of his old heater. When he 
talks to us about selling it, he decides 
right then and there to get a new 
unit. Or, when some man just moves 
to town, he may come in to get some 
appliances or furniture and buy one of 
our trade-in units. Then, within 6€ 
days he may have paid off enough of 
the principal so that he is ready to 
get a larger or more expensive heater 

(Continued on Page 156) 
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None of the 114 interviewed families fall of whom 
have owned freezers five or more years) would care 


to be without one. 


105 of the families say the freezer has paid its way. 


57 vercent of the families think convenience is the 


reezver s best 


selling point 


have the freezer in the base 
in the kitchen or pantry 


year 





Freezer owners use more commercially frozen foods 
and freeze more baked goods than they did at the 
time of earlier surveys. 


53 percent of the families have needed some kind of 
service, but most of this was covered by guarantees. 


38.58 percent of the families say their present freez- 


ers are too small. 


Wanted next in freezers: easier defrosting (either 
automatic or through a drain), lower prices and shal- 


lower chest models. 


They Couldnt Do Without Their Freezers 


about 
virtues 


. 7 OU don’t have to worry 
} verselling the intrinsic 
~ of the freezer. 

That's been pretty definitely indi- 
cated by the results of a survey by the 
Cornell School of Nutrition in which 
114 freezer-owning families who had 
participated in the school’s first studies 
of 1946 were revisited 74 years later to 
determine how freezers had withstood 
the passage of time, how families were 
I and what they 


now them 
several years of experi 


using 
thought after 
ence 

The study, with the ition of 
four freezer makers, a farmers’ coop 
erative and 10 utilities, made freezers 
ivailable on rental or sale to Tomp 
kins County, N. Y., families during 
1946 before they appeared on_ the 
market in other sections of the nation 
[hese 


Coopel 


families were interviewed at 
the time they bought, a vear later, 
and, for this final survey (supported 


in part by a grant through the State 


University of N. Y.), in the fall of 
1952 
The four researchers, Nancy K. 


Masterman, now a consultant to Cros 
ley and former research associate at 
Cornell, P. E. Ramstad, Barbara Reif 
steck, and Sigrun Fridriksdotter, found 
that their 114 families broke down 
into 43 urban, 35 farm, and 36 rural 
non-farm. But most important, they 
found that all but nine of the families 
gave positive to the question, 
“Has the freezer paid its way?” And 
even the nine 
lid that they 
their freezer 
No 


cash saving 


veses 


who were not 


would not be 


so sure 
without 
families had records to show 


, but they were convinced 
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Cornell researchers revisit 114 families who have 
owned freezers five or more years to learn that 92 
percent believe the appliance has paid its way, that 
57 percent think convenience is the best sales pitch 
and that all are sold on the product 


that money had been saved through 
and quantity buying and 
through saving of products otherwise 
Homemakers said, ‘We 
would lose so much of the garden 
without a freezer.” “We can supply 
the table all winter from frozen gar 
den produce, we don’t like canned 
foods.” ‘We like fruit so much, 
couldn’t have as much of it without 
the freezer.” 

Convenience, upon which no price 
or value can be set, is the great benefit 
of freezer ownership according to 
most of the families. 

“Financially we are neither losing 


easonal 


wasted 


no;©r making money, but in conven 
ience the freezer has paid its way.” 

“The freezer pays its way not in 
dollars or cents but in satisfaction 
alone.” 

Other ways mentioned in which a 
freezer pays are: the saving of time 
and labor, more interesting meals and 
better year round eating for the fam 
ily. “We couldn’t get along without 
the freezer, we have what we want 
when we want it!” 


Freezer Promotion 


Families were asked what selling 
points they would use if they were in 


Adequacy of Present Freezer and Size Wanted 


Present Size Freezer Freezer Too Small Would Buy 
26 urban 10 urbar (16 urban 
less than 8’ {44 5 farm 96; 5 farm 20: O farm 
13 rural-non-farm (11 rural-non-farm 4 rural-non-farm 
( 6 urban { 1 urban (17 urban 
8-12’ 18 4 farm 54 3 farm 33/4 6 farm 
8 rural-non-farm 1 rural-non-farm (10 rural-non-farm 
( 10 urban ( 11 rban ( 8 urban 
36 14 farm 114 7 farm 35410 farm 
19 rural-non-farm 3 rural-non-farm 17 rural-non-farm 
if 1 urban { O urban { 2 urban 
re than 20’ 412 9 farm 4, 3 farm 96419 Farm 
2 rural-non-farm | 1 rural-non-farm | 5 rural-non-farm 


1953 


the business of selling freezers. Vifty- 
seven percent would base their pro- 
motion of freezers on convenience. 
Eighteen percent would use money 
saved through seasonal and quan- 
tity buying as a selling point. Other 
sales points to be stressed were: ex- 
cellent quality of frozen food, the ease 
and efficiency of food preservation 
with a freezer, the saving of time and 
work, the great variety of foods on 
hand with easy to plan meals, pos- 
sibility of cooking in quantity for fu- 
ture use. Only one family mentioned 
the good looks of the freezer as a 
selling point. 


Freezer Improvement 


Many of the features of these freez 
ers that were disliked by their users 
have disappeared from freezers of 
1953. Many of the suggestions for im- 
proving these freezers (mostly five to 
seven years old) are the same made 
when the freezer was a year old. It 
must be remembered that the manu 
facturers cooperating in the study did 
so to learn consumers’ reactions early 
in the game, and freezers of 1953 
would meet most of the specifications 
set up by these users. Baskets, easy to 
lift lids, alarm devices, inside lights, 
toe-space, pie racks, easy to clean fin- 
ish, less noise, less vibration, lids that 
can be opened when hands are full, 
are now found in many of today’s 
freezers, but still wanted by these fam 
ilies. Yet to be answered is the desire 
for easier defrosting—either automati 
ally or through a drain in the bottom 


for removal of water; lower price, and 
less depth in chest freezers. 
(Continued on page 144) 
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Educational institutions, business 
and professional people are the 
natural market for tape recorders, 
says Bridgeport Appliances, Inc., 
which makes these groups account 


for 90% of its recorder sales 


A DOCTOR, one of the best prospects for tupe recorders, gets a demonstration from dealer Leonard Isser which 


will both prove the dollars-and-cents wort 


of the machine and convince 


| They Know Their 
RECORDER 


MARKET 


YOU'RE missing your best mat 
ket if you concentrate all your 
tape recorder promotion and 


selling efforts on amateurs and fami 
lies who use the item for amusement, 


entertainment, and recording social 
events, 
At least, that’s the opinion of 


Leonard Isser, youthful co-owner of 
Bridgeport Appliances, Inc., a_ tel 


vision and appliance store now in its 


second year, Isser and his partner, 
Irving Lefkowitz, have stimulated 


ome lively turnover im their tape re 
corder inventory 

Bridgeport Appliances has 
and pushed tape recorders 
its Opening 


( irried 
evel icc 
\fter a year of operation, 
heres how the broke 
their recorder sales: 45 percent to 
educational institutions and 
individuals; 45 percent to 
ind professional people; 10 percent to 


ownel down 
issociated 
business 


imateurs and families.” 
“That's not surprising to us at a 


1) 
Li 


says Isser. Business and professional 
people we've known to be an excellent 
market for the recorders. And the use 
of these units by schools, teachers and 
institutions is growing fast.”’ 


When a school or higher educa 
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a recorder, 


market for 
Isser says, the person to 
sell is the head of the English or 
speech department. Although another 
school official makes the formal put 


tional institution is in th« 


chase, it’s the English department 
head who makes the decision on what 
to buy and where 
l’‘urthermore, Isser advises, the sale 
of a recorder to a school for student 
training in elocution and speech does 
not necessarily mean that school is no 
longer a prospect for additional put 


Many 


interested in the unit for home use, in 


chas« teachers may become 


order to improve their own teaching 


ind lecturing techniques. Isser has 
id a substantial number of recorders 
to such prospect 
iwvel doctors, accountants, and 
busine executive ilso are easier to 
on a recorder than amateurs b« 


c, for them, the item has a dollar 


nd-cents value and can do a job 
Demonstrate First 


Whether selling to an edu 
itor or a businessman, Isser says one 


he’s 


mportant selling technique is more 
than all the rolled 
Continued on Page 160) 


cttective others 


the prospect that it is easy to use 





ACCESSORIES and stocks of replacement tape keep customers coming back 
to the store and give Isser opportunities to ask for names of new prospects 





DEMONSTRATION technique used by co-owner Lefkowitz involves asking 
prospect what job recorder is expected to do, then setting up a test situation 
which will demonstrate how simply machine will do it 
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Listed by 
Underwriters’ 
Laboratories 


Also available at 


Read what the National Institute of Rug Cleaning says about the Lewyt: 





“Its cleaning power, quietness, freedom 
from leaking dust, ease of use—all combine 
to make the Lewyt an exceptionally fine 
vacuum cleaner for daily use in the home.” 


Make use of this powerful endorsement, 


already hailed by dealers coast-to-coast 
as “the greatest sales-help in years!” 
Speeds up and steps up sale of Lewyt 
Cleaners by giving your salesmen 
another convincing talking point—a ter- 
rific sales-clincher! 


Close your Junior Demos with it—run 
Lewyt-NIRC mats in all your Lewyt 
ads—use it every way you can! For again 
this Fall, Lewyt tells America about its 
endorsement by the professional rug 
cleaners with the biggest national adver- 
tising campaign in all cleaner history! 


DO IT WITH LEWYT 


WORLD’S MOST WANTED VACUUM CLEANER 


leading stores in CANADA all 





LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-9, 60 Broadway, Brooklyn 11, N. Y. 
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COORDINATED SELLING is answer of the 


i 


Murpny Co., oI witht, tO 


problem of selling water heaters. Here sign above assistant manager Ray Schwartz 
shows close tie-in between washer and water heater. 


Without hot water, the Murphy Co. tells its prospects, 


you can’t wash clothes, or do dishes. 


By emphasizing 


the water heater’s place in the appliance picture this 


Minnesota dealer sells one every three days 


OW the Murphy Co. of St. 
Cloud, Minnesota, a com 
munity of 27,000, tops metro- 

politan sales of hot water heaters by 
about four to one is a story of a 
broadened selling approach. 

While most Minneapolis appliance 
dealers and plumbing contractors are 
selling an average of 25 electric hot 
water heaters a year, the Murphy Co. 
is selling a heater every three days. 
Murphy's assistant manager, Ray 
Schwartz explains the a top 
selling record in terms of an inte- 
grated selling program 

“It’s not so easy to sell a hot water 
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heater, as such, even though people 
realize vaguely that it would be nice 
to have a reliable, trouble-free source 
of hot water,” says Schwartz. “You've 
got to pin-point the advantages for 
them. We do this by including a sales 
pitch for a water heater in connection 
with other appliance sales. 

“We tie-in our advertising and 
special promotions so that our cus- 
tomers are always reminded that a 
hot water heater, of modern, worry- 
free design, is an integral part of the 
whole appliance picture. For instance, 
in our displays of automatic laundry 
equipment, we include prominent dis- 
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iN THE WINDOW a streamer carries out Murphy’s water heater selling idea and 
the appliance displays around it show the water heater, range and refrigerator 
“‘musts’’ in any home. 


as the three 





CUT-AWAY heater travels from store to every local 
salesman is always on the job to talk about its efficiency. Water heaters 


Builders Show where a 
also get 


a plug at cooking schools and demonstrations 


They Put the Water Heater in Its Place 


plays of hot water heater advertising. 
When the customer shows an interest 
in the equipment, we remind her that 
for a few cents a day she can make 
sure that her automatic washer per- 
forms perfectly and, at the same time, 
the small investment in a hot water 
heater is doing other important jobs 
around the house—operating an auto- 
matic dishwasher, for instance, or at 
least making dishwashing by hand a 
hygienic and easy operation.” 


One-Month Concentration 


One month out of the year Mur- 
phy’s concentrates on hot water heater 


SEPTEMBER, 


sales. During April of this year, the 
firm ran six large ads in the St. Cloud 
daily newspaper. A water heater, cut 
down to show the quality of materials 
and design of working parts, was an 
important part of a white goods win- 
dow display which featured a banner 
reading: “No hot water on washday? 
You deserve an automatic electric wa- 
ter heater.” 

Instrumental in reviving the local 
home builders show, which had not 
been held since 1940, the Murphy Co. 
built its booth exhibit around the cut- 
down electric water heater and sta- 

(Continued on Page 164) 
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You can see the difference... 


























HOW MIRROR-BACK TUBES ARE MADE 


Screen phosphors are ap- 
plied to the face plate as 
usual. Next lacquer is ap- 
plied over this screen. Fi- 
nally the screen is vacuum- 
sprayed with aluminum. 
Baking removes lacquer, ~~ 
leaving the brilliant Mir- MAGNIFIED CROSS-SECTION 
ror-Back coating. Mirror-Back reflects light that 
would otherwise be lost to the rear of the screen. 


Boosts light output. Brightens picture. 


ADVANTAGES OF CBS-HYTRON MIRROR-BACK TUBES 


1. Stepped-up light output. 


arFt wn 


. Brighter picture. 


. Reduced strain on component parts 


. Full effective screen potential maintained by 


. Longer life . . . drain on cathode materially re- 





ARTHUR GODFREY, FAMOUS CBS-TELEVISION STAR 


now CBS-nytron MIRROR-BACK sic-screen TUBES 
27EP4... 24TP4 GIVE YOU BRIGHTER PICTURES! 


Leading TV set makers demand maximum brightness from their large- 
screen sets — without strain on component parts. For them, CBS-Hytron 
introduced its Mirror-Back 27EP4 and 24TP4 (both spherical, electro- 
magnetic types). Mirror-like effect of their aluminum-backed screens 
reinforces light output. Gives brighter, sharper pictures, 


GLASS FACE PLATE 
SCREEN acta} a 
MIRROR-BACK : 3 . ; 
: You, too, will want CBS-Hytron Mirror-Back big-screen tubes for re- 
placement. In 27- and 24-inch sizes, they are a must, Take a tip from 
leading TV set makers. Try the CBS-Hytron 27EP4 and 24TP4. See the 
difference for yourself. Let your customer see it too. Order performance- 
tested Mirror-Back tubes from your CBS-Hytron distributor. 


Normal light 
> > 
output from screen 


Reinforcing light 


ay ache ssa New... FREE CBS-HYTRON Just what 
by Mirror-Back you have 
TRANSISTOR MANUAL been look 
ing for: A down-to-earth, complete, 8-page intro 
duction to transistors. In three parts: 1. Theory 
2. Data. 3. Application. CBS-Hytron Transistor 
Manual ts profusely illustrated. Contains nine basic 
transistor applications. Explains by vacuum-tube 
analogy both point-contact and junction transistor 
operation:s..conduction by “holes’ P-N-P and 
N-P-N transistors advantages and limitations 
of transistors 





An easy-to-take introduction to how transistors work their characteristics... and 
how to apply them, this CBS-Hytron Transistor Manual ts also free. Get it {rom your 
CBS-Hytron distributor. Or write direct today 


Greater contrast 
metallic contact between anode and screen 


CBS-HYTRON Main Office: Danvers, Mass. 


A Division of Columbia Broadcasting System, Inc. 


uced. 


Manufacturers of 
Receiving Tubes Since 1921 


RECEIVING... TRANSMITTING... SPECIAL-PURPOSE AND TV PICTURE TUBES + GERMANIUM DIODES AND TRANSISTORS 
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Milwaukee, so this department 


THE HYPNOTIC effects of a salesman’s 
tore takes steps to 


spiel will soon wear off, but the confusion he creates may not 


make sure that both TV set and customer are 


Their TV Service Is a Promot 


checked 


Gimbels of Milwaukee has cut service calls on TV to less than one 


per set, despite a typical department store “everything-for-the-cus- 


tomer’ policy, by careful pre-checking and customer instruction 


READ of every department 
1D) store is the customer who 
storms in and yells, “You 
charged me $350 for a television set 
and it’s gone on the bum within ten 
days. What kind of junk are you 
unloading on me? 
my account!’ 
The fact is, says J. F. MeNicholas, 
television buyer for Gimbel’s Depart 
ment Store, Milwaukee, a big store 
has many divisions, and when one 
branch hurts another, it’s time to call 
i halt. A policy of keeping the cus 
tomers happy is one of the very real 
facts of life in department store oper 
ition, and Gimbels has been known 
to write off up to 20 percent of its 
ust to keep 


? ] 
I'm going to close 


television service charges 


peace in the family 
A Department Store “Must” 


Television sold by a department 
tore must work. It must be satisfac 
tory, savs Mr. McNicholas 

Consequently, deals that say, “Save 
40) percent,” or “We give you $100 
allowance on your old 
are not the most important proposi 
tions in the life of a store like Gim 
bels. 


Question asked of every product 


television,” 
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distributed by a department store 1 
Will it foul the nest for any other 
merchandise? 

Ihe answer seems to lie in the 
ingle, 


plaint’s have come 


most of the com 
from If a de 
partment store farms out its service, 
it cannot be expected that an inde 
pendent company will have the store 
interests at heart. McNicholas cites 
im example of a typical “wood chop 
per” who picked up the set of a 
friend, and ten days later presented 
a bill for $64.75, 
the chassis back 


SCTVICC where 


and refused to give 
until the customer 


paid 
Independent Service Unsatisfactory 


Wood choppers always want to pull 
1 set, he [heir stock phrase 

“This television must be re-engi 
neered. The factory didn’t check it.” 

Gimbels Department Store has its 
department. Its pres 
ence is a perpetual promotion, accord 
ing to McNicholas. As a result of 
methods used on one brand alone 
150 Motorola sets) service calls aver 
0.93 per set than 1 per 
television. Forty percent had no calls 
at all. 

Compare this to industry-wide fig 


SaVS 


OWn service 


iged less 


ures Of 5.46 service calls per set on 
contract service (including initial call 
for instruction and setting up set). 
On a C.O.D. plan they ran 2.8 per 
set per year, industry wide. 

At Gimbels all television sets are 
taken out of the carton, checked, and 
“burned in” for several hours before 
delivery. Any faults usually show up 
then. Workshop costs run about $6 
per sct. 

This is far different from some de 
partment store practice. Some stores 
have been known to cut a hole in the 
carton, plug the set in, and run it a 
while without checking. Standard 
practice has been to tumble the set 
out of the carton, untried, on the 
customer's rug. 

Gimbel salesmen try to sell a $20 
service policy with every set moved. 
It gives the customer unlimited service 
calls for 90 days. This price was 
set on the law of averages. Gimbels 
found that 60 percent of all service 
calls came within the first 60 days. 
Cost of making a home call was about 
$6. Three to four calls, plus installa- 
tion, was the average expected, hence 
the price. 

National experience is that 50 per- 

(Continued on page 156) 
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ALL SETS at Gimbels are removed from 
the carton for 
checking in its own service department 
a step some department stores omit. 
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careful pre-installation 






BURNING IN oa set for several hours of 
actual operation shows up any operational 
flaws which might develop quickly in a 
customer's home 


=) 


$20 SERVICE policy is urged on every 
TV customer. Policy is based on 90-day 
period. Even if customer doesn’t buy she 
gets one free service call 
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Losing sales because you 
sell on/y cut-rate TV r 


One out of every five customers who come into a dealer's 
store can be traded up to a quality TV set — at 200 to 300 
percent greater profit for you. 





Don't kid yourself that the quality market is flat on its back. 
The TV business is no different than the automobile busi- 
ness — and Cadillac is still going at a terrific pace. 


By this time many a distributor and dealer must be pretty 
fed up with the price-cutting fiasco. If you are more inter- 
ested in profit-per-set than how many sets you can unload — 





THE ANDREA VICTORIA more interested in repeat business and stability, get off a 
Full-D Console, Fri ter T r, UHF, AM Radio, . a 
re 9 Speed Record Player, 21” Picture Tube letter today to ANDREA, and get all the details on “the 
finest franchise in television.” 





THE ANDREA CLAREMONT THE ANDREA BRITTANY THE ANDREA DRAKE 
Open Face Console, Fringemaster Tuner, French Provincial Full-Door Console, Fringemaster Tuner, Full-door Console, Fringemaster Tuner, 
AM Rodio, UHF, 21" Picture Tube UHF, AM Radio, 21" Picture Tube AM Radio, UHF, 21" Picture Tube 





6 reasons why you make more profits with ANDREA TV 





NO SERVICE “RED INK”. Independent surveys prove 4 RESTRICTED DISTRIBUTION . . . No “next door” competition 
1. ANDREA receivers average less than one service call per year. It’s e — more prospects for you — for real sales. 
the stability set of the industry QUALITY LEADERSHIP .. . Frank A. D. Andrea’s 33 years’ 
A 5. experience in the field of radio and television make this 1954 product 


2 LONG DISCOUNTS. .One ANDREA sale is worth two ordinary 


the stability line for ’54. 
sales — more margin — extra profit for you 


6 ANDREA EXCLUSIVES .. . 21 inch magnetically focused picture 
FAST-MOVING INVENTORY Just 7 basic models, geared to e tube, Fringemaster tuner, superlative AM radio, complete UHF 
3. popular demand. No white elephants. coverage and custom styled cabinets. 


ANDREA RADIO CORPORATION, 27-01 BRIDGE PLAZA NORTH, LONG ISLAND CITY 1, NEW YORK 








and now... 


opportunity for 
PROFITS with 
HANKSCRAFT 


A special group of automatic 





electric appliances selected to 
brighten your profit picture. New 
colorful display cartons . 

improved styling . . . and popular 
pricing PLUS national advertising 
and promotion — make 
Hankscraft your BIG NEW 
PROFIT OPPORTUNITY! 


available for 
immediate delivery 
from these distributors 

ORDER NOW! 


CALIFORNIA 
Fresno: Incandescent Supply Co 
Leng Beach: Distributors Inc. of Long Beach 
Los Angeles: Hoffman Hardware Co 
Incandescent Supply Co. 
Union Hordwore & Metal Co. 
Oakland: Incandescent Supply Co 
Sacramento: The Thomson-Diggs Co. 
San Diego: Electric Supplies Distributing Co 
Sen Francisco: Dunhom, Corrigan & Hayden Co 
incandescent Supply Co 
The Electric Corporation of San Francisco 


CONNECTICUT 

Hartford: Bond Electric Supply Co., Inc 
New Hoven: C. S. Mersick Co 
DELAWARE 


Wilmington: Arteraft Electric Co 


DISTRICT OF COLUMBIA 
Washington: Maico Wholesalers 


GEORGIA 

Atlanta. Electric Soles & Service Co 

MLINOIS 

Chicago: 

A. A. Electric Supply Co Hawkins Electric Co 

Capito! Electrical Supply Co Majestic Electric Supply Co 
Co-op Electric Supply Co Revere Electric Supply Co. 
Dobkin Electric Supply Co Roosevelt Electrical Supply Co 
Electric Supply Corporation Steiner Electric Co 


Englewood Electrical Supply Co Triangle Industries Corp 
Graybar Electric Co., Inc 
Peoria: Crescent Electric Supply Co 
Graybor Electric Co., Inc 
Quincy: Crescent Electric Supply Co 
Rockford: Englewood Electrical Supply Co 
Sterling: Crescent Electric Supply Co 


INDIANA 

Anderson: Peerless Electric Co. 

Hammond; Graybar Electric Co., Inc 

indianapolis: Graybar Electric Co., Inc 
Peerless Electric Co 

lofoyette: Kirby Risk Supply Co., Inc 

South Bend: Englewood Electrical Supply Co 
South Bend Electric Co 


IOWA 

Burlington, Crescent Electric Supply Co 

Cedor Rapids: Crescent Electric Supply Co 
The Van Meter Co 

Davenport: Crescent Electric Supply Co 
Graybar Electric Co., Inc 

Decorah, Crescent Electric Supply Co 

Des Moines: Electric Supply Co 
Graybar Electric Co., Inc. 

Dubuque: Crescent Electric Supply Co 

Mason City: Crescent Electric Supply Co 

Ottumwa: Crescent Electric Supply Co. 

Sioux City: Crescent Electric Supply Co 
Warren Electric Co. 

Spencer: Crescent Electric Supply Co. 

Waterloo: Crescent Electric Supply Co. 
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KANSAS 
Wichita: American Electric Co. 


KENTUCKY 
Lovisville: Belknap Hardware & Manufacturing Co. 


MAINE 
Portland: Edwards & Walker Co. 
Hub Distributors, Inc. 


MARYLAND 
Baltimore: Tri-State Electrical Supply Co. 


MASSACHUSETTS 
Boston: Hub Distributors, Inc. 
Mass. Gas & Electric Light Supply Co. 
Milhender Distributors 
New Bedford: Mass. Gas & Electric Light Supply Co. 
Springfield: Krevalin Hardware Co. 
Milhender Distributors 


MICHIGAN 

Detroit: 

Groybar Electric Co., Inc. Morley Bros. 

La Satie Supply Co. Turner Electric Supply Co 


Flint: Graybar Electric Co., Inc. 

Grand Rapids: Graybar Electric Co., Inc. 
Morley Bros. 

Lansing: Graybar Electric Co., Inc. 

Muskegon: Fitzpatrick Electric Supply Co. 

Saginaw: Morley Bros. 

Traverse City: Fitzpatrick Electric Supply Co. 


MINNESOTA 

Alexandria: Minnesota Electric Supply Co. 

Duluth: General Electric Supply Co. 
Graybar Electric Co., Inc. 
Kelley-How-Thomson Co. 

Mankato: Southern Minnesota Supply Co. 

Minneapolis: General Electric Supply Co 
Graybar Electric Co., Inc. 
Northland Electric Supply Co. 
S & M Supply Co. 
Sterling Electric Co. 

Rochester: S. M. Supply Co., Inc. 

St. Cloud: Minnesoto Electric Supply Co 

St. Paul: Farwell, Ozmun, Kirk & Co. 
General Electric Supply Co. 
Graybar Electric Co., Inc. 

Willmer; Minnesota Electric Supply Co. 


MISSOURI 
St. Joseph: Wyeth Co 
St. Louis: Brown Supply Co 


NEBRASKA 

Lincoln: The Korsmeyer Co. 
Lincoln Electrical Supply Co. 

Omoha: Enterprise Electric Co. 
Graybor Electric Co., Inc. 


NEW HAMPSHIRE 
Portsmouth: Moss. Gas & Electric Light Supply Co. 


NEW JERSEY 


Trenton: Tob Electric Co 


NEW YORK 

Albany: Henzel-Powers, inc 

Binghamton: Wehle Electric Co 

Brooklyn; Holl Mark Electrical Sales Co., Inc 
Louis Shiffman, inc 

Buffalo: Wehie Electric Co. 

Elmira: Wehle Electric Co. 

Long Island City: Graybar Electric Co., Inc 

Newburgh: Newburgh Distributing Co 

New Rochelle: Max Goldman, Inc. 

New York: Joseph Kurzon, Inc. 
U. S. Electrical Supply Co 

Rochester: Wehle Electric Co 

Yonkers: Goler Electric Co 


OHIO 
Akron; Sacks Electrical Supply Co 
Cincinnati; The B & B Electric Co. 

The Johnson Electric Supply Co 
Cleveland: The Allen Electric Co 

The W. Bingham Co. 

Midland Electric Co. 

The George Worthington Co 
Dayton; The H. D. Larkin Co 
Toledo: The Commercial Electric Co 
Springfield; W and W Electric 
Youngstown: The Hood Electric Co. 


OKLAHOMA 


Muskogee: Fullerton Electric Supply Co 
PENNSYLVANIA 


Allentown: Allen Electric Co., Inc 
Lancaster; Jno. E. Graybill Co. 
Philadelphia: Philip Cass Co. 

Everybody's Supply Co 

Rumsey Electric Co 

West Philadelphia Electric Supply Co 
York: Jno. E. Groybill Co 


RHODE ISLAND 
Providence: Milhender Distributors 
Providence Electric Co., Inc 


SOUTH DAKOTA 

Huron: Crescent Electric Supply Co. 

Sioux Falls: Crescent Electric Supply Co 
Tri-Stote Electric Co. 

TEXAS 

Beaumont: Warren Electric Co 

Dallas: Watson Electric Supply Co 

Houston: Warren Electric Co. 

Tyler: Watson Electric Supply Co 


VERMONT 


White River Junction: Twin State Electrical Supply Co., Inc 


WISCONSIN 

Eau Claire: W. H. Hobbs Supply Co. 

Fond du Lac: Hall Mark Electric Sales Co 

Green Bay: Graybor Electric Co., Inc. 

Lo Crosse: General Electric Supply Co. 

Madison: Crescent Electric Supply Co 
Graybar Electric Co., Inc 


Milwaukee: 

Graybar Electric Co., Inc Lappin Electric Co 

Grevsel Distributing Corp. Standard Electric Supply Co 
Hesco, Inc. 


HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 


CUSTOM-CONTOURED! Corners 
are newly designed to fit beds 
perfectly! No riding up, no slip 
ping offand PLENTY OF FOOT 
ROOM! Here’s a brand-new fea 
ture women will really appreciate 


The newest, most advanced 
selling idea in the 


automatic blanket business! 


and only General Electric hasit! 


What a powerful selling story this new G-E Custom- 
Contoured Automatic Blanket gives you! 


And when you add the convenience of custom-contour- 
ing to the established appeal of General Electric Sleep-Guard 
dependability and comfort, you have a sales-clincher that 
no other automatic blanket can even approach! 


Decorator colors? A real treasure for your fashion-minded 
customers— Dresden Blue, Sprout Green, Rose Pink, Citron 
Gold, Garden Green and Flamingo Red; bindings of Skinner 
Satin. There’s a smart, simple, newly designed Bedside 
Control, too. 


Get your orders in today—G.E.’s huge new advertising 
program starts selling the new Custom-Contoured G-E 
Blanket in September in full color in the Saturday Evening 
Post, Better Homes and Gardens, House and Garden, Sunset 
and Bride’s Magazine. 


Order today! Contact your nearest 
G-E Blanket distributor or write: 


General Electric Company, 
Automatic Blanket Department, 
Small Appliance Division, 

1285 Boston Avenue, 

Bridgeport 2, Connecticut 


G-E Sleep-Guard 
AUTOMATIC BLANKET 
















Single-bed, single-control PB16A4, $4795" 
Double-bed, single-control PB16A1, $4995" 
Double-bed, dual-control PB16A2, 


$5995" 


* Manufacturer’s recommended retail or Fair Trade price. 








Why G-E Sleep-Guard Blankets are worth more—for you to sell—for your customers to buy! 


“—— 





(Left) Ordinary blanket. 
Small area of warmth, cre- 
ated by body heat. Sleeper 
huddles in cramped posi- 
tion. (Right) G-E Blanket. 
All-over warmth, main- 
tained automatically. Sleep- 
er stretches out, relaxed. 








(Above left) Ordinary elec- 
tric blanket. Lumpy, wide- 
spaced thermostats; un- 
even, spotty protection. 
(Above right) G-E Blanket. 
Uniformly controlled 
warmth; no lumpy thermo- 
stats, no unprotected areas. 


Winner of 1952 National Home Safety Award Grand Prize 
as product which contributed most to safety in the home. 





St RaaedBicn & 4 


(Above) X-ray of G.E.’s 
Sleep-Guard, automatic 
safety device designed to 
give complete protection: 
If temperature of heating 
wire exceeds a certain limit, 
nylon sheath permits mes- 
sage to be flashed by signal 
wire to Bedside Control, 
automatically cutting off 
current. Only G-E Blankets 
have Sleep-Guard. 





More than 1,500,000 users have found sleeping comfort with G-E Automatic Blankets 


GENERAL @QELECTRIC 








Asheville 


Charlotte 


. 
Davenport * Dayton + Decatur » Denver * Des Moines + Detroit + Duluth « Durham + Easton + Elizabeth + Elmira + El Paso + Erie *» Eugene + Evansville + Florence * Fresno 


Amarillo 


Allentown 
Charleston, S. C. & W.Va. ¢ 


Albuquerque| ° 


Albany, Ga. & New York * 


Akron 


Cairo 


Abilene 
Butte 


Emerson-Electric Heater Distributors are located in these cities: Aberdeen + 


ELECTRICAL 





Atlanta + Augusta + Baltimore + Baton Rouge + Battle Creek » Bay City + Beaumont + Binghamton + Birmingham + Bloomsburg 
Chattanooga + Chicago + Cincinnati * Cleveland + Colorado Springs + Columbia + Columbus + Corpus Christi + Dallas 
Ft. Lauderdale + Ft. Smith + Ft. Wayne « Ft. Worth » Grand Rapids +» Greensboro + Greenville » Hagerstown * Hammond + Harrisburg 
La Crosse * Lancaster, Ohio & Pa. * Lansing * Lawrence + Lima * Lincoln « Little Rock » Long Beach + Longview + Los Angeles 
Nashville » Newburgh » Newark « New Britain * New Brunswick * New Haven » New Orleans » New York » Norfolk » Oakland 
Plainfield * Portland + Providence * Quincy + Richmond, Ind. & Va. * Roanoke + Rochester * Rockford « Sacramento 
Spokane « Springfield, Ill. & Mo. + St. Paul 2 St. Petersburg + St. Joseph + St. Louis + Sterling + Stockton + Syracuse 


Cedar Rapids + 


Cambridge + Canton + 


Brunswick + Buffalo + 


Boston + Bristol * Brooklyn 


Boonton 


Boise 


Hartford * Highland Park * Holyoke * Houston + Huntington + Indianapolis + Jackson + Jacksonville + Jersey City » Joplin + Kalamazoo + Kansas City * Kingsport * Knoxville 


Louisville * Lowell * Lubbock * Madison * Mansfield * Memphis * Miami + Milwaukee + Minneapolis + Missoula + Mobile + Montgomery * Morristown *« Mt. Vernon 


Oklahoma City * Omaha + Orlando + Paris + Parkersburg + Passaic + Paterson * Peoria + Perth Amboy Philadelphia * Phillipsburg » Phoenix + Pittsburgh + Pittsfield 


Salt Lake City * San Antonio » San Diego * San Francisco + Savannah + Scranton + Seattle - Shreveport * Sioux City + Sioux Falls + South Bend + Spartanburg 


Waycross + West Palm Beach - Wheeling + Wichita 


Tacoma + Tampa « Terre Haute + Texarkana * Toledo + Tucson + Tulsa + Ventura » Waco + Washington + 


Wichita Falls * Winston-Salem + York + Youngstown + Zanesville + If you do not know his name write us today. 





lower prices on EMERSON-ELECTRIC 
_ heaters to stimulate 1953 Sates! 


, 
gtr), 
i 


; 2 
Ry 


Increased volume, resulting in vb | 
lower manufacturing costs, has 
made these price reductions pos- 
sible . . . and we're passing the 
savings along to boost your 
heater sales and profits! 






















See your Emerson-Electric 
Distributor or write today 
for Folder H353. 


se Tox THE EMERSON ELECTRIC 
MANUFACTURING CO. 
St. Lovis 21, Mo. 


des Federal Exe! 








| MR. CHILL Says: 


I'll help you sell plenty 
of Emerson- Electric 
Heaters at 

| these low prices. 


~~ - —————e—EEEEE=— 









Again this winter Mr. Chill will be on the job 
for you, lurking in cold corners in everyone's 
home. For extra heater sales, tell your cus- 
tomers how to enjoy cozy comfort by using 
Emerson-Electric heaters. 


FREE SALES HELPS 


Tie-in with the Mr. Chill promotion 












Available in metalescent 
bronze finish, as shown, 


and also in ivory finish. 


Available in ivory finish, 
as shown, and also in 


metalescent bronze flinsh. 


DISPLAYS MAT SERVICE CONSUMER FOLDERS 
Each is tailored to the heater on Newspaper ads in one or two- To use as mailers, inserts or 
which it fits, radiant type or com- column sizes. Individual heater handouts. Imprinted with your 
bination radiant and fan type. mats or glossy photo prints are name and address. 

available. 


Your Emerson-Electric Distributor will be glad to see that you are supplied 


= EMERSON &2> ELECTRIC: 
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Just flip up the top ... fill from the tap, without messy 
funnels, or measuring cups. Casco’s expensive stainless steel 
construction means you can use plain tap water...any- 
where... without fear of corrosion! 


STEAMS LONGER...BETTER! 


Casco steams up to an hour or more on a single filling! You breeze through all ironing and 
pressing jobs without. constant refilling, as with ordinary drip type irons. Casco steams more 
generously, smooths out wrinkles, brings out texture .. . thanks to its larger, more efficient 
steam-making chamber, its strategically placed steam vents. And imagine—Casco has 5 settings 

for steam ironing rayon, silk, cotton, wool, linen —and 5 more for dry ironing, too! 












E> es 
Put the finishing touches on your woolen jackets without taking them off the Casco is a 2-in-1 iron—steam or'dry for any fabric! It weighs Jess than 
hangers. Roll-press sleeves without a sleeve board — even iron those difficult many dry irons ... does more than other steam irons! Your wrist doesn’t get 
shoulder seams this easy way, without doing contortions. For unlike ordinary tired, your back doesn’t strain . . . Casco is so perfectly balanced! Ask to see 
oe drip type steam irons, CASCO steams upright as well as flat on the ironing board, all the exclusive features of the work-saving CASCO at appliance, department, 
enables you to to do endless “fresh-up” jobs all over the house! jewelry, hardware stores everywhere, $19.95 
* L¢ 
jy 
re Le 
‘4 igS oy * & 
| —" 
> See your local dealer today... \ Sy Another famous Casco product! Caco Mime 
in Just ask him for your work-saving Casco! « electric heating pads give relaxing comfort 
ns 3 for aches and pains, $5.95 to $8.95 . 
i E< oe, 


CASCO PRODUCTS CORP., TS Se BRIDGEPORT 2, CONN, 
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Here is the “hot” line for your local promotions during 
October! Tell your prospects that you have the beautiful, 
low priced, feature-packed V-M portable phonographs 
they saw in the magazine ads! See the V-M ad on the 
opposite page for “On Sale” dates .. . that’s when you 
should tie-in for maximum sales! 

Check the "'Sale-Closing” Features 
of these V-M Phonographs! 
YE tri-e- matic 990 Portable 
Automatic Phonograph. 
mM “Large speaker in lid! 
Plays all size, speed, 
$69.95". 
V-M tri-o-matic 986 Portable 
V-M tri-@-speed 121 Port- Automatic Phonograph. 
able Manual Phonograph. 5" x 7° speaker. 
Choice of Rose and 
seer ay wy Gray oF Rich Brown 
Satin Red or Green case. Includes 
case. $29.95". V-M 45 spindie. 
$86.50". 
V-M tri-e-speed 151 ¥-M tri-e-matic 972 Table Model Automatic 
















Portable Manual Phono. Phonograph. 
Console quality 4” x 6" speaker. 
‘speaker. all Siesta Switch, 

+ aac ge 2-needle tone arm. 
records. Rose and $59.95". 

Gray or Rich Brown 

styling. $49.95", 








See Your V-M Man — for Products, Promotions, PROFITS! 


*Slightly higher in the west, 


UL Approved 


V-M CORPORATION 


Zz BENTON HARBOR, MICHIGAN 


World's Largest 

Manufacturer of 

Phonographs and 
Record Changers 
Exclusively 











components. In other words, the true 
hi fi addict wants to listen to many 
combinations of components and 
make his own choice. ‘That’s prob- 
ably true of the market today. But 
what of the future? It seems possible 
that the growing ranks of those who 
appreciate good sound reproduction 
will want to go one step further and 
use matched components in their own 
homes. Some of these people will not 
know enough or will not be willing to 
take the time to select a custom instal- 
lation. Some will live in areas where 
there are few opportunities to listen 
to various combinations of com 
ponents (as one can do in sound 
studios in New York, Chicago and 
other metropolitan areas). Some will 
probably have to rely on dealers who 
carry very limited selections of hi fi 
equipment (unless they choose to 
order by mail). In these circum- 
stances a branded kit of matched 
components should be the answer, 
both for the consumer who doesn’t 
want to choose his individual com- 
ponents and for the dealer who is 
unable to devote too much space or 
capital to an assortment of hi fi com 
ponents. If this happens, the appli 
ance-radio-l'V_ dealer, particularly in 
the non-metropolitan areas, should 
have a good chance of handling a sub 
stantial share of this type of hi fi busi 
ness 


Or All The Way 


Thus it’s obvious that appliance 
dealers have some stake in the future 
of hi fi as far as merchandising kits 
and packaged sets are concerned. 
What is considerably less certain is 
whether many appliance dealers will 
care to become real hi fi specialists 
or whether they can do so even if 
that’s what they want. 

(he first problem is distribution. 
lor the purpose of this discussion let 
us assume (a big assumption) that 
some scheme has been worked out so 
that dealers can fit into the hi fi pic 
ture. ‘That’s only one hurdle; there 
are others 

Inventory is one of them. There 
are six basic components to any hi fi 
setup (seven if you include a tape 
recorder). For any variety at all a 
dealer would have to stock two, and 
preferably three, types of each of these 
six components. That poses quite an 
inventory problem right there—and if 
the distribution dilemma is solved by 
allowing dealers to buy direct it is 
likely that some sort of minimum 
order would be specified on each com- 
ponent. In other words, if you 
handled X, Y and Z tuners to meet 
varying tastes, you might be forced to 
order three of X, three of Y and three 
of Z to qualify as a factory-direct pur- 
chaser 

Establishment of three step dis 
tribution with a wholesaler stocking 
these components would eliminate 
some inventory problems. But one of 
each should be on hand for demon- 
stration 

The problem of demonstration and 
selling is also present. There just 
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aren't many good salesmen who 
understand records and sound re- 
production. ‘That's the situation to- 


day and if additional dealers enter into 
the business the problem would prob- 
ably be intensified. 

The seriousness of this problem 
isn’t agreed upon. One source says that 
a dealer and his serviceman could 
handle hi fi adequately if they did 
some serious reading in one or two 
of the basic texts now available. 
Others say that intelligent selling and 
good servicing of audio equipment 
calls for some real education and back- 
ground in the field. 

One solution to the personnel prob- 
lem is suggested by McProud who 
points out that the hobbyist is the 
“king-pin” in his community among 
people who think they want hi fi. “Tf 
I were a dealer trying to get into the 
business,” McProud contends, “I’d 
work out some arrangement with the 
audio hobbyist in my town. Put him 
on the payroll as a consultant or sales 
man. People know that he’s interested 
in good sound reproduction and look 
to him for an answer. It also solves 
the problem of getting properly quali 
fied selling help.” 

Demonstration facilities need not 
be as complex as those used by today’s 
kingpin specialists. Pilot, for example, 
is now offering to its dealers a $30 
($15 in cash, $15 in cooperative ad 
vertising money) “audio comparison 
switch box” as a means of comparing 
as many as three different hi fi audio 
systems. 

The human factor poses a problem. 
Most hi fi addicts like nothing better 
than talking about their rigs, about 
other rigs, and how theirs can be im- 
proved. Appliance-radio-TV dealers 
accustomed to making a sale and 
letting it end there might be dismayed 
by the repeated call backs from hi fi 
customers who aren’t quite satisfied 
with their rigs or who have ideas for 
improving them. In the long run such 
discussions would provide extra busi- 
ness—but they might be awfully time- 
consuming too. 

The picture isn’t all black, however. 
There are phases of the hi fi business 
which are particularly advantageous to 
appliance dealers. For one thing, 
many manufacturers think the dealer 
is better set up to handle hi fi installa- 
tions than the parts jobber. In addi- 
tion, it’s a new business, there isn’t 
so much price consciousness (once 
you have abandoned the fictitious list 
and come down to net cost), and 
saturation is low. 

And there is mutual interest in the 
dealer. Both manufacturers and 
dealers think that hi fi can be profit- 
able for the appliance dealer. This 
enthusiasm for the business is a rather 
intangible advantage, but one which 
should not be overlooked. 

Many components manufacturers 
think the big record or music store 1s 
the ideal outlet for such equipment. 
A recent survey by Record Retailing 
magazine shows 90.1 percent of rec 
ord-music dealers agreeing that a 

(Continued on Opposite Page) 
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market for hi fi equipment existed in 
their area. Almost 69 percent of them 
carried some such equipment, in most 
cases packaged brand-name equipment 
like the Columbia 360. 

Preliminary tabulations of a survey 
among appliance dealers conducted by 
ELECTRICAL MERCHANDISING 
late this summer show that 26 percent 
of the group are now handling hi fi in 
some form and that an additional 17 
percent plan to handle it. 


The Dealer's Share 

It’s obvious then that the dealer’s 
eventual share of the hi fi market is 
going to depend on an interplay of 
forces both within the trade and 
among consumers. ‘The determining 
factor will undoubtedly be the form 
which the hi fi market takes in the 
months and years to come 

If the enthusiast continues to dom 
inate the market, then the largest 
share of hi fi volume will accrue to the 
specialist dealer who is able to stock 


a variety of components. Possibly 
big music dealers will take a share 
of this market [he appliance-T'V 


dealer’s role is probably a rather lim 
ited one. 

If the real volume of the hi fi market 
turns out to be in the commercially 
branded packaged units, then the 
dealer stands to play a key role. 

If the answer is somewhere in be 
tween—if a separate and sizable mat 
ket for components, for 
matched kits and for packaged units— 
the dealer should be able to take a 
large share of at least the latter two 
of these three markets. 

The possibilities ahead for the hi fi 
industry are fascinating. Assume, for 
the moment, that the hi fi business 
continues to double itself as it has for 
the past several That means 
$200 million in 1954 and $400 mil 
lion in 1955. Now add to it the pos 
sibilities with packaged merchandise. 
Such projections are difficult but you 
can make a start by considering the 
Columbia Records’ 360. 


develops 


ycars 


success of 
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Introduced late last vear, the unit met 
immediate acceptance. Columbia 
officials cautiously predicted sales of 
25,000 units in the year ahead. As of 
the first of August the firm had sold 


over 30,000 units and was sure of 
selling “‘substantially in excess of 


50,000 units” before the unit finished 
its first year on the market. ‘That's in 
excess of seven million dollars in one 
vear for one company. There are 
now about two dozen other firms 
marketing commercial hi fi. And some 
of their hi fi merchandise is considet 
ably more expensive than the Colum 
bia unit. That doesn’t mean that each 
of them will meet the success which 
Columbia enjoyed in its first vear. 
Initially it will mean more firms com 
peting for a rather limited amount of 
business. But if interest in good music 
reproduction continues to grow the 
market for such units should expand 
significantly. 


Where Do We Go 


No one can offer the dealer a cleat 
cut solution to his role in the hi fi 
business, ‘That depends on what he’s 
willing to put into it, what the manu 
facturers are willing to do for him, 
ind what happens to the hi fi market 
itself. 

The future looks pretty good 
despite the protests that are being 
registered over the misuse of “high 
fidelity” in describing some of the 
equipment which has come on the 
market recently. Some of the new sets 
may not be hi fi as it has come to be 
known but most of them are infinitely 
better phonographs than have been 
available heretofore on a commercial 
basis. As such they promise to build 
business for the entire industrv. 

It’s probably true Goddard 
Lieberson of Columbia Records said 
last month) that hi fi is the 
phyll of the music trade.” 

But don’t forget that chlorophyll 
sold a lot of tocth paste. 

And hi fi is going to sell a lot of 
phonographs. Find 


{aS 


“chloro 
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“PLEASE BUY SOMETHING FROM ME 


I've 








GOT A LARGE GOVERNMENT TO SUPPORT.” 
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\ Nh SHelps you 
O ‘ 
Reap a 


GHarvest of Profits 





POPULAR PRODUCTS 


(see facing page) 


in American Weexty! 
Parave! 
Coronet! 


HouseHoLp! 


Double the impact of your ads and promotions! Tie in 
with these V-M advertisements, appearing in October 
issues. Remember V-M ads pre-sell your customers . . . 
your ads bring the customers into your store... Vou 


close the sale! 


Attract Extra Buyers with V-M Sales Aids! 


Stop “em, bring ’em in, Se/l’em V-M! You can, with the 
help of these attractive, effective V-M materials: window 
displays, signs, mat ads, literature, radio announcements 


and other helps. Ask to see complete V-M sales aids kit. 


mu NOILOWOUd 1Ndd¥IMOd # 


American Weexkty 


Parade 


1 column ad 
On Sale October 18th 


Coronet HouseHoip 





Full-page, 2-color ad 
On sale September 23rd 


1 column ad 
On sale September 20th 











See Your V-M Man —for Products, Promotions, PROFITS! 
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Manufacturer of 
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Exclusively 
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Watch it make sales 
history across the land A . . 
® 
piralafor 


THAT STARTS WITH 2,000,000 
BACKED BY A MILLION DOLLAR 


The 2 BIGGEST automatic 


washer improvements 
in fifteen years ! 


Completely different from 

all other washing actions! Its 

patented curved vanes travel 

clothes in a constant one-way 

spiral path, thoroughly washing 

all the clothes in a// parts of 

the tub a// the time. No “‘loaf- 

ing” at the top—no “overscrubbing” at bot- 
tom. And you can PROVE it with a quick 
DEMONSTRATION that CLOSES SALES! 


EASY’S MASTER MIND DIAL 

gives two separate and COM- 

PLETELY AUTOMATIC 

washing cycles. One for Reg- 

ular fabrics ... another for 
Fine fabrics. Amy part of either cycle can be 
skipped, repeated, lengthened or shortened! 
You sell actual walk-away washdays when 
you sell this great EASY ! 
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NEW EASY 
AUTOMATIC 





GUARANTEED PROSPECTS... 
ADVERTISING POWER DRIVE 


} J ERE it is... the only Automatic ever introduced And for sales-floor action there’s an all-new Sales Development pro- 

with a made-to-order prospect list! That’s because gram! New Action Displays, new 4-color Handouts and Direct 
the new Easy Automatic has the famous, one and only Mail pieces, new Dramatic Demonstration material and new and tested 
Spiralator —and over 2,000,000 women have already Traffic- Building Promotional and Merchandising ideas. Also new 
bought Easys because of this exclusive feature! FULL COLOR MOVIES and SLIDE FILMS for SalesmanTraining. 
Teamed up with the Spiralator is Easy’s Master Mind Don’t miss this newest sales opportunity to push a product with 
Dial that gives two separate and completely automatic real POWER behind it and top PROFIT in it! Get full details from 
washing cycles! your Easy Representative today! Easy Washing Machine Corp., 


Syracuse 1, New York. 
Every most wanted Automatic feature is here: Positive 


Fill —adjusts to all water pressures automatically, W ater- SEE EASY’S ''MATCHED PAIR’’ 
Temp Switch for hot or warm wash water selection, 

; ae An all-new Easy Dryer to team up with the all-new 
Power Rinse, Fluid Power—-and many others. wb tii I 


Easy Automatic! Dual controls let you dry clothes 
the way you want! Automatic Timer Dial assures 
exact drying time. Twin-Temp Switch gives exact 
right heat for any fabric. Exclusive Clean-out Re- 


We're backing the new Easy Automatic with the 
BIGGEST advertising campaign in our history! Color 
pages in Life, Saturday Evening Post, Better Homes & minder Buzzer. Cycle-end Bell. Interior light. 
Gardens, American Home and Good Housekeeping ! Ozone lamp makes clothes smell “meadow fresh.” 
Big introductory newspaper ads in over 200 markets! Gas or electric models. 








FASY gives you AZ 
Ory arth SPIRMATOR ACTION! 
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orbecue grids 


"A satisfied custon 
| you're certain when you 
Barbecue—Rotisserie—Broil 


other” 
” of 


i * Automatic Bell Ringing 2 Hou 

Hl Set it... Forget It 

3 Heat Control Switch 

Extra Set of Barbecue Grids 

HM * Double Wall Construction — Retai 

Spatter Shield with Oven Glass Wi 

* Removable Broiler Tray Racks — Eas 
Barbecueing Chamber... A SUPERST, 

H * Adjustable Broiler Tray Positions 

* Concealed Rotisserie Motor 
i * Triple Plated — Copper, Nickel, Chrome 
} 


Larger 


| 
i (Model ~ 35 Non Automatic Same as V53 without aut 


(Model \¥ Sealed top without automatic timer) 











x 2650 Avtomotic f& 275 intro red * = 80 Travel Iron 
Toastrite Toaster 2 Heot Broil-O-Gril 





“ontact Your D ributo 
or WU rite For Full Color Catalog 


C ffern-Browg 42-24 Orchard St. Long Island City, N.Y. 
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When used as a broiler 
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“In analyzing the history of our 
appliance operation over the past sev- 
eral years,” Staley explains, “we found 
that the one glaring reason for our 
small overall profit picture was the ex- 
orbitant amount of mark-downs that 
we were forced to take due to model 
changes, floor damage, floor-model 
sales, etc. Because our department 
had plenty of space, we attempted to 
show and sell a complete line-up of 
each manufacturer's products—which, 
incidentally, represented quite an in- 
vestment in itself. Because our physi- 
cal size was adequate, however, we at 
tempted to thus impress the public 
with the completeness of the inven 
tory. But there was a significant and 
immediate weakness in this type of 
thinking, because the majority of ap 
pliances displayed eventually had to 
be sold at a discount as floor models. 
Any reasonable degree of warehouse 
backing made the inventory doublh 
costly ; 


No Encyclopedic Minds 


“Next, and almost as serious a 
problem, was the fact that the aver- 
age salesman on the floor did not have 
full knowledge of all the brands car 
ried by Daniels & Fisher. There were 
just too many different ranges, re 
frigerators, washers, home freezers, 
etc., to deal with. I have always felt 
that a much better selling job can be 
done in appliance retailing if the sales 
man does not have to sort out in his 
mind a multitude of features, one by 
one, as applied to varied appliance 
lines. We found that our salesmen 
were confused by the sometimes con- 
flicting claims of the appliance manu 
facturers involved, and could scarcely 
be able to maintain the encyclopedic 
fund of knowledge necessary to cover 
them all. This hurt us, inasmuch as 
the prospect who depends on the sales 
man to give her confidence actually 
lost confidence when the salesman dis 
played a lack of information. The 
product knowledge that most of our 
salespeople passed along to their cus 
tomers came directly from the back 
of a specification sheet, usually read 
in the prospect’s presence. This cer 
tainly lent very little authority to the 
sales story.” 

Both of these drawbacks were con 
sidered serious enough, in combina 
tion, to warrant a major change in the 
Denver department store’s merchan 
dising theories. Instead of “spread 
eagling the field” with many brands, 
Stalev became convinced that the storc 
could lend its weight far more profit- 
ably to promotion of a single line. 

Substantially abetting this decision 
was the Boyd Distributing Company, 
Inc., Norge distributors in Denver. 
Robert L. Harbaugh, general sales 
manager of the firm, was well aware 
of the product morass into which Dan- 
iels & Fisher had fallen and, in fact, 
had from time to time urged Staley to 
switch to a single line. In January of 
1953, A. P. Sonneman, president of 
the store, T. E. Braunschwager, gen- 
eral merchandise manager, and Staley 
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got together with Harbaugh and de- 
termined to make the switch. 


New Moves 


Making a clean sweep, of course, 
demanded some moves new in the 
store’s history. First, through heavily 
advertised special promotions, all of 
the surplus brands were sold off. Mean- 
while, Daniels & Fisher reduced the 
overall size of the department, per- 
mitting the display of far fewer appli- 
ances with the same eye-appeal. ‘This 
immediately made it possible to get 
inventory down to a level in propor- 
tion to sales turnover and to eliminate 
almost altogether the heavy load of 
paper work and physical handling of 
appliances. 

o make one-line specialists of the 
four-man sales staff, the Denver re- 
tailer set up a weekly sales-training 
program—which must be attended by 
all personnel at every presentation— 
in place of the rather haphazard sched- 
ule conducted by the representatives 
of competing manufacturers in_ the 
past. Sales meetings are now held 
each Tuesday evening, concentrate on 
one appliance at a time, and have been 
so solidly sold to the sales staff that 
every specialty man can spout off an 
excellent product story on every item. 

“The closing of sales is much 
easier,” says Staley. “Right from the 
outset, results backed up our conclu- 
sion that it is both possible and 
profitable for a store such as ours to 
put our entire promotional effort into 
one general line of white goods.” 


No More Specialists 


Some specific examples of how 
this major Denver appliance outlet has 
benefited include the fact that all 
salesmen now are selling all appli- 
ances. ““By this we mean that there are 
no longer ‘refrigerator specialists’, 
‘washing machine specialists’, etc.,” 
Staley says. “Thoroughly grounded on 
the line involved, familiar with every 
sales point and able to project it well, 
salesmen who found it tough to talk 
washing machines in the past are now 
selling them as easily as refrigerators or 
T-V sets.” 

In addition to well-balanced, effec- 
tively-presented sales meetings. the 
distributor has given Daniels & Fisher 
a helping hand with home economist 
service. Mrs. Bunny Carter, a factory- 
trained home service director on the 
Boyd staff, is constantly on duty in 
the appliance department and works 
directly with Miss Margaret Harvey, 
the department store’s advertising di- 
rector. She helps to develop promo- 
tions, to follow up on advertising 
events, and carries out individual 
home demonstrations on every Norge 
appliance sold through the store. 
“That is one of the areas in which we 
were most weak before,” admits 
Staley. “Due to the multiplicity of 
appliance lines carried and the lack 
of a store economist, a really impres- 
sive home demonstration was seldom 
made when a new appliance was in- 

(Continued on page 124) 








to sell... 


" 
be 
( yt why it pays 
-—- 


TENNA>+ ROTOR 





Model No. U-83 
Fully automatic. 
Set it and forget it! 


Complete new styling—modern with new 
eye appeal. Redesigned inside and out. See how 
both models have been improved for easier installa- 





More powerful pre-selling than ever —TV, 
magazines, newspapers. Sound reasons why 


tion... better service. And remember only Alliance Alliance-Tenna-Rotors will continue to be the profit 


; 8 
has the rotator that's fully automatic! line for you! Better get your order for new models 


in right now, so you'll be ready when the adver- 
tising breaks. 





MORE THAN 1,000,000 ALLIANCE TENNA-ROTORS NOW IN USE 
ALLIANCE MANUFACTURING COMPANY, ALLIANCE, OHIO 
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Het onthe Fort Poa with, 
Slectresteem 


world's largest advertiser of electric steam products 


We're going all-out to pre-sell millions of 
prospects for you—prospects for 
ELECTRESTEEM, the world’s finest 
supplementary space heater. We're upping 
production tremendously to avoid last year’s 
critical shortage among dealers who failed to 
anticipate demand and lost out on 
thousands of dollars worth of profits 
Advance orders point to record sales —so—be 
smart 


order early order enough to keep on 


earning healthy profits all season long 


IT’S EASY TO SELL ELECTRESTEEM SUPERIORITY 


Safest Auxiliary Space Heater in the World 

e@ Highest Efficiency cf Any Available 
Supplementary Heater 

e Highest Economy—Less than 2¢ Per 
Operational Hour 


Portable, Healthy, Safe Steam Heat From 
Any Wall Plug 


Don’t Get Caught Short—Order Your Stock Early — 
Order Both Models (8-section and 10-section) 







ELECTRIC STEAM RADIATOR CORP. 
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BIGGEST AD PUSH 


Here’s the BIG PUSH for You! 
Glectresteem's 


GREATEST CONSUMER CAMPAIGN 


30,809,868 


BIG-SPACE ELECTRESTEEM RADIATOR 
SELLING MESSAGES IN THE 
NEXT 5 MONTHS 





SUNDAY ROTOGRAVURE IN 
ALL 26 MAJOR MARKET AREAS 


Hits ’em right in your own backyard 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

BUFFALO Courier Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
COLUMBUS Dispatch 
DENVER Post 

DES MOINES Register 
DETROIT News 
HOUSTON Chronicle 
INDIANAPOLIS Star 


LOS ANGELES Times 
LOUISVILLE Courier Journal 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 

WEW ORLEANS Times-Picayune & States 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 

ST. LOUIS Post Dispatch 
SEATTLE Times 

ST. PAUL Pioneer Press 
WASHINGTON Star 














GET YOUR NAME 
IN THE ADS! 


As an ELECTRESTEEM 
Dealer, your name 
and address appears 
right in the ads in your 
Sunday newspaper— 
for the maximum 
local selling boost 
you want. Whole- 
salers in the above 
cities have the details 
—ask them! 


ORDER YOUR STOCK NOW 
—GET INTO THE ADS 
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stalled. Now, however, either Mrs. 
Carter or the salesman who sold the 
appliance can do so with perfect 
aplomb. In fact, both are usually on 
the job when the appliance is deliv- 
ered to keep the housewife well im- 
| pressed.” 








One Line Sales 


Is the appliance department losing 
| business because it carries only a sin- 
| gle-line? That question, says Staley, is 
easily answered. “We are thoroughly 
justified in placing our major effort 
on one general line. We feel that our 
| intimate knowledge of the product, 
| and more important, the ability to 
| pass it along to the prospect. invariably 
| win over a lot of women who have 
come in in search of some other brand. 

More often than not when an unsold 

prospect leaves, one of the salesmen 

has her name and address and will visit 

her home to play up the line which 

he now knows so well. This works out 
| because in a very short period of time, 
our sales force has found the advan- 
tage of complete product knowledge 
has far over-shadowed any disappoint- 
ment which may have arisen from the 
lack of a particular piece of merchan- 
dise.”’ 

The time element in white goods 
merchandising has also benefited 
through this program. Deliveries are 
swift. Daniels & Fisher can likewise 
depend on swifter, more efficient serv- 
ice and co-operation than in the past 
when its spread-eagled inventory, 
bought from many suppliers, some- 
what cancelled the store’s weight with 
distributors. 


Results 


After six months of one-line opera- 
tion, Daniels & Fisher’s sales far ex- 
ceed expectations, particularly in au- 
tomatic washers. Where a year ago 

| Staley was getting approximately two 
percent of the total automatic washer 
business in the city, he is currently 
getting 7.6 percent. The store has been 
consistently surprised at its prowess in 
automatic washer sales, turning over 
at least one per day since February 3 
of 1953. Increases in refrigerator, 
range and home freezer sales have 
been similarly impressive. 

“While these figures may not indi- 
cate complete accuracy, the degree 
of accuracy should be about the same 
for both years,” Staley declares. “Here, 
we feel is a concrete indication of the 

| outlook for the future. In every appli- 
ance type, according to the Colorado 
Public Service Company, our local 
utility, we have increased our per- 
centage in the Denver trading area. 
To sum up, I would say that the suc- 
cess of the whole operation is based 
primarily on whole-hearted co-opera- 
tion between the retailer, distributor 
and manufacturer. In practicing the 
belief that what benefits one benefits 
all of us, we feel that we have come 
a long way toward converting a dismal 
| profit picture into a cheery one.” 


End 
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COOKERS 





Bigger, Better Pay-off Promotions from 
Presto...In Store for YOUR Store! 


Now is the time to look ahead to greater sales and 

profits with PRESTO ... promotions that triple traffic in your 
store, move more merchandise day after day, insure more sales 
and profits for you! Backed by hard-hitting national ads in 

top circulation magazines, free newspaper mats, hard-hitting 
point-of-sale aids that make buyers out of lookers, the 

PRESTO program is made to order for alert dealers. 


Get complete details for increased sales: 

Terrific pad and cover offer with PRESTO Vapor-Steam Irons... 
big extra-profit incentive with PrestO Deep-Fryers... 

more profit promotions for PRESTO Cookers! 


CONTACT YOUR DISTRIBUTOR NOW! 


AVTOMAYVISG 


Deep Fryer 
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NATIONAL 
PRESTO INDUSTRIES, INC. 


Eau Claire, Wisconsin 


OVER 19 MILLION SATISFIED PRESTO USERS 


ABVEMATIG 


Vapor-Steam [ron 
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TS A FACT... 


12 


OF ALL ROOM CONDITIONERS 


SOLD IN 1952* 
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WERE EQUIPPED WITH 


) 
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it’s no wonder leading refrigeration manu- 
facturers choose Tecumseh— 

LOW INITIAL COST—Large production, 
based on constant demand, keeps unit costs 
amazingly lew! 

SMOOTHER OPERATING—Completely 
sealed in oil .. . internal or external spring 
mounting eliminates vibration and gives you 
smooth, quiet operation. 
COMPACT-—Specially designed for self-con- 
tained window or console air conditioning 
uses where space is a regulating factor! 
MINIMUM OF SERVICE CALL-BACKS 
because of more efficient over-all operation. 
Saves time and money for both you and your 
customers! 


*As reported by Electrical Merchandising 


nasal 








Model $2516, 4 H.P. 
single cylinder capaci- 
tor start compressor. 





Model 87616, % HP. 
twin cylinder capacitor 
start compressor. 


For complete information about the Tecumseh 
Hermetics, write Dept. M-3 today for this free booklet. 


















oo 
LJ TECUMSEH PRODUCTS 





One Dealer’s Plan for Financing 





believe that there may be some in- 
stances where we would be doing the 
applicant a definite service if he could 
come into your bank and discuss his 
application in detail with your credit 
man 

“The application form we will fill 
out in my store is necessarily a short 
form. My employees are not experi- 
enced credit persons and I admit that 
it is possible that some of the credit 
applications we will fill out may be 
incomplete or somewhat inaccurate. 

“You probably use a long form 
which contains a detailed income and 
expense section. When your experi- 
enced credit man works out this sec- 
tion with the applicant he has an 
opportunity to ask a lot of questions 


CONTINUED FROM PAGE 101 





privilege. Some have attempted to 
discount bad risks because of a pressing 
need for cash. There are large amounts 
of overdue and uncollectible floor plan 
loans in some markets. This results in 
some dealers accepting bad risk time 
payment contracts. 

Consumer loans fall into one of 
three categories. These are prime, 
intermediate and bad. The largest per 
cent of loans granted fall into the in 
termediate classification. Dealer re 
course loans are usually completed in 
the dealer's store where the lender 
does not have the opportunity to see, 
question, qualify or classify the appli- 
cant. The lender does not have an 
opportunity to develop the applicant’s 
income and expense data. He has to 





How Non-Recourse Plan Works for Dealer Davidson 


“Since we have learned a litile about judging credit 


(since inaugurating 
increased our sales. 


the plan) we 
In the past six weeks our company 


have considerably 


hasn’t had a single credit application rejected . . . 

*“We now have a fairly good idea whether or nor the bank 
will accept an application as soon as a form is filled out. If 
the application is questionable we immediately attempt to 
convert the sale to a cash basis, or to a 25-percent-down 
and 25-percent-a-month short term contract which we carry 
ourselves, or to a credit union or other form of loan. So far 
we haven't lost a single sale which was signed up on a credit 


basis and we are 
formerly lost.” 


definitely 


closing sales which we 





which we can’t ask, even if we knew 
how, without seeming too nosy. He 
has an opportunity to classify and qual 
ify the applicant. Perhaps he can dig 
out some additional income which 
we have overlooked. Perhaps a larger 
down payment or fewer months to 
pay will make the application accept 
able. 

“However, let’s assume that no ad 
ditional income was uncovered and 
the detailed income and expense fig- 
ures still indicated there wasn't 
enough income left to make the nec- 
essary payments on the proposed 
new loan. You would have plainly 
demonstrated to the applicant with 
his own figures that he was over- 
stepping his ability to pay. 

“Suppose you advise him in a nice 
way that he might get involved and 
ruin his credit. You suggest that he 
postpone this purchase until he pays 
up some of his present obligations or 
increase his income, then, to come 
back and try again. This way you 
might make a friend and future cus 
tomer for your lending institution 
and for the Blank Appliance Com- 
pany. Isn’t this better than just re- 
jecting the application?” 


Why Banks May Prefer Nonrecourse 


In the past banks have preferred as 
many guarantors on a loan as pos- 
sible. One example is the financing of 
appliances and 'T'V time payment con 
tracts on full or partial recourse to the 
dealer. Some dealers have abused this 
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lean on the dealer or reject a lot of in- 
termediate applications. 

If the dealer gets into difficulties 
and can’t pick up his delinquent ac- 
count and repossessions or if the 
dealer goes out of business, the lende1 
is in for trouble. Most of the banks 
that handle both dealer recourse and 
direct installment financing — will 
frankly admit that delinquents and 
repossessions are much higher on 
dealer recourse type than on the direct 
loans. 

Dealer recourse financing requires 
experienced field men who work with 
dealers and solicit their accounts. 
here is a definite cost for securing 
these loans. On the nonrecourse, di 
rect loan plan this cost is eliminated 
You, the dealer, solicit these loans for 
the bank. The borrower’s ability to 
pay is accurately calculated, the loan 
is safer and it costs the lender less to 
obtain. 

Some banks have diregarded the 
dealers’ signature and have advised 
their loan officers to look entirely to 
the consumer for full responsibility. 
Other banks are voluntarily switching 
their dealer recourse accounts gradu- 
illy over to the direct nonrecourse 
plan. 


Why Dealers Should Want Nonrecourse 
Financing 


Dealers who were in business in the 
late 20’s and early 30’s know the 
danger of recourse financing. When 

(Continued on Page 130) 
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this... 





or this 





PRODUCT...PROMOTION...DISCOUNTS 
make the difference with 1954 Raytheon TV 


When the shooting dies down and the smoke lasting customer satisfaction. $$$$ — Peppy 
blows away after each TV selling season—have Promotion—the kind of sure-fire advertising and 
you made or lost money? If one of the brands promotion aids you asked for, a full house of 
you got behind was Raytheon TV, chances are ‘em. $$$$$ — Healthy Discounts—you're not 
you made money. For 3 reasons: $$$—A Good on a treadmill to earn a buck with Raytheon 
Product—sound engineering means fewer call- TV. Your discounts are pink-cheeked and 
backs, more sales features, top performance, healthy — not thin and run-down. 


lx Check Raytheon Profits—This Week 





RAYTHEON MANUFACTURING CO., TELEVISION AND RADIO DIVISION, 5921 WEST DICKENS AVENUE, CHICAGO 39, ILLINOIS SS _— 
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THE NEW APPROACH IN DESIGN AND MERCHANDISING Mat dutut Lut: meth 


THE MURRAY CORPORATION OF AMERICA 
Home Appliance Division 
Sales Offices: 7700 Russell, Detroit 11, Michigan 
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ASY and BIG fall kitchen- 





remodeling profits ! 


aeaiers reel, 
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,~git was pointed out by the owner 
of one of the country’s largest 
appliance outlets, “is the problem 
stallation. It is hard to de- 
ine a price without an exten- 
survey of the customer’s | 
e. I think the manufacturers | 
ld design a number of stand- 

kitchens built so that they can 

nstalled at a minimum of cost 

just average workmen.” 

n spite of objections of this na- 

ure, business by most of the 

kitchen cabinet firms has been 

more brisk this summer than last | 
summer, a check reveals. 


So ASUM OP 


™ 
season. 


Many of the dealers attending 
the show have been looking for | 
ways to spend their marketing 
efforts. Kitchen remodeling and | 
the kitchen cabinet business is one ‘| 
of the avenues open to the aggres- 
sive merchants, some of these 
dealers feel. . 

“The big problem in this field,” 
it was pointed out by tho cw 
jof one of the cour ia 
| appliane ; 
lag t 
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KITCHENS ARE HOT! It's true .. . even activity in conventional steel 
kitchen lines has been ''more brisk this summer than last,’’ says Retailing Daily— 
despite planning, pricing, installation problems. Now Murray licks that objection! 


] 
“The big problem in this field,” | Pt 
\ tt 








2. PREPLANNED KITCHENS help solve all these problems... clear the 
road to fast, easy, big profits for ‘‘aggressive merchants!’ Note that one measure- 
ment along one wall is often all the planning needed for Murray Homemaking Centers 





3. SEI LUG-INS”... truly a one-package sale! Many preplanned 
Centers, each with its own package price, make it possible to make just one meas- 


urement, then pick the Homemaking Center that fits the available wall space! 









































ai | 





5. EASY INSTALLATION! This revolutionary idea of standard package 
kitchens eliminates many of the problems of installation . . . reduces other diffi- 
culties. It's your sure way to get the lion's share of the fall kitchen-remodeling 


business in your area. Ask your distributor! 
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4. COMPLETE PACKAGE! Homemaking Centers aren't haphazard group- 
ings of sink and cabinets . . . they're scientific work centers . . . include facilities for 
‘push-button’ dishwashing, waste elimination. Most even include lighting! 





6. PROMOTION EXCLUSIVE! Murray's merchandising program is abso- 
lutely the only promotional effort placed completely behind preplanned, package- 
price kitchens—that makes the most of this profit-packed ideal Ask about 
Murray's new films... mats, displays, danglers, mailers| 
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Small Motor Specialist 
Praises Burnout Protection 


of KLIXON Protectors 


WEST NEW YORK, N. J.: John Limonta of the United 
Electric Company, specialists in small motor repair, speaks 
from his years of experience on the benefits of KLIXON 
Inherent Overheat Protectors. 

“As a service man I see the need of protection in motors. 
In fact, I know of one motor manufacturer who built a good 
motor, but went out of business because he did not have 
protection in his motors. I believe he would still be in 
business, if he had used Klixon protectors. We do far less 
rewinding of motors which have Klixon motor protectors 
in them.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 





The Klixon Protectors illustrated keep 


motors in electrical appliances and other 


soy motor-driven equipment from overheating 
ee and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
Automatic motor operation. 
Reset 
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One Dealer’s Plan For Financing 





the depression hit, a prominent dealer 
in Birmingham, who had a net worth 
well up into six figures, paid out his 
entire fortune in repossessions. He 
made good on everything, but it broke 
his health and he never recovered. 

A small dealer in Miami had re- 
possessions amounting to over $30, 
000 in one month. The only reason 
he didn’t fail was that there was a 
I'lorida law that made it impossible 
for the lender to repossess the equip 
ment and also sue for the unpaid bal 
ance. Many other dealers were in the 
same—or a _ leakier—boat. Hundreds 
failed. 

If a dealer should want to close out 
his business or should die, it would 
be difficult to settle his estate until 
the recourse contracts were all paid. 
It would probably be necessary to 
maintain a service organization with 
out income until these accounts were 
paid out. But on a nonrecourse basis 
every sale is a cash sale. There are no 
hold backs, hold ups, delinquent ac 
counts to make up, Or repossessions to 
pick up. 

Some banks have requested the 
dealer operating under this non-re 
course plan to agree that in case the 
bank has to repossess an appliance 
sold by the dealer, he will pick up 
the appliance after the bank has ar 
ranged the release and take it to his 
tore. The dealer will then make any 
necessary repair and sell the appliance 
for the account of the bank at the 
agreed market price. The dealer will 
be paid for all his work and service, 
but is not to make any profit on the 
transaction 


Objections 


Some dealers prefer to have their 
customers make their time payments 
in their stores. This keeps the dealer 
in constant contact with the customer. 
It gives the dealer opportunities to 
sell the customer traffic appliances and 
other products on each visit. The 
dealer has direct knowledge when the 
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final payment is made and customer 
is open to buy. This is not possible 
under the direct, nonrecourse plan. 
At present, all payments must be 
made direct to the bank. Plans for 
overcoming this objection are being 
considered. 

The nonrecourse time payment 
contract can’t be closed in the deal- 
er’s store. It is necessary for the pur- 
chaser to go to the bank to sign the 
note. Sometimes the signatures of 
both husband and wife are requested, 
but only one has to sign at the bank. 

Dealers using this plan have re- 
ported that only a very few persons 
objected to going to the bank to sign 
the contracts. Most persons were 
glad to be dealing with an established 
financial institution which offered rea- 
sonable rates of interest and where 
other facilities were available once 
their credit was established. 

Some dealers may find that they 
are receiving a higher rate of rejections 
on the nonrecourse basis than they 
did on recourse. If rejections amount 
to over 25% they may need to up- 
grade their applications. However, if 
this condition should exist it will tend 
to equalize as the lenders turn more 
and more to full dependence on the 
borrower or consumer. 


The Actual Mechanics 


The dealer gives the party going to 
the bank an invoice covering the pur- 
chase. This person signs the papers 
and takes the envelope containing the 
contract home for the second party to 
sign. The envelope containing the 
signed contracts is given to the dealer 
when the appliance is delivered. The 
dealer’s check is on the front of this 
envelope. The dealer fills in the serial 
number on the contract, signs the 
nonrecourse receipt, retains his copy 
of the contract and gives one copy to 
the bank. He then endorses the back 
of the envelope and deposits it in his 
bank and it is honored the same as 
any check. End 











"HE DOESN'T KNOW HOW TO FIX ANYTHING—BUT WITH HIS NEW POWER TOOLS 
HE BOTCHES THINGS UP MUCH FASTER.” 
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TWO BRIGHT NEW STARS IN THE LINE OF 


CROSLEY RADIOS 





Newest, 

most magnificent 
clock- radio 

ever designed... 


VLP. ee heat 


You’ve never seen anything like it! You’ve 
never heard anything like it! A gleaming gold 
electric clock—far more impressive than anything 





you ve ever seen—and a wonderful radio .. . 

especially wonderful because it’s built with a special 
3-directional speaker! Sound comes from the right, left and 
front of the receiver, giving you rich Crosley tone with mag 
nificent new depth. The V.I.P. turns itself on and off auto- 
matically and automatically turns appliances on and off, too! 
In maroon, blue, black, and green. So distinctive it opens a 
whole new market! 






Sky-high 
style... 
bed-rock price... 


pplstll Table Radio 


Slick and powerful as a senior’s dream 
of the future, this new Crosley Graduate shows 
you what a designer can do with a radio 
cabinet when he’s inspired, talented and 
living in tomorrow’s world. And just listen to 
it play! You'll discover unusual sensitivity, 
stability plus the power to pull in distant 
stations . . . without interference . . . without drift. 


In red, chartreuse, mottled mahogany. At a price take 
that keeps ’em moving! Now 
*Suggested retail price g ss deans 

: (HCO) 














Colors fresh as a rainbow . . . smart, smooth ‘“‘look-ahead”’ 


design .. . and electronic genius are yours to display 


and sell when you carry the Crosley line. 


Take those two beautiful portables at the top, right. 
The “Skymaster,”’ remember, is the world’s 

first portable clock-radio! And both “Skymaster”’ 
and “Skyrocket”’ fit right into an extra 

sale with a smart carry case avail- 


able in rich, genuine leather. 


Talk about clock-radios! The distinguished 
V.I.P. leads you to a selling group of three 
more Crosley beauties. E-75 wakes its 
owner to music; E-85 adds a buzzer alarm 
and turns on appliances. E-90 

does all those things and turns itself (and 
appliances) off, too. All at 

prices lower than your customers 


would expect to pay! 


And here’s your regular bread and butter—table radios 
for every room, every ear, every taste! FM- 
AM for customers who enjoy the distinction of 
ultrafine trebles and basses. Crosley Coloradios 
for folks whose tastes show a popular 

bent. The Decorator to fill a formal 

room with console-like reception. And 

the Graduate, priced to pull every man, 


woman, and child right into your store! 


*Suggested retail price 
HERE'S HOW YOU CAN GET YOUR CROSLEY RADIO DISPLAY STAND 
Radio Sales Dept., Crosley Div, AVCO Manufacturing Co ; r > ‘, 
Cincinnati 25, Ohio Nay )° 5 
] 
Sir: Please forward this coupon to the proper Crosley Distribut want 1/9 \ 
to increase my rodio sales with the Crosley Radio Display Stand u ry 4 } 


NAME } 


ADORESS 


Your radio sales deserve the 
colorful, compact, compelling 
Crosley Display Stand. Mail in 
this coupon, and it's yours at 
no extra cost 







Get set for a bonanza with 


CROSLEY RADIOS 





CROSLEY "SKYMASTER" 


chartreuse, blue, black 


batteries) 


Red, green, 
$39.95" (less 





V.LP. 
black. $59.95* 


Green, maroon, blue, 


£-85 —Citron, flame, willow, 
sandalwood. $34.95" 





FM-AM— Blue, tan, green, 


maroon. $64.95* 





DECORATOR — Maroon, tan, gray, 


green. $39.95* 


Another exciting 
Crosley first! 


New Portable Clock-Radio- 
Phonograph. All the automatic 
features of a superb clock 
radio plus a phonograph that 
turns itself on at a pre-set 
time, plays all speeds even 
changes mixed sizes! Bound 
to be a success at $119.95." 


CROSLEY "SKYROCKET" Red, gree 
chartreuse, blue, black 


batterie 


$24.95" 





&-75 —Citron, fame, willow 
sandalwood. $27.95* 





E-90 — Chartreuse, cherry, gray 
black, white. $39.95" 





iis 4, 


COLORADIO — Chartreuse, bive 
steel blue, tan. $39.95* 





GRADUATE —Red, Chartreuse, $21.95" 
Mottled Mahogany. $19.95" 
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4 

In merchandising electric ranges today, the healthy profit you 
need to run your business is hard to come by. What with special price 
inducements, over-liberal trade-in allowances and cut-price installa- 
tion offers, you're hard-put to lay away a dollar. 

That’s why a solid line like Preway belongs prominently on your 
sales floor for Preway gives you, feature for feature, every advan- 
tage in automatic cooking that you need to excite women. Even more, 
Preway gives it to you in a quality construction package so well made 
that it earns the Form “O” rating of the Underwriters’ Laboratories. 
And best of all, Preway gives you all of this at a price that’s nearly 
a hundred dollars less at retail than comparable electric ranges. 

That gives you, Mr Dealer — the price leadership you want and 
need to fight competition and build store traffic ... and you can have 
it without any sacrifice of your normal mark-up. Then, isn’t this 
Preway thinking cap for YOU — just as it is the cap that fits so 
comfortably, and profitably, on the heads of so many other alert 
dealers, everywhere? Why not try it on for size — without obligation? 


Just phone, wire or write today for full information. 


id 1 a 


WISCONSIN RAPIDS, 


known as Prentiss Wabers 


1953 


9953 SECOND STREET, N. 
wis. 


Products Co. 
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"GRASS-ROOTS" PROGRAM 4 


Ask your Whirlpool distributor about the 
new, powerful LOCAL advertising pro- 
gram specifically designed for your 
needs. If you’re not a Whirlpool dealer 

. better join up now .. . you'll be 
WHIRLPOOL CORPORATION, he much better off profit-wise ! 
St. Joseph, Michigan , 


Clyde, Ohio @ LaPorte, Indiana 
IN CANADA: John Inglis Ltd., Toronto, Ontario 


- - 


tact 
: 


2? 


- 


You get the most complete line of home laundry appliances from 


WHIRLPOOL ...WORLD’S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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METAL PRODUCTS, INCORPORATED 





General Offices: 921 Monroe Avenue, Aurora, Illinois 





LYON 


Sold Nationally through Direct Factory Dealers 


A PARTIAL LIST OF LYON STANDARD PRODUCTS 





Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 


cessful solution of problems arising 
from these conditions: 

1. Until recently, few appliance 
dealers or consumers knew such an 
appliance existed. 

2. There were no electric-incinera- 
tor-minded local distributors when the 
units were first introduced. 

3. Gas models are competitive, with 
a price differential resulting from two 
factors. First, the higher cost of the 
clectric unit is a reflection of small 
production. Second, for some unac- 
countable reason, there is a 10 percent 
Federal excise tax on electric units, 
none on the gas. 

As a non-merchandising utility, the 
Cleveland Electric Illuminating Com- 
pany has planned its promotion to 
“plow the field” for the electric in- 
cinerator, leaving it to dealers to reap 
the sales. 

CEI first began promotion of this 
appliance about two years ago. Work- 
ing with the distributor, the utility’s 
residential sales staff got about 100 
dealers in its 1700-square mile service 
area to stock and display the electric 
incinerator. CEI also produced a 
colorful point-of-sale display card, and 
supplied it free to the dealers 

While a special sales contest was set 
up for dealers, a special mailing went 
out to the 70,000 selected residential 
customers offering free flower seeds to 
those calling for them at their dealer's 
address. Seeds and cards were made 
available by the CEI and the distribu 
tor. 

About 75 dealers were represented. 
The mailing was sent to neighbor- 
hoods where absence of natural gas 
gave the electric incinerator a special 
sales advantage. 

While a considerable number of 
seed packages were given away, com- 
paratively few sales were made. How 
ever, each seed transaction supplied an 
opportunity to spread the news about 
the latest type of disposal unit. 

The ‘Toledo Edison Company has 
concentrated most of its promotional 
activities in suburban areas where 
there is no regular garbage collection 
and the homeowner has the problem 
of how to get rid of trash. Many com- 
munities forbid backyard burning, 
which at its best, is messy and dan- 
gerous. Therefore, many dealers in the 
Mid-West are selling the electric in 
cinerator which meets all the needs 
and civic requirements. 


Measure of a Good Appliance 


Detroit Edison has three require 
ments for any appliance—and finds 
that the electric incinerator meets all 
three. They feel that it should be a 
load-builder (600 watts) to produce 
revenue for the company. Some load 
builders have the drawback of build- 
ing load at a time of system peak, but 
many electric incinerators are timed to 
operate during the off-peak periods (9 
to 10 a.m.; 2 p.m., and 11 p.m.) 

The second requirement, again met 
by the electric incinerator, is that they 
give customer satisfaction—it does a 
good job at an equitable operating 
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cost. And finally, incinerators cost 
little to service and require few serv- 
ice calls. 

“If the appliance stands well on 
these points,’ George points out, “we 
include it in a big promotion program. 
Actually, the incinerator is a natural 
for utilities as well as for dealers. It 
has good automatic operation. Instal- 
lation is comparatively simple—either 
in basement, utility room or kitchen. 
It must be flue-connected, but there is 
no special wiring. We find that it costs 
about $18 a year to operate. 

“We have sales training meetings 
about every two months so we can 
solve dealer problems,” George adds. 
“In many ways we have expended 
as much on the Calcinator promotion 
as we are spending for ranges. In 
comparison to promotion expenses for 
the sink food-waste disposal unit, the 
electric Calcinator ratio is five to one 
at the moment. The number of deal- 
ers has increased also. In 1951 we had 
about 30 dealers working on this pro- 
gram; in 1952 there were about 120 
dealers. 


Promotion and Training 


“The 10-point program we use to 
carry out our activity consists of the 
following 

1. Intensive sales training of De 
troit Edison customer office person- 
nel, 

2. Literature sent out with small 
appliance repair stuffers. (Approxi- 
mately 17,000 repaired small appli- 
ances a month.) 

3. Incinerator newspaper ads (in 
March we ran ads in Detroit dailies, 
$8,989; district dailies, $3,269; De- 
troit weeklies, $5,498; district week- 
lies, $5,820; magazines $1,341, for a 
total of $24,917). 

4. Window trims in 75 customer 
offices. 

5. Display cards on Detroit Edison 
trucks, and one month posting of 165 
billboards (during August). 

6. Dealer and plumber helps. 

7. Tie-in sales in Edison offices. 

8. Employee special sales. 

9. Displays at fairs 

10. The servicing of electrical op- 
erating parts at no cost. 

“It’s a year round activity,” says 
George, “but our greatest efforts are 
during March and September. Exper- 
ience has taught us it is the best time 
for promotional work because, in the 
spring many people are cleaning up. 
And again in the fall, refuse becomes 
a renewed problem.” 

Detroit Edison Company has also 
found it to be effective to work with 
municipal governmental agencies, 
counseling them when they are con- 
templating passing of an ordinance 
revision concerning trash collections. 
Much technical assistance has been 
given by the utility to the city of De- 
troit, which has the backing of a state 
legislative enabling act. And Detroit 
has been working—with no conclu- 
sion yet—on a new garbage and fresh 
disposal ordinance. 

(Continued on page 140) 





SEPTEMBER, 1953—ELECTRICAL MERCHANDISING 








> 


on 


55 


yp 

1ys 
er- 
ne 


he 


1€S 











HOW TO BRING MORE CUSTOMERS 


INTO YOUR STORE 





Advertise with 


YOUR NAME 
APPLIANCE STORE 


YOUR PHONE NUMBER 






MAKE LOCAL THEATRE CROWDS 
YOUR CUSTOMERS 


The Screen Broadcast Companies 
Motion Picture 
Advertising Service Co., Inc. 
1032 Carondelet St., New Orleans, La 


United Film Service, Inc. 
2449 Charlotte St., Kansas City, Mo. 


Members of Movie Advertising Bureau 





CANADIAN DISTRIBUTOR: 
AD FILMS, LTD., TORONTO 


| 
l 
l 
| folder that tells how I can get more customers by advertising in the movies, 
| 
| 
| 








pce"! SPOT MOVIES in your local theatres 





REACH YOUR BEST CUSTOMERS. For a fraction of what it costs to print and mail circulars, you 
can advertise in your local theatres with expertly prepared, /ive-action talking motion pictures IN 
FULL COLOR. These se//-packed movie shorts demonstrate the time and labor saving advantages of 
electrical appliances . . . emphasize their convenience and importance in today’s home, SPOT MOVIES 
reach your best prospects . . . the people who live in your trade area. No other form of advertising 
is so intense .. . gets such concentrated attention. The last 1/3 of each film features your business 
name and address on the giant screen, and your persuasive spoken sales message. 


TWO TYPES OF SERVICE ARE AVAILABLE: 

First: “The Screen Broadcast” Appliance Campaign, a series of hard selling, beautifully produced 
films, designed to help the sales of any appliance dealer. 

Second: Manufacturers’ specific films. Many leading appliance manufacturers think so well of the 
movie medium they have had a special series of films produced featuring their products, If you are 
an approved dealer for any of the following companies, we can serve you with the manufacturer's 
specific films: 


Apex Washers General Electric Magic Chef 
Chambers Ranges Hoover Maytag 

Crosley Hotpoint Norge 

Deepfreeze 1. H. Refrig. Philco Refrig. 

Estate Stoves Kelvinator Speed Queen Washers 
Frigidaire Leonard Westinghouse 


UNITED FILM SERVICE, INC. or MOTION PICTURE ADV. SVC. CO., INC. 
Dept. EDS Dept. ED9 
2449 Charlotte $t., Kansas City 8, Mo. 1032 Carondelet S1., New Orleans 1, La. 


Please send me, FREE, your illustrated 
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The PANAVUE — 2l-inch table 
model that gives maximum picture 
in minimum cabinet space. Hon- 
duras mahogany veneers. Also in 
comb-grain limed oak veneers or 


mahogany hue Plextone. 





The INVADER—2I-inch console 
in mahogany finish Perma-Veneer 
cabinet of functional design. Also 
in blond comb-grain limed oak 
finish Perma-Veneer. 


The MEPPLEWHITE—2I-inch full 
door console in beautiful period 
cabinet of hand-rubbed selected 
mahogany veneers, 





The CLASSIC —2l1-inch console in 
comb-grain limed oak veneers, 
most appropriate for contempo- 
rary setting. 








The MODERNE—2]1-inch full door 
console in blond comb-grain limed 
oak veneers, smart contemporary 
design, gold finish decorations. 


The CLASSIC —2l1-inch console in 
distinctive cabinet with Chinese 
story carving on doors. African 
ribbon-striped mahogany veneers. 





The CLASSIC — 21-inch console 
with individually hand painted 
Chinese legend design on full 
opening doors, background of 
ivory, red or ebony lacquer. 

























The WENTWORTH — 24-inch 
aluminized picture tube, in com- 
"se cabinet of hand-rubbed ma- 
nogany veneers, with decorative 


recessed speaker grill. 
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Merchandising 


AT A PROFIT 
with this exciting new 


STROMBERG-CARLSON 
1954 LINE 


Every model available with strip type tuner or, 
at extra cost, continuous UHF-VHF tuner 





















“There ts nating, fine 1 Min a 


STROMBERG- 


STROMBERG-CARLSON COMPANY, ROCHESTER 3, N. Y. 
































The EMPIRE—24-inch aluminized 
picture tube, in cabinet of blond 
comb-grain limed oak veneers, 
with disappearing tambour doors 
and recessed speaker grill. (Also 
in Honduras mahogany veneers.) 


1953—ELECTRICAL MERCHANDISING 











1. OWNER PRIDE AND ENTHUSIASM 


Nation-wide survey just completed shows 91% of 
Stromberg-Carlson owners would enthusiastically 
recommend a Stromberg-Carlson to friends in 

the market for television! Your best lead to 

another sale is a Stromberg-Carlson purchaser! 


2. PRODUCT DISTINCTION 


Outstanding in performance features and furniture 
styling—and it’s priced to let you do busines 
at the profit you deserve! 


3. ADVERTISING WITH 
CUSTOMER “COME-HITHER”” 


Spearheaded by the most distinctive, most 
persuasive full page, full color ads ever run for 
arenrestiiioa the best prospects in your 
town now through December—tied in to your store 
with dramatic point of sale material. 





Exclusive 


21 and 24° 1s | 


NORAMIC VISION 


widest viewing-angle in TV! 


A PRICED FROM $24995" 


Ss. 


CARLSON. 





* Patent applied for 


**Zone 1. Includes excise tax and warranty. 
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HIGH-FIDELITY INSTRUMENTS 





The Stromberg-Carlson “Custom 400”, acclaimed by leading music 
critics, is the standard by which high fidelity musica reproduction is 
measured. It has an audio frequency response from 20 to 20,000 cycles 
per second; 12-inch coaxial speaker; Garrard 3-speed record changer; 
super sensitive AM-FM tuner. 





The IMPERIAL —Television-radio-phonograph combination with 24-inch 
aluminized picture tube and “Custom 400” high fidelity audio system 
for television, AM-FM, and records. Deluxe 3-speed automatic record 
changer. Georgian style cabinet in hand-rubbed mahogany veneers. 





The ROYALE — Television-radio-phonograph combination with 24-inch 
aluminized picture tube and “Custom 400” high fidelity audio system 
for television, AM-FM and records, Deluxe 3-speed automatic record 
changer. Modern design cabinet in blond comb-grain limed oak veneers. 








Custom 400 RPO — AM-FM 

radio-phonograph combina- 
in cabinet of traditional design, tion in modern F 2 cabinet 
hand-rubbed Honduras mahog- of comb-grain limed oak 
any veneers. veneers. 


Custom 400 RPM—AM-FM 
radio-phonograph combination 
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SIM MG 
WOGET Copp 


In Chicago, it takes 2— 


to get a lap ahead! 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 





Sty 
rik 
~ its 


CHICAGO 


SS SUN-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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In 1952, the Detroit distributor for 
Calcinator used two T'V spots a week 
throughout the year. 

Toledo Edison used TV commer- 
cials periodically on a 15 minute pro- 
gram Friday evenings. Five TV pro- 
grams, with a dramatic pitch, were 
used early this year. But since Toledo 
E:dison’s greatest potential market lies 
in the city’s fringe residents, the util- 
ity’s best media is direct mail, or 
through salesmen calling on home 
owners. 

H. K. Jorris, manager of appliance 
sales, says that the average woman is 
less apt to show off her new incin- 
erator than a new range, or refrig- 


erator. “So we don’t get as much sales 
impetus from neighbor-to-neighbor 


contact as we would like. We used a 
commercial that played up the two 
most important advantages of garbage 
disposal. We had a girl stand in front 
of the Calcinator, and hold her hand 
behind her and announce she was 
holding that which a housewife hates 
more than anything else—the garbage. 
Then with a strong thrust, she’d throw 
it into the Calcinator. ‘Now . . . that’s 
all there is to it. It’s all gone, see.’ 

“A good selling point is that the 
user drops the paper wrapped package 
and other burnable trash into the re- 
ceptacle (1.5 bu. capacity) and forgets 
it,” says Jorris. 

“The by-product is fine fertilized, 
or soil conditioner, material, a small 
quantity of ash, which the owner 
doesn’t need to think about for at 
least a three-week period before dump- 
ing. 

Toledo Edison gets a number of 
calls from listeners on this program, 
and the residential sales staft follows 
up the telephone inquiries, in addi- 
tion to inquiries made at the office. 


Home & Flower Show Displays 


Another natural place for populariz- 
ing the Calcinator is the Home and 
Flower Show. In the spring of 1952, 
Toledo Edison’s main display was the 
Calcinator. About 20,000 people 
stopped to see the Calcinator and ask 
questions. Hammering away at the 
public was a series of ads on the build- 
ing page each Sunday. “Many people 
7 the different product ads close- 

Jorris points out. “At this time 
of the year, we feel that we get good 
results by running a fair sized ad.” 

Salesmen in ‘Toledo’s residential 
sales office are required to make 10 
new calls each day. ‘To encourage 
selling the Calcinator over some other 
higher priced item, salesman are of- 
fered a spiff of $10. This bonus en- 
courages sales effort against another 
adverse condition—the matter of taxes 
on incinerator sales. For in addition 
to the Federal excise tax on electric 
models (where none is levied against 
gas units) there is a 1% payroll tax in 
Toledo. This is a tax on income to 
provide additional municipal services, 
including garbage and rubbish collec- 
tion once a week. This means that 
when a person buys an incinerator, he 
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continues paying this 1% tax for a 
service he isn’t using. 

Sales in Toledo, Detroit and Cleve- 
land are growing and distributors are 
constantly adding new dealers. In To- 
ledo for example, they increased from 
20 to 110 dealers last year. Total sales 
were about 800 units. This year they 
expect to sell over 1500 units. Toledo 
Edison did a laudable pioncering job, 
selling 225 of the units last year. 

“Our sales may not be climbing by 
leaps or bounds; we would be sur- 
prised if they did,” says Jorris. “But 
we are making definite headway. 
After the Home and Flower Show, 
where we passed slips to those inter 
ested (for leads), we made 10 sales 
in the next month. Evidently, out 
motto, ‘Plant a rose where you have 
your garbage can’ is beginning to 
catch on.” 


Other Active Companies 


Other utilities helping to push in 


cinerators include Ohio Power, Penn- 
svlvania Power and Light, Hartford 


Electric Light, United Illuminating 
Company (New Haven), Boston Edi- 
son, Consumers Power Co. (Chicago), 
Northern States Power Co. (Minne 
apolis), and two utility service com 
panies—American Gas and Electric 
Co., and Ebasco Services. 


Municipal Disposal Problem 


Sweeping changes in large metro 
politan areas from the old system of 
municipal collection and disposal of 
garbage and trash to a system of indi 
vidual household disposal, pose a 
problem. Early in April, after two 
councilmen had proposed that the 
city end all garbage and burnable 
waste collection, the Cleveland Press 
pointed out that use of sink waste 
units on such a wholesale scale would 
clutter up the city’s hard-pressed 
sewer system and would necessitate 
enlarging it. On the other hand, the 
move would permit the transferral of 
about 1,000 city employees to other 
work, would end all poor garbage col 
lection complaints, and would save 
the city $24 million a year that they 
pay for collections now. Three new 
municipal incinerators are needed to 
handle the present quantity of gar 
bage. 

Critics of city-wide adoption of 
household incinerators point out the 
possibility of pollution of the air with 
odors and smoke from the large num 
ber of units. This problem, say in 
cinerator enthusiasts, has been found 
to be more imaginary than real. Home 
owners, in large housing developments 
where all shelter units have incinera 
tors, say that air pollution comes only 
from improper usage of the units. 

To sum up, as one utility spokes 
man said, “The electric incinerator is 
not a luxury item. As cities begin 
adopting programs (like Cheyenne, 
Wyoming, has now) it will be easier 
for us to sell, because we’ve laid lots 
of groundwork in our promotional 
programs, End 
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Show ‘em the difference 


SELL MORE GAS RANGES 


during the 1953 


OLD STOVE 
ROUND-UP 


Here’s the most Profitable Sales Maker in the history 
of the major appliance business. 








Ask your gas range manufacturer, distributor or gas 
utility how to Tie In and Cash In on this big TRADE 
’"N’ SAVE campaign NOW! 


Only CAGRINCE give you 
HIGHEST profit margins 
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SELL THE “DIFFERENCE” 


with this FREE 20 page booklet packed 
full of EASY-TO-USE SALES-MAKING 
FLOOR TESTED DEMONSTRATIONS — 
MAIL COUPON TODAY! 





RANGES 
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| Most exclusive features 


¢ Smokeless Broilers « Fresh Air Ovens « Any heat 

you want instantly « Flame-kissed flavor « Instant 

“on and off’ heat « Lifetime burner guarantee 
¢ Easy top and oven cleaning 


GREATEST acceptance 


30,000,000 Homes cook with gas 


BIGGEcr unit volume sales 


More homemakers buy gas ranges each year than 
buy all other types of ranges combined. 











SS SS SS Se 
Gas Appliance Manufacturers Association, Inc. 
60 East 42nd Street, New York 17, New York 


Please send me your FREE booklet, ‘Quickie Demos That Sell 
More Automatic Gas Ranges." 
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het ABC ie 
BOOST WACHER 


a a PRODUCTS 


“Hec-0-MaAnic 


COMPLETELY AUTOMATIC WASHER 


Waches ALL your clothes 
cloaner, faster, safer with 
gontle SHAMPOO action | 


super-cleansing 





| x SENSATIONA 
ALES TOOLS THAT SELL 





| « NEW S 
| « AMAZING NE 


/ It's true! Only AB has water-thrilty, 
f Shamp* action! ABC-O-MATI¢ starts cleaning 
water and the full amount of soap 


clothes with a little 
you wash your hair. It gently massages 






























WwW FEATURES 








the same way 
dips ial flexes your wash piece by piece in thick, lathery 
suds. Yes, it’s so gentle and thorough, i's like hand washing. 
ren ABCs xine tA ip th |e NEW PROMOTIONS THAT PULL 






loosening all the dirt 
fr water rinses. “Sp in Aire " devas 


| ; every garment sweet-smelling, fluffy and soft. Ask 
your ABC dealer to demonstrate the remarkable new 


ABC-O-MATK washer and the matching dryer. For hi 
classified ph yne directory, of write direct 


ed with three 


PLUS national advertising 
with a DOUBLE PUNCH 


sepennnee here are matching two-color ads 
on ABC's Matchmates ... to spearhead an in- 





tensive Fall Campai " 
gn on “Shampoo” Washi 
and “Jet-Aire” drying. : anne 


Pe ise colorful, attention-getting ads appear in 

he e Satu i 

ests | Sd aoe reay Evening Post, and Better Homes & 
ardens, in September and October. 


SEE “SHAMPOO ACTION=—See Fh 
pxuctusive ¢ ting t agitator get 





: . you are not an ABC dealer, take steps NOW 
© join up—to sell the home laundry line that 
assures MORE SALES, MORE PROFITS, MORE 
SATISFIED CUSTOMERS. 


Contact your distributor, or write direct 





SEE ABC « TRIPLE RINSE flus h away dirt 
and scum with clean fresh water. Clothes 
are cleaner 


fAmqes 


fe om hard work 


Me ade  ALTORFER BROS. COMPANY ® PEORIA, ILLINOIS 
Specialists in Building Fine Home Laundry Equipment for 44 Years 


whiter and brighter 












ALTORFER BROS. COMPANY 
PEORIA, ILLINOIS 


NEW ABC DRYERS 


with “JET-AIRE” DRYING ACTION Joy A 


Dries ALL your clothes 


gently, safely, fluffy soft... 
Saves on ironing, t00 | 


Think of it! The new ABC Automatic Clothes Dryer ac- 
tually reduces ironing time and drudgery . . . makes wash- 
day easier than ever! That's because garments come out of 
this dryer breeze-fresh and pillow-soft ... amazingly free 
of wrinkles. In fact, tests prove that many things can be folded 
for Storage or worn immediately without sroning 





Exclusive “‘Jet-Aire’’ Action is the secret. Huge quantities 
of fresh, clean air combine with one safe drying tempera- 
ture, removing any trace of annoying heat, lint or moisture 





Make laundry day a holiday. Your ABC dealer will gladly 
show you this wonderful time and work saver. For his name, 
sce classified phone directory, or write direct. 


tee . 


bite LT 
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SEE HOW “'JET-AIRE” ACTION cares 
for your clothes tumbles clothes to 
cloud-softness, safely, efficiently 


SINGLE DIAL CONTROL means no 
temperature troubles no dialing 
dilemmas. Just select the time needed 


, COMPANY © PEORIA, ILLINOIS 
Home | dry Equip t for 44 Years 





































































Pays off with 
full margin— 
no trade-ins! 


Cash in on the growing sales 
of water softeners. Over 
36,000,000 hard-water homes 
need water softeners badly. In 
gleaming white, the Permutit 
Electro-Matic is the perfect 
salesmate for washers, water 
heaters, dishwashers. Your 
present customers are good 
prospects! 
For the Electro-Matic works 
= like magic—removes all hard- 
. ness. It delivers silky soft 
water at every faucet for lux- 
ury baths and shampoos, quicker, easier laundering 
and dishwashing with pure, mild soap—no harsh 
chemicals to cause damage and profit-eating service 
calls on water-using appliances. 
More important! The Electro-Matic can save the 
average family over $16 a month on soap, fuel, wear 
and tear on home laundry . . . many other items. 


HERE’S WHY ELECTRO-MATICS PAY OFF! 


@ Growing market—no trade-ins @ Big margin—no 
price shoppers @ Fully backed by the originators of 
household water conditioning equipment @ Up-to-date 
sales training @ Sales-clinching home demonstration 
plan @ Full merchandising support @ Advertised in 
Better Homes & Gardens, American Home 








<a 


Water Conditioning Headquarters for Over 40 Years 


PERMUTIT’ 

















’ 
HERE s HOW THE PERMUTIT COMPANY, DEPT. EM-9 
YOU CAN 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
CASH IN! | Send me full details on a Permutit franchise. 

| NAME__ denieciitianlilasgialesieiguabilin 

Some franchises are 
available right now. ADDRESS 
Mail the coupon for 
full details, today! | City ZONE STATE 

















Fourteen manufacturers of freezers 
were represented but the distribution 
was largely among three makes. Most 
would buy the same make freezer if 
they were to buy a new one, only 
ten would change. These would 
change because of motor trouble or 
other difficulties, type of freezer or 
features wanted in a new freezer. 
Nineteen families have upright freez- 
ers, 95 chest type. Thirty-two fam- 
ilies would like to change from chest 
to an upright type; two with —* 
would buy a chest next time. Fifteen 
families said they have paid little at 
tention to freezers since they bought 
theirs and do not know what they 
would buy were they in the market for 
a new one. 


Freezer Size 


Most of the families were four pet 
son families. Only seven families re 
port that their freezer is larger than 
necessary. ‘These families have de- 
creased in numbers or they freeze less 
now. Most of them have freezers of 
12 to 20 cubic foot capacity. 

Forty-five families say the freezer 
is too small, of these 22 families have 
freezers less than eight cubic ft. in 
size. Three out of four farm families 
found 8 to 12 cubic feet too small, 
and half the farmers found 13 to 20 
cubic feet too small. Three farm 
families did not have enough space in 
freezers 20 to 30 cubic feet. Five 
families own two freezers. 

In buying a new freezer, 26 families 
(2 urban, 19 farm and 5 rural-non- 
farm) would buy a freezer larger than 
20 cubic feet. Thirty-five families 
would prefer freezer size 13 to 20 


cubic feet (8 urban, 10 farm, 17 
rural-non-farm) and 33 families (17 
urban, 6 farm, 10  rural-non-farm) 


would buy an 8 to 12 cubic feet one. 

About one half the families have 
the freezer in the basement and only 
one half of these like it there. The rest 
would prefer it closer to or in the 
kitchen. All who had a freezer in a 
pantry were satisfied. 


About Food 


Meat is given the first place in im- 
portance by the majority of families, 
vegetables rate second place and fruits 
third place. Most urban families plan 
to keep meat from one to six months 
but farm and rural-nonfarm families 
plan to store meat from seven months 
to one year. Carryover of foods is 
slightly more common in the country 
and the carryover is usually fruit. 

Bake goods were usually ranked as 
fourth in importance with precooked 
foods in fifth place. 

Questions about freezing foods were 
concerned with freezing eggs, corn on 
the cob, preservation of color and 
flavor in fruit, with refreezing foods, 
and methods of thawing foods. Most 
of the families had instruction books 
and use them especially for blanching 
times. They seemed satished with the 
directions they use and find them ade 
quate. The books came from Cornell 
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University and from the manufacturer 
of the freezer. 
About Packaging Materials 

Families were asked their prefer- 
ences for packaging materials. The 
most-liked wrapping material for meat 
is heavy freezer paper either waxed o1 
laminated. Second in favor is cello 
phane with an outer wrap of either 
stockinette or wrapping paper. Car- 
tons with liners of cellophane or plas 
tic bags were most popular for vege- 
tables, plastic boxes and square 
containers with plastic lids were 
equally favored and in second place. 
Plastic containers, those with trans 
parent plastic lid and cartons with 
liners were equally liked for fruits 
About half as many liked glass jars 
best for fruits. 

Some homemakers are still looking 
for the perfect package, though all 
but five families were satisfied with 
the ones they were using. 


Suggestions for improvement of 
packaging materials are similar to 
those made in the earlier study—that 


materials be less expensive, standard 
ized in size, space saving, durable 
Homemakers would like containers 
for cookies and rolls—or baked foods 
that would be space saving and pro 
tective. Most of the homemakers 
use the containers. 


Changes in Freezing 


Had the use of the freezer changed 
with the years? YES, said 43 percent 
of the families. How had it changed? 
Less freezing of foods at home was 
the result of changing circumstances 
Gardens are now smaller or had been 
given up entirely im some Cases 
Where 89 percent of the families had 
gardens in the original study, onh 
74 percent of the 1952 sample had gar- 
dens. Gardens had been discontinued 
by more urban families than by farm 
and rural-non-farm families. Some 
families no longer had farms and were 
out of food production entirely. Some 
farm families have discontinued the 
production of meat animals. Buying 
of meat in large quantities for home 
freezing had been discontinued be- 
cause of the high price of meat. Fewer 
people to eat at the family table, lack 
of time for food preservation were 
mentioned as changing the practice 
of freezing food at home. A few (four 
families) said they did not like frozen 


foods. 
Nine families had increased the 
amount of foods frozen at hom« 


They know more about freezing now, 
like foods frozen at home, and havc 
increased garden size to permit more 
home freezing. Some had found they 
could save money by buying meat in 
quantity and freezing it at home. 
Other changes in freezer use men- 
tioned are: the freezing of more 
baked goods, and the use of more 
commercially frozen products. 
A relationship between the amount 
of food frozen and the size of the 
(Continued on Page 148) 
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your HORSEPOWER sense! 


Do you know the H.P. 
needed for these products ? 








NC CHECK 
one: ()4%hp. ()Y4hp () hp. ( ) Yo-hp. 


Check! Practically all of today’s top-notch clothes dryers use one-third h.p. 
motors. But did you know that many clothes dryers are powered by Delco Motors? 
It’s true . . . manufacturers of home appliances count on Delco dependability. 














CHECK 

onc: ( )U%hp. ()4hp. () bhp. ( ) 34-hp. 
Yes ... all the above horsepower ratings are in use on water pumps. . . and 
Delco manufactures motors with each of these ratings. For use on rotary and 
reciprocating pumps. That’s one reason why so many makers of pumps call on 
Delco for every motor need. 








‘one: «6 (:) Yop. () Yhp. () hp. (+) Yohp. 


You win again. The vast majority of disposal units sold today are powered by 
one-third h.p. motors. One-third h.p. Delco Motors, that is! Disposal unit makers 
know from experience how Delco Motors stand up on the job . . . provide 
satisfying, trouble-free service through the years. 


DELCO 


The best running mate 
your product can have! 


da DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


SALES OFFICES: Atlanta + Chicago + Cincinnati - Cleveland 
Dallas + Detroit - Hartford - Philadelphia - St. Louis - San Francisco 
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WHAT THE COMPANION SAYS... 


()MPANION 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. 
Publishers of Woman's Home Companion, Collier’s, The American Magazine 





And the Companion says more 
about appliances than any other 


women’s service magazine 


The COMPANION leads all women’s service magazines in 
editorial equipment linage . . . has led consistently since 
1950. What’s more, the COMPANION regularly provides com- 
pelling tie-in display material to stimulate activity at the point 
of sale. 


More than six thousand smart electrical appliance retailers 
who tie in with COMPANION promotions know from highly 
profitable experience that COMPANION merchandising moves 
merchandise. 


The secret is simple: more than 412 million women in a home- 
and-family frame of mind read, rely on, and shop from every 
issue of the COMPANION. The subject on your mind — elec- 
trical appliances — is the subject on their minds, and the 
COMPANION tells them what they want to know. 


Join the growing army of merchants who feature 
COMPANION-advertised products, who tie in with 
COMPANION promotions, who are very, very successful, 


thank you. 
For money-making information 
write Equipment Merchandising Department 
Woman's Home Companion. 
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Editorial Equipment Linage 
January — June 1953 


Companion ....... 25,195 
Good Housekeeping . . 22,029 
gg ee ee 17,644 


Ladies’ Home Journal . 3,285 





Source: Lloyd Hall 
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Features that sell 
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FOR YOU!! 


“Price is pretty important to most of us nowadays. When we get ready to buy a 
range, we're going to spend a little time looking and comparing. And we'll end up 
buying the range that offers most for the money we have to spend.” 


Chances are they'll buy Enterprise, Mr. Dealer . . . if you'll take time to show them 
the many work-saving Enterprise features . . . plus the price tag that’s up to $75.00 
less than other name brands. Because Enterprise gives them most for the money 
they have to spend. 


And remember: when you sell Enterprise, you sell guaranteed merchandise that won’t 
come back . .. to a customer who will! 


An Enterprise for every kitchen, too . . . 16 electric, 33 gas models. 


P. 
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FOR UP TO $75 LESS! 


% ~ ode 
* 


he : 


Serving a value conscious America for nearly 100 years. 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 


NASHVILLE 3, TENNESSEE 
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family, the size of the freezer and 
where the family lives, found in the 
early study, still exists. 


Frozen Food Quality 


How satisfactory had the family 
found frozen foods? How many fam- 
ilies had thrown out food because of 
poor quality or spoilage? Thirty per- 
eent of the families had unpleasant 
experiences with frozen foods. Meat 
was the chief offender, usually pork. 
Peas and beans were mentioned as 
being unsatisfactory by some families. 
Other foods mentioned on the unsat- 
isfactory list were: pumpkin, squash, 
corn, tomatoes, pears. Cherries and 
strawberries were undesirable in a 
few cases. In three cases, everything 
in the freezer had to be thrown away 
because of electrical or motor failure 
discovered too late to save the food 
Twenty percent of the families had 
discarded food because of its disagree- 
able flavor, often because of improper 
freezing methods. 

The majority of homemakers did 


LEB B BDL DBF FIGS GID ID ID 


An appliance dealer doesn’t need 
luck, abilitv or capital—if he hap- 
I ; I 
pens to have a good location. 


OBB BBB BD DODD DDD DD DDD 


not know why the food spoiled o1 
why it developed off-flavor and odor 
Of those who knew the cause. the 
greater number lay the blame on keep 
ing the food too long in storage. In 
sufficient or lack of blanching §ac- 
counted for the next greatest loss. 
Other reasons given for lack of food 
quality were: poor original quality of 
food to be frozen, inadequate pack- 
aging material, broken packages, thaw- 
ing and subsequent refreezing. 


Freezer Care and Service 


The care of the freezer has not been 
of too much concern. Most of the 
homemakers had defrosted the freezer 
once a year. They removed all the food 
and cleaned the freezer thoroughly. 
About half as many defrosted twice a 
year and a few defrost the freezer three 
times annually. Two families had 
never defrosted the freezer! 

What about service on freezers? 
Fifty-three percent of the families had 
needed service. Most of the service 
was on motors. ‘The fan required serv- 
ice on some freezers, others needed 
service on thermostat or thermometer. 
Most of the repairs to date had been 
covered under the freezer guarantee. 
The cost of service ranged from under 
ten dollars (nine freezers) through 
$10 to $25 (11 freezers) to $30 to 
$120 (eight freezers). The high 
charge was for motor replacement 
after the warranty had expired. 

As times change and _ families 
change (only one-third of the inter- 
viewed families had children under 
12 in 1952 as compared with half of 
them in 1946) the use of freezers 
changes, too, but, as the survey shows, 
families who have and know freezers 
regard them as a great convenience 
and none would want to be without 


them. End 
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ie < 
KitchenAid 
really washes dishes clean—lipstick, 
dried milk, egg yolk, grease—all these 
tough-to-wash elements come right off 
with the exclusive Hobart revolving 
power wash—so much better than 
splasher or deflector-type sprays. And 
KitchenAid needs only 
one wash cycle to do all 
tableware thoroughly! 














Under counter, free-standing 
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KitchenAid 

has most thorough drying 
action! The only dishwasher 
with separately powered 
blower fan which circulates 
electrically heated air over 
and around a// tableware— 
dries everything spotlessly. 
Plate warmer feature a plus. 


and cabinet-sink 
models 


The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 


MERCHANDISING—SEPTEMBER, 1953 





: KitchenAid 


saves water and detergent— 
no pre-rinsing needed! Exclu- 
sive dual strainer system 
filters wash and rinse water 
—prevents food waste being 
sprayed back on tableware. 


KitchenAid 


has greatest capacity—the first dishwasher 
with two independently sliding racks—the 
only dishwasher with an adjustable upper 
rack! You easily load a full dinner service 
for 8 or more...can adjust the upper rack 
for tallest glasses or larger pots and pans, 








Pe 
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LOOK 


who’s selling 
General Mills 
Appliances 
for you! 


IT’S THE OLD MASTER HIMSELF, Dave Garroway! 
Watch him make sales for you on his famous 
morning TV program Today during the big fall 
and winter season coming up! 

It’s part of General Mills’ tremendous all-out 
promotion introducing four new home appliances 
in the line sponsored by Betty Crocker! 





See Garroway’s Short Course in Persuasive Selling 


LOCAL TV SHOWS, TOO! 


Popular TV personalities in 14 cities will feature 
General Mills Appliances during the coming season, 


To kick off his series of programs for General Mills Appliances, Dave 
Garroway will conduct a special ‘Premiere Week’’ September 14th to 18th. 
Be sure to watch this series of special demonstrations on Today .. . they 
will be of great interest to you personally: and will also have their own ‘‘Premiere Week” 
demonstrations September 14th to 18th. Cities in this 
group are: 


@® You'll get the full story about the four sparkling new General 
Mills appliances——new features, selling tips, demonstration ideas. 
, ; Indianapolis Nashville 

@ You'll have an opportunity to watch a selling technique that has Talaile Seattle 
proved unbelievably successful. Milwaukee Portland, Ore. 

Denver Spokane 

Salt Lake City San Francisco 

San Antonio Los Angeles 

Charlotte San Diego 


See Garroway demonstrate General Mills appliances during ‘Premiere 
Week”’ over your local NBC-T’V station at these times 


EST: 8:00 a.m. EDT: 7:00 a.m. CST: 7:00 a.m. CDT: 8:00 a.m. 


Check your distributor for time and station) 


DYNAMIC MAGAZINE COVERAGE ilbieenbpdieliolie FIRST 


BACK COVERS! 


150 


General Mills is the only appliance manufac- 
turer ever to obtain this choice advertising 
spot ... and these new appliances sponsored 
by Betty Crocker will be featured in this space 
three times: October 10, November 7, De- 
cember 5! 

Other advertising will appear in Better Homes 
& Gardens, Sunset, Successful Farming, Pro- 
gressive Farmer! 


SEPTEMBER, 


SATURDAY EVENING 
POST BACK COVER 
IN THE SERIES! 
WATCH FOR IT... 
OCTOBER 10 ISSUE 
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Here’s a kitchen helper that takes over all 


your hard, arm-tiring mixing ...and does it 
better! It beats and whips for you with full 
power at every speed . . . no “‘batter drag’”’ from 


heavy mixtures. Interchangeable beaters pop 
out for easy cleaning. New thumb-control speed 
dial allows one-hand operation. And you'll cer- 
tainly welcome the Mix Timer. Set the dial; a 
chime reminds you when beating time is up. 
Betty Crocker says, ““With our handy Mix 
Timer, you will always be sure of the right 
amount of beating, which is especially impor- 
tant in baking the popular cake mix cakes.” 


General Mills All-purpose Food Mixer, $39.95. 


With Mix Timer, $43.95 


The we Grill-Waffle Baker 
“quick-change’ grids 


with 





Make 4 BIG waffles at once. Or—in 


seconds—snap 
pancakes, or cc 
Like a pair of 
ing together! 
purpose Grill- 


in grill grids; bake 
0k right at the table. 
11-inch skillets work 
General Mills All- 
Waffle Baker, $29.95 





The \wt\N! coffeemaker you dial to your taste” 


Set the ““Tru-Perk”’ control dial 
for the strength you like. Coffee 
brews itself to fragrant perfec 
tion, keeps “‘serving hot’’ for 
hours. Hospitable 9-cup size. 
General Mills Automatic Coffee- 
maker, $27.95 


The iin Fryer-Cooker 





\ TL Chockero: GENERAL MILLS PRESENTS? 
J The We mixer that times itelf! 


apecrecte oF Bett, Creed 





with Tru-Heat control For deep frying at its best, 
just set Tru-Heat control dial. A deep-well cooker, too! Complete 
with drain spout. General Mills Automatic Fryer-Cooker, $29.95 
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High style high pop-up assure 
years of toasting pleasure. 
General Mills Automatic 
Toaster, $22.95 


Steam iron—dryiron the sensible 
Betty Crocker way. Steam At 
tachment comes off for faster, 
lighter, dry ironing ... General 
Mills Tru-Heat Iron, $12.95. 
Steam Attachment, $7 
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Home Appliances 














Send us all information at 


BTR yer: 


once on your free home trial 


program for Gibson 


We Fa a 2 i Ee CM ea i ha hs hi 


Food Freezer Dealers. 


SRR A ie SS I a a RAL ee ~ - - 


Another profitable promotion by 


Gibson 


makers of REFRIGERATORS, ELECTRIC RANGES, AIR CONDITIONERS 









GIBSON REFRIGERATOR COMPANY, GREENVILLE, MICHIGAN 





12 reasons why it pays to replace with 


SYLVANIA PI 


TURE TUBES 


Sopa Mecy nas tor ee 
12 outstanding qualities of Sylvania Picture Tubes 


No tube failures (after 1500 hours). 


No trend toward slumping emission 
or low light output. 


No excessive leakage. 

No excessive gas present. 
Excellent grid control. 

Excellent emission characteristics. 


1. No stray emission. 

8. Low electrical breakdown. 

g, Very good color control. 

10. Excellent spot centering. 

Il. Low screen burning (no rejections). 
12. Excellent physcial conditions. 


Only Sylvania showed 
no tube failures 








Here is proof that Sylvania Picture 
Tubes are first in long life and finest 
in all around performance of all 
tubes tested. 

The above record was established 


The Picture Tube 
for Reliable Replacement 


Of course, the name Sylvania has 





| Send 
| for this 


in comparison tests of the tubes of 
9 different manufacturers. All tests 
were conducted under identical con- 
ditions by an outside testing agency. 
Set owners everywhere are being 
told again and again about Syl- 
vania’s superiority on the big, nation- 
wide TV show “Beat the Clock.” 


TSYLV: 


always stood for highest quality. 
Now, more than ever before, Syl- 
vania Picture Tubes mean better 
business for jobbers and service- 
dealers alike. If you would like the 
full story of these recent tests to 
show your customers how Sylvania 
Picture Tubes won over all others 
tested, simply mail the coupon now. 


ANIA 
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In Canada: Sylvania Electric (Canada) Ltd., University Tower Bidg. 
St. Catherine St., Montreal, P. Q. 


1953 





report 


Sylvania Electric Products Inc. 
Dept. 3R-1109, 1740 Broadway, N.Y, 19, N.Y. 


Please send me the official report of the tests 
made on Sylvania Picture Tubes in compett- 
tion with other makes. 


Name 





Company 





Street 





City Zone State __ 





— 
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PORCELAIN ENAMEL GRATES LIFT OFF 
FOR QUICK, EASY CLEANING 





BURNERS CAN BE 


_ -——F 
QUICKLY LIFTED OUT ; wm 


MANIFOLD PANEL DETACHES IN SECONDS 





OVEN BOTTOM LIFTS OUT 


OVEN RACKS CAN'T TILT 


PYREX “OBSERVADOR" 
OVEN WINDOW 








OVEN ENCLOSED 
WITH 2 INCHES 
OF FIBERGLAS 
INSULATION 
WITH EXCLUSIVE 
AIR-COOLED 
BODY SIDES 


ENTIRE BROILER 
QUICKLY REMOVED FOR 
AT-THE-SINK CLEANING 


SMOOTH-ACTING, 
GUARANTEED-FOR.LIFE 


DOOR SPRING PATENTED HI-LO BROILING PAN GIVES 





COLORED DOOR HANDLES AND VALVE HANDLES EASILY REMOVED ADJUSTABLE HEIGHTS BY REVERSING POSITION OF RACK 
1. A king-size profit . . . for you 2. Only one pricing policy—the 3. An extra-liberal CALORIC 4. 52 warehouses, located 
make MORE when you sell same for all dealers. CALORIC financed floor plan which enables throughout the country, mean 
CALORIC, direct from the fac- is always priced right. It’s a deal you to become a CALORIC speedier delivery . . . faster serv- 
tory with no distributor costs to cut for every dealer every time you buy. dealer without over-extending ice ...no back-breaking inven- 
your take. yourself. tory worries. 
oe 


CALORIC STOVE 


SEPTEMBER, 
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BONDERIZED, BAKED @ 
NUPON, RUST- 
RESISTANT DRYING 
CYLINDER 





RANGES AND DRYERS YOUR BEST-SELLING BET THIS FALL 


of all, 
name CALORIC on a line of products 
that housewives know from experience 
are quality through and through. 


5. The heaviest concentration of sustained 
advertising in the entire gas range indus- 
try—and it’s getting bigger all the time. 


OPENING OF DOORS 
AUTOMATICALLY STOPS 


2 
OPERATION 
~OY 
COUNTERBALANCED DROP DOOR y ‘ & 


CONVENIENT FOR LOADING 


ONE-KNOB CONTROL AUTOMATICALLY 
} LUGHTS THE BURNER AND INSTANTLY 
STARTS THE ENTIRE OPERATION 














COMPLETELY AUTOMATIC 


WAIST HIGH AIR INTAKE... 
ELECTRIC IGNITION 


NO FLOOR DUST IN THE CLOTHES 

















SAFE FOR ALL WASHABLE FABRICS 


EXCLUSIVE 3-WAY MOISTURE 
EXHAUST—INTO THE ROOM, 
OUTSIDE THROUGH PERMA- 
NENT EXHAUST, THROUGH 
ADEPTOFLEX TUBE AS 
OPTIONAL EXHAUST 


LOW OPERATING TEMPERATURE 

(LO-HEAT) AND HIGH AIR 

VELOCITY (HI-BREEZE) GIVE 

FASTEST DRYING ON THE 

MARKET, FEWER WRINKLES, 
MORE FLUFFINESS 


INCOMING AIR COOLS OUTER 
SURFACES WHILE BEING PRE- 
HEATED WITH HEAT THAT 

IS WASTED BY OTHER DRYERS, 
INCREASING DRYING EFFICIENCY 


MOST ACCESSIBLE LINT SCREEN 
ON THE MARKET... WAIST-HIGH 
IN THE FRONT OF THE DRYER, 
EASY TO REACH, EASY TO CLEAN 
... AND REALLY CATCHES THE LINT 


HEAVY, RIGID STEEL FRAME 


SUPPORTS ALL WORKING PARTS "=" 


FIRST DRYER COMBINING MODERN NUPON 
WITH PORCELAIN ENAMEL FINISH 


ALL WORKING PARTS EASILY ACCESSIBLE... 
CONTROLS QUICKLY REACHED BY 
REMOVING TOP HOUSING OR 

FRONT PANEL... AND VIRTUALLY ALL 
SERVICING DONE FROM TOP AND FRONT 


SIGNAL BELL RINGS AFTER MACHINE HAS COMPLETELY 


SHUT OFF AUTOMATICALLY 


6. A new merchandising and point of sale 7. Best 
program designed to help YOU make the 
most of CALORIC features and customer 


benefits. 


Cash in on all of these7 selling advantages. Sell the modern, 


automatic gas ranges and dryers that give your customers 
the greatest value—give you the greatest profits. 


CORPORA TI Owns 
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Tor Tare. 


ou’ve got the famous 


START SELLING CALORIC TODAY! 
PA. 
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NEW! Simplified installation features with 


G-E TEXTOLITE* MONOTOP plastics surfacing! 





Ready-made corners are available, designed 
for quick, easy installation. 


You've heard about Monotop—the new plas- 
tics surfacing with counter top, backsplash, and 
no-drip lip molded in a single piece. 


Now G-E has developed special features 
so this amazing new plastics surfacing can be 
installed on your kitchen sink and counter tops 
or other products in a few simple steps. 


PAGE 156 


Monotop corners-which can now be rougn- 
cut for use with diagonal divider strips—are 
quickly secured in place with hammer and 
nails. Satin-finish, stainless-steel end caps can 
be used to cover up rough-cut ends, to help 
simplity installation. 


For complete information about G-E Textolite 
MONOTOP plastics surfacing and the new, 
simplified installation features, write: General 
Electric Company, Section 323-8A, Chemical 
Division, Pittsfield, Massachusetts. ' 


*Reg. U. S. Pat. Off 
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‘More Space Heater 


Sales 





CONTINUED FROM PAGE 104 eee 


| I’ve found that people who want to 
| do this will do it in the spring or sum 
| mer months.” 


Gas Restriction Hurts 


Through the Columbus area, gas 
and oil space heater sales have been 
hampered because of the fuel short- 
age, and for any new unit sold, a per- 
mit was needed from the gas company. 
This restriction applied to any heater 
over 20,000 BTU. 

“The restriction did not apply to 
any person who bought a unit as a re 
placement for their old heater,” says 
Morris. “We've come pretty close to 
our sales for 1951 (758 units) with 
over 500 heaters. But we could have 
done a lot more. One way we raised 
our dollar volume was by selling the 
larger heaters. About 75 percent are 
the three- to five-room heaters with 
which we also sell a thermostat and 


blower. 
Display By Window 


“When late summer begins to get 
in full swing, we start our main dis- 
play,” Morris continues. “We have 
heaters in our front window and have 
a display running along the whole 
length of the store to the elevators. 


End 


Their TV Service 


CONTINUED FROM PAGE 110 === 





cent of the yearly calls are made dur- 
ing the first 90 days, breaking down 
to 2.73 calls on a service policy, or 


1.4 on C.O.D. service. 


One Free Call, Anyway 

If a customer won't buy a service 
policy, he gets one free call from 
Gimbels anyway. The service man 
installs the unit, then sits down and 
goes over the operation of the set in 
the privacy of a customer’s home. 

“We must give better service than 


| the independent dealers,” declares 


McNicholas. “The independent says, 
‘Look if you want service, you must 
pay for it.” We cannot always do 
that. For our customer relations de- 
partment declares, ‘We cannot let 
$4.50 stand between good relations 
with our customer. We are going to 
give him credit.’ It is very important 
to Gimbels to sell television that is as 
service free as possible.” 

The idea that by selling more tele- 
vision sets a store can reduce the per- 
centage of its service costs is not sound, 
McNicholas says. One large eastern 
store did a fantastic television business 
in 1951, but service, exchanges and 
adjustments soared in proportion, and, 
in spite of its volume, the television 
department showed the smallest profit 
in years. 

Proposition that works out best with 
Gimbels—and seems to attract the 
most trade—is television that is free 
from excessive service trouble. End 
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aw, ‘. 
Manitowoc 
we v4 3 e—' 
Make “Better Living” 


easier to sell Profitably! 











Features that freezer buyers want most — up to 181% cu. ft. in 
only 21% x 3 ft. of floor area . . . Cold-Hold inner doors for more 
convenient storage . . . full width door to eliminate hidden shelf 
corners . . . kitchen keyed styling. 


Design qualities that make profits for you — compact design cuts 
installation time and costs — lets you sell homes with limited 
floor space. Thousands in use have earned an unsurpassed ser- 
vice record — you keep the profits you make. Manitowoc qual- 
ity has built consistent referral business everywhere at low 
sales cost. 


Now is the time to begin building a secure future in the 
freezer business — now is the time to contact your Manitowoc 
Distributor, or write to Manitowoc Equipment Works, Manito- 
woc, Wisconsin. 


See Manitowoc Advertising in Saturday Evening Post ©® Better Homes and Gardens © GoodHousekeeping ® Outdoor Life © Sunset 


Successful Farming © Progressive Farmer © Capper's Farmer ® Farm Journal ® Country Gentleman 
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This can be your biggest 


od oO) od ON 


wake 


re! "Telatel-taill| gift it makes 
1] be telling 
two-page, full-color Telechron timer 


Saturday Evening Post, November 21 


. 1c 
B cive THE GIFT THAT WAKES vou TO mus 
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DISPLAYS PULL! 


i lole mm olel Stine ME Lae) ) ols183 fagslehi-Mm> Cah i-iiil tal me] elolUl ma lelad eraelelle 
In your window. On the sales floor. Build your display around 
| 


the Telechron timer Post ad. Give customers a wide selection 


a wide price range with clock-radios using Telechron timers 


WORDS SELL! 





‘ 
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A. J. Lindemann & Hoverson Co. 
605 W. Cleveland Ave. 
Milwaukee 15, Wisconsin 

Export: $. F. Appliances, Ltd., Ridgefield, N. J. 


Oldest American Range Manufacturer Under 
Continvevs Ownership — Established \ poe 





Monotube 
Surface Units 
fast-acting, 
easy cleaning 

















: “A ie <G. - 
s 4 
wy Ww" 


Broiler ] 
Bh Ba 


Model 5830-D saves almost two square feet of floor space as com- 
pared with ordinary ranges. Only 30 inches wide — yet it does the 
work of a big range. Complete with automatic time-saving features 
plus mammoth oven that holds ten two-pound loaves of bread. 
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They Know Their 


| Recorder Market 


oes CONTINUED FROM PAGE 106 —— 


together: demonstration. 

“Since your prospect already has 
some ideas of the purposes and opera 
tions of a recorder, the most impor- 
tant thing is to demonstrate that the 
machine will perform efficiently the 
job he needs done. 

“I get a good idea of what the 
recorder is needed for, create a test 
situation, and demonstrate how it 
works. Then I put the recorder to a 
few others uses to show its versatility. 
By this time the customer is familiar 
with how this specific recorder works. 
So I let him use it, to show him how 
quickly he has learned to use it.” 

The demonstration usually sells the 
prospect so completely that he will 
not consider buying any recorder but 
the model demonstrated, says Isser. 
For that reason he always uses his 
most popular number, a well known 
brand retailing for $197.50, for store 
demonstrations. 

Bridgeport Appliances handles se\ 
eral tape recorder brands but stresses 
one, and also handles one (Webster) 
wire recorder. Retail price runs from 
$150 to $250, with the $197.50 
model far outstripping the others in 


PPP PP PPP PPP PPP PBA 


Remember, newspaper ads won’t 
bring customers into an appliance 
showroom. Ads only bring people. 
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unit sales. About 75 percent of all 
recorder sales are on time, payments 
running up to one year. “Bridgeport 
is a credit town,” comments Isser. 

Although Bridgeport, a Connecti- 
cut metropolis of over 160,000, is 
only 50 miles from New York City, 
the market there is not too adversely 
affected by price-cutting and discount 
ing prevalent in the larger city, Issex 
declares. ““There’s not enough of it 
to worry about,” he reports. 


Word-of-Mouth Ads 


Except for display of tape recorders 
in the comparatively small street win- 
dow and also near the store entrance, 
Bridgeport Appliances does no actual 
promotion, currently, on the item. 
Isser says that word-of-mouth adver 
tising has done a good job for the 
store ever since the first few recorders 
were sold. This plus effective demon- 
strations is all the store needs to move 
more recorders than any other T'V or 
appliance dealer in town, says Isser. 

Although the total volume attrib- 
uted to recorders is minor when com- 
pared to store volume, the item still 
has its value, Isser says. “We feel 
it rounds out a complete stock for 
a diversified radio-television-appliance 
store,” he says. 

Isser and Lefkowitz have a corner 
location at 1321 Main in Bridgeport. 
They occupy three 20 x 60 floors, two 
for selling and one for offices and 
stock. The store carries several brands 
of television, white goods, radios, 
and traffic appliances. End 
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This advertisement appears in such opinion-forming publications as Time—Newsweek—v. S. News and Wall Street Journal 








Why You Can’t Buy a MAGNAVOX 


at a Discount 


ELEVISION is one of the great scientific 

miracles of our miracle age. It is of ines- 
timable value in relation to the great joy, 
entertainment and education it has brought 
into the American home. 

Yet, many people who believe they are shop- 
ping for a TV are primarily shopping for a dis- 
count—that’s because most brands can be pur- 
chased at a cut price. Thrift is commendable, 
bargaining a universal trait. We all seek the 
maximum value for our money and no one 
wants to suffer the embarrassment of paying 
more than the lowest price. But a discount 
doesn’t necessarily enhance the value of a pur- 
chase. In television it often misleads the buyer, 
and gives him only short-lived satisfaction. 


* * K 


Owners of Magnavox television and radio- 
phonographs know this. 

They know there is only one price—the 
lowest price—to everyone and here’s why: 
Magnavox management recognized that it could 
not achieve its objective of building superior, 
custom-quality instruments within reach of the 
average family if burdened with the usual 
high distribution costs. So we have no whole- 
salers or jobbers. 

Magnavox instruments go directly from our 
factory to our dealers. Magnavox dealers were 
painstakingly chosen on the basis of their 
standing in the community and their ability to 
serve you because the long-term satisfaction 
of a television receiver is largely dependent on 
the ability and integrity of the dealer. 


Magnavox is sold through relatively few of 
the ninety-thousand dealers selling television. 
We do less business that way than some of our 
competitors, but our ambition is not to make 
the most but the best . . . and the best, in this 
case, is the greatest dollar value. 

Your Magnavox dealer is the respected mer- 
chant who has been in business for many years. 
He has had “‘staying power’ because he has 
rendered good service to his community and 
has done so at a modest profit to himself. He is 
generally the fine department store; the old, 
dependable music store; the quality furniture 


store and the friendly and successful television 
and appliance dealer who has already won your 
confidence through his fair dealings and good 
service. 

If he were to give away any portion of his 
small profit margin he could not maintain his 
establishment, properly display the merchan- 
dise to give you selectivity or give you satis- 
factory service in every respect. 

In order to retain his Magnavox franchise— 
he is prevented from cutting prices by virtue 
of the Magnavox “‘One Price’”’ policy. Magnavox 
instruments are sold under the legal agreements 
provided by the Miller-Tydings Act which 
prohibit him from engaging in unfair trade 
practices. 


But, you may logically ask . . . ““How does 
this ‘One Price’ policy help me get a bargain?”’ 
A Magnavox is your greatest bargain because 
it is the best value for every dollar you spend 
regardless of discounts you can obtain on other 
brands. And you are assured of satisfaction 
through the integrity and ability of your dealer. 
These together with the integrity of the prod- 
uct will give you an enduring pride of owner- 
ship. And by by-passing the jobbers and the 
extra margin of selling cost to which such 
wholesalers are entitled, we are able to offer 
you a substantially greater value—reflecting 
savings up to 20%. 


We are as proud of our efficient distribution 
as we are of our efficient engineering and 
manufacturing. 

Marketing surveys show that people consider 
Magnavox either the best, or one of the best, 
television receivers made. But they also think 
of it as high priced, because fine quality is 
usually synonymous with high price. 

A direct comparison with other brands will 
prove to you that this is not the case. You wil 
find that Magnavox, model for model, is actu- 
ally lower in price than other recognized quality 
brands... prove this to your own satisfaction. 
Go to your Magnavox dealer. See these fine 
quality instruments at your nearest Magnavox 
dealer listed in the classified telephone directory. 





Frank Freimann, President 


THE MAGNAVOX COMPANY « FORT WAYNE 4, INDIANA 
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Mommoth Oven 
for perfect 

browning and 
boking. Holds 
fen two-pound 
looves of breed 


Lecrro 


A. J. Lindemann & Hoverson Co. 


605 W. Cleveland Ave. — 


Milwaukee 15, Wisconsin 


Export: $. F. Appliances, Ltd., Ridgefield, N. J. | _ acres 
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LH Popular...space-saving 30-inch Lect 


Monotube 
Surface Units 
fast-acting, 
easy cleaning 
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Model 5830-D saves almost two square feet of floor space as com- 
pared with ordinary ranges. Only 30 inches wide — yet it does the 
work of a big range. Complete with automatic time-saving features 
plus mammoth oven that holds ten two-pound loaves of bread. 
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Automatic 
Time Control, 
7-heat Switches 


ro-Host Electric 
Range gives you talking points that make extra sales 

















Oldest American Range Manufacturer Under w 
Continveus Ownership — Established 1875 QPmmmn bts 
ees ==) 
Home Freezers Refrigerators 
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together: demonstration. 

“Since your prospect already has 
some ideas of the purposes and opera 
tions of a recorder, the most impor- 
tant thing is to demonstrate that the 
machine will perform efficiently the 
job he needs done. 

“I get a good idea of what the 
recorder is needed for, create a test 
situation, and demonstrate how it 
works, Then I put the recorder to a 
few others uses to show its versatility. 
By this time the customer is familiar 
with how this specific recorder works. 
So I Jet him use it, to show him how 
quickly he has learned to use it.” 

The demonstration usually sells the 
prospect so completely that he will 
not consider buying any recorder but 
the model demonstrated, says Isser. 
For that reason he always uses his 
most popular number, a well known 
brand retailing for $197.50, for store 
demonstrations. 

Bridgeport Appliances handles sev 
eral tape recorder brands but stresses 
one, and also handles one (Webster) 
wire recorder. Retail price runs from 
$150 to $250, with the $197.50 
model far outstripping the others in 
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Remember, newspaper ads won’t 
bring customers into an appliance 
showroom. Ads only bring people. 
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unit sales. About 75 percent of all 
recorder sales are on time, payments 
running up to one year. “Bridgeport 
is a credit town,” comments Isser. 

Although Bridgeport, a Connecti- 
cut metropolis of over 160,000, is 
only 50 miles from New York City, 
the market there is not too adversely 
affected by price-cutting and discount 
ing prevalent in the larger city, Isser 
declares. “There’s not enough of it 
to worry about,” he reports. 


Word-of-Mouth Ads 


Except for display of tape recorders 
in the comparatively small street win 
dow and also near the store entrance, 
Bridgeport Appliances does no actual 
promotion, currently, on the item. 
Isser says that word-of-mouth adver 
tising has done a good job for the 
store ever since the first few recorders 
were sold. This plus effective demon- 
strations is all the store needs to move 
more recorders than any other ‘T'V ot 
appliance dealer in town, says Isser. 

Although the total volume attrib- 
uted to recorders is minor when com- 
pared to store volume, the item still 
has its value, Isser says. “We feel 
it rounds out a complete stock for 
a diversified radio-television-appliance 
store,” he says. 

Isser and Lefkowitz have a corner 
location at 1321 Main in Bridgeport. 
They occupy three 20 x 60 floors, two 
for selling and one for offices and 
stock. The store carries several brands 
of television, white goods, radios, 
and traffic appliances. End 
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Why You Can’t Buy a MAGNAVOX 


at a Discount 


ELEVISION is one of the great scientific 

miracles of our miracle age. It is of ines- 
timable value in relation to the great joy, 
entertainment and education it has brought 
into the American home. 

Yet, many people who believe they are shop- 
ping for a TV are primarily shopping for a dis- 
count—that’s because most brands can be pur- 
chased at a cut price. Thrift is commendable, 
bargaining a universal trait. We all seek the 
maximum value for our money and no one 
wants to suffer the embarrassment of paying 
more than the lowest price. But a discount 
doesn’t necessarily enhance the value of a pur- 
chase. In television it often misleads the buyer, 
and gives him only short-lived satisfaction. 


* * * 


Owners of Magnavox television and radio- 
phonographs know this. 

They know there is only one price—the 
lowest price—to everyone and here’s why: 
Magnavox management recognized that it could 
not achieve its objective of building superior, 
custom-quality instruments within reach of the 
average family if burdened with the usual 
high distribution costs. So we have no whole- 
salers or jobbers. 

Magnavox instruments go directly from our 
factory to our dealers. Magnavox dealers were 
painstakingly chosen on the basis of their 
standing in the community and their ability to 
serve you because the long-term satisfaction 
of a television receiver is largely dependent on 
the ability and integrity of the dealer. 


Magnavox is sold through relatively few of 
the ninety-thousand dealers selling television. 
We do less business that way than some of our 
competitors, but our ambition is not to make 
the most but the best . . . and the best, in this 
case, is the greatest dollar value. 

Your Magnavox dealer is the respected mer- 
chant who has been in business for many years. 
He has had “staying power’’ because he has 
rendered good service to his community and 
has done so at a modest profit to himself. He is 
generally the fine department store; the old, 
dependable music store; the quality furniture 


store and the friendly and successful television 
and appliance dealer who has already won your 
confidence through his fair dealings and good 
service. 

If he were to give away any portion of his 
small profit margin he could not maintain his 
establishment, properly display the merchan- 
dise to give you selectivity or give you satis- 
factory service in every respect. 

In order to retain his Magnavox franchise— 
he is prevented from cutting prices by virtue 
of the Magnavox “‘One Price’ policy. Magnavox 
instruments are sold under the legal agreements 
provided by the Miller-Tydings Act which 
prohibit him from engaging in unfair trade 
practices. 


But, you may logically ask . . . “How does 
this ‘One Price’ policy help me get a bargain?’’ 
A Magnavox is your greatest bargain because 
it is the best value for every dollar you spend 
regardless of discounts you can obtain on other 
brands. And you are assured of satisfaction 
through the integrity and ability of your dealer. 
These together with the integrity of the prod- 
uct will give you an enduring pride of owner- 
ship. And by by-passing the jobbers and the 
extra margin of selling cost to which such 
wholesalers are entitled, we are able to offer 
you a substantially greater value—reflecting 
savings up to 20%. 


We are as proud of our efficient distribution 
as we are of our efficient engineering and 
manufacturing. 

Marketing surveys show that people consider 
Magnavox either the best, or one of the best, 
television receivers made. But they also think 
of it as high priced, because fine quality is 
usually synonymous with high price. 

A direct comparison with other brands will 
prove to you that this is not the case. You will 
find that Magnavox, model for model, is actu- 
ally lower in price than other recognized quality 
brands... prove this to your own satisfaction. 
Go to your Magnavox dealer. See these fine 
quality instruments at your nearest Magnavox 
dealer listed in the classified telephone directory. 





Frank Freimann, President 


THE MAGNAVOX COMPANY « FORT WAYNE 4, INDIANA 
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Hows and Whys from 
the best brains 
in the business 


f 
Ladies’ Home Journal 


offers reprints of speeches rm 2 Vor Lopes 
NARDA Mid-Year Meeting f CLLOUSSOD Ii Ih the 
& 
% 



















Journals 
a speoias byletini 


‘ 


If you missed the great NARDA 
meeting in June, here’s the whole 


program brought right to your desk. 


If you were there, you’ll want to 
go back over these talks to dig 


out the many valuable ideas and tips they contain. 


Every alert store will want to keep this bulletin on hand 
for frequent reference. Available to NARDA members free this month 


in place of our usual “Appliance Store Success Bulletin.”’ 
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PRESIDENT'S REPORT 


WALLACE JOHNSTON 
NARDA President 


“HOW TO INSPIRE A SALES FORCE” 


H. B. Price, Jr. 
NARDA Vice President 


“SELLING: A JOB FOR ALL RETAILING” 
JOSEPH T. MEEK 


Illinois Federation of Retail Associations 


“FORMING AND TRAINING AN OUTSIDE 
SALES CREW” 
GEORGE BATES 
Home Equipment Company, Memphis 


President, Memphis Retail Appliance Dealers 
Association 


“OUR INDUSTRY'S BIG PLACE FOR THE 
SMALL RETAILER” 


WILLIAM WELLONS 
Wellons Mercantile, Inc., Dunn, N. C. 


“IMPRESSIONS WE MAKE” 


FRED KAISER 
Vice President, Detroit-Michigan Stove Company, 
Detroit 
“THE VALUE OF A FRANCHISE” 
H. W. WARREN 


Manager Distribution, Major Appliance Division, 
General Electric, Louisville 


“OUR FREEZER SALES ARE JUST BEGINNING” 
JOE LYDON 
F & H Power & Supply Co., Peoria 


“THE HOME LAUNDRY STORY” 


P. EDUARD GELDHOF 
Vice President and Director of Engineering and 
Research, Whirlpool Corporation 


“WATER HEATER MERCHANDISING” 


C. E. BARTLETT 
Ruud Manufacturing Co. 


“REBUILD YOUR TRAFFIC APPLIANCE VOLUME” 


RoBerT OLIVER 
Mgr., Appliance Specialties, Westinghouse 


“THOSE LITTLE THINGS THAT COUNT" 


At ROBERTSON 
Oklahoma City, Clinic Editor, Electrical Dealer 


“DEALER FINANCE AND FINANCING" 


WALLACE JOHNSTON 
NARDA President 


“USING CREDIT TO BUILD VOLUME” 


JOSEPH FLEISCHAKER 
Will Sales Co., Louisville, Ky. 


“INCREASING YOUR NET WITH TRADE-INS” 


CHARLES H, JETT, JR. 
Jett's, Inc., Lexington, Ky. 


“THE DISTRIBUTOR SALESMAN ON YOUR 
MANAGEMENT TEAM" 


Cc. W. (“Brooie’) Leiny 
Executive Vice President, Electrical Dealer 


“LET'S LOOK AT THE DEALER" 


Roy O'SULLIVAN 
Distributor Salesman, Pierce-Phelps, Inc., 
Philadelphia 


“THE MANUFACTURERS’ RESPONSIBILITY 
TO THE DEALER” 


FRANK FREIMANN 
President, The Magnavox Company 


“OUR PROSPECTS IN TELEVISION” 


ALLAN B. MILLS 


Merchandise Manager, 
RCA Victor Home Instrument Department 


“EDUCATIONAL TELEVISION TODAY" 


DON GABBERT 
Gabbert's, Minneapolis, Minn. 


“DEALER-DISTRIBUTOR RELATIONS” 


HARRY ALTER 
President, The Harry Alter Co., Chicago, Ill. 


“ADVICE TO THE NEW TELEVISION DEALER" 


Mort Farr 
NARDA Past President 












Ladies’ 
Home 


A Curtis Publication 
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... the magazine your customers believe in 
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"Whatcha Doin’, Dad 





- 





There are times when questions are irritating. But at the store you 
can step up your appliance sales if you can answer customers’ ques- 
tions confidently and interestingly. 

For example, not everyone knows about the Porcelain Enamel 
finish on the products you sell — so have your story ready. Here are 
four commonly-asked questions — and the correct answers: 


Q 
A. 


>o > ‘ 


>o 


Remember these selling points for Porcelain | 
Enamel on Armco Enameling Iron. Your cus- ™ 
tomers will have greater confidence when they 
know that parts of the new appliances or 
housewares they buy are made of this ‘World's 
Standard Enameling lron'' — nationally adver- 
tised for 38 years. 


ARMCO STEEL 
CORPORATION 


4323 Cortis Street, Middletowa, Obie 
Expert 





. Will it stain or discolor? \ 
\ 


Is Porcelain Enamel a baked-on paint finish? 

No. It is made of rock-like minerals and is permanently 
bonded to the base metal at high temperatures (1550 F.). 
At this point the molten Porcelain Enamel actually fuses on 
the red-hot special enameling iron. 

is Porcelain Enamel damaged by heat? 

Since it won't melt under 1000 F. Porcelain Enamel will with- 
stand any temperature it is likely to encounter in home service. 
It will not burn; such things as forgotten cigarettes can't harm 
its hard glossy surface. 

Are special precautions required for cleaning? 

No. Porcelain Enamel is not rubbed away by non-abrasive 
kitchen cleansers used to remove grease or stains. It is one of 
the easiest of all surfaces to keep clean. There are no tiny 
pores to collect dirt or moisture, 

















Most Porcelain Enamel today is acid resisting, and 

is not affected by fruit juices, alcohol, or com- 

mon chemicals that often stain or destroy Q. 

other types of finishes. Y 
‘“ 


.AMCG 
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The Armco international Corporation 
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They Put the Water Heater in Its Place 





tioned two salesmen to talk with those 
attending the show about the advan- 
tages of the product. 


Monthly Cooking School 


“The important thing is to get 
more people seeing and talking about 
hot water heaters,” Schwartz declares. 
“For that reason, we hold special pro 
motions every month, designed to 
draw people into the store or to bring 
our products before them in groups. 
Each month we schedule a cooking 
school or some type of demonstration, 
which we hold either at the store or at 
one of the churches in the community. 
We have a model kitchen set up in the 
rear of the store, complete with cup- 
boards, sink, disposal, refrigerator, 
and even an upholstered breakfast 
nook.” 

Again treating hot water heaters as 
an important link in modern house- 
keeping, Murphy’s displays a_ hot 
water heater in connection with the 
model kitchen, pointing out to cus- 
tomers that the sleek exterior of the 
modern hot water heater allows it to 
fit in well in several locations in the 
home; as an unobtrusive unit in the 
basement, where it will not detract 
from amusement room appearance; in 
a first floor utility room; or even in the 
kitchen, if space is a problem. 


For Effortless Living 


“The trend today is toward almost 
effortless housekeeping,” Schwartz 
points out, “so we have strong selling 
points for the electric hot water heater 
when we tell the customer that it vir- 
tually never needs maintenance atten- 
tion and that its performance is eco 
nomical and that, being electric, it 
can’t possibly create any film, odor, or 
smudge in the house.” 

During cooking schools and demon- 
‘trations, hot water heaters get a 
proportionate amount of selling time 
and Schwartz explains the company’s 
emphasis on heater promotion by say- 
ing, “It’s really good business to sell 
this basic unit first, if possible, because 
the customer’s satisfaction with other 
appliances so often depends on the 
performance of the home’s water heat- 
ing system. After we've installed a 
heater, many customers tell us that 
they couldn’t be without it, that no 
matter how well they like other appli- 
ances, the hot water heater would be 
the last thing they'd part with.” 

The monthly school or demonstra- 
tion event “makes a difference of 
about 25 percent in the store’s traffic,” 
according to Schwartz, and this in- 
crease has helped build Murphy's 


water heater sales. 


Firm’s Best Advertiser 


The store has another interest-draw- 
ing device which Schwartz describes 
as “our best advertising.” It’s a daily 
radio show, broadcast right from the 
store. A musician from the local radio 


SEPTEMBER, 
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station comes to the store at 5:30 p.m. 
daily and plays a request program of 
organ music. The program is clearly 
identified as originating from Mur 
phy’s and requests are mailed directly 
to the store, so that names and ad 
dresses can be used for direct mailings 
later. ‘Postcard Music Box” has been 
beamed from Murphy’s for a year and 
a half now and has earned its way by 
generating customer good will and 
familiarizing the area with the Murphy 
hame, 


In-Store Radio Show 


“People like the program—it’s sooth- 
ing, restful organ music, timed for the 
dinner hour,” says Mr. Schwartz. 
“Many people have stopped in for the 
express purpose of telling us how well 
they like the show. After our Christ 
mas shows, people from other towns, 
quite a distance away, made special 
trips to the store to thank us for taste- 
ful renditions of Christmas music.” 

The organist himself does the com 
mercials for the show; they are taken 
from advertising literature sent out by 
national companies and given a local 
twist. 

Steve Murphy, the store’s owner, 
is a firm believer in coordinating local 
and national advertising and in pro- 
moting brand names. In addition to 
his other newspaper advertising, he 
carries a regular two column, six-inch 
ad, advising readers to “Go see Steve 
for the No. 1 brands.” The store’s 
policies of liberal trade-in allowances, 
no down payment and easy terms for 
purchases are brought out in this ad. 

Che Murphy Co. was originated in 
1916, handled mostly musical instru- 
ments for a number of years and still 
uses Murphy Music Co. in its adver- 
tising although pianos and organs are 
now only part of the store’s extensive 
stock of appliances. “We carry about 
100 different lines of appliances,” Mr. 
Schwartz says, “with three floors of 
display area. Since 1948, we've in 
creased our space by about two- 
thirds.” 


Emphasis on Service 


The store has its own service de- 
partment, an important merchandis- 
ing point, Murphy feels, since not 
only is it essential to keep customers 
satisfied through prompt, efficient 
maintenance of their appliances, but 
the service department is an important 
means toward making new sales. “All 
our men are trained to recognize and 
point out to the customer when a 
unit—such as a hot water heater—is an 
economic liability and should’ be 
traded in on a new one,” Schwartz 
pointed out. “We give trade-in allow- 
ances, even though in most cases the 
old unit is virtually worthless. We 
know that once we've installed a new 
electric water heater in a neighborhood 
that word-of-mouth advertising is go- 
ing to bring us more customers from 
that area.” End 
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Ir PAYS TO KEEP GOOD COMPANY... and it’s good 
business to advertise the good company you keep. 


Thousands of dealers and servicemen are 
using the sales-magic in the RCA name to instill 
confidence in their customers. Identifying your 


name with RCA pays off in dollars and cents. 


| 


And it’s so easy to do... because RCA’s new 
Dealer Identification Program provides you with 


ek . RCA TUBES Bring Out The Best...In Am « 
a handsome ‘“‘shingle’”’ with your name on it, —" o 
that you'll be proud to display in your shop. ' 
When a customer sees this Dealer Identification 
Plaque he knows you are using the best tube 
products available. 


So, we ask .. . “Have you hung up your 
shingle yet?’ If not, be sure to see your 
RCA Tube Distributor today and learn how 
you can qualify for a Registered Dealer Plaque 
at no extra cost. 


‘ UNLOCK 

. THE DOOR TO 
BIGGER 
PROFITS 





Here’s your key to better business . . . RCA’s 
dynamic Dealer Identification Program. Ask your RCA Tube 
Distributor for your copy of the colorful, 16-page booklet 
“A Magic Pass-Key to Customer Confidence.” It tells you 
how—for the first time—you can become a Registered 
Dealer ... and get extra sales benefits. 


RADIO CORPORATION of AMERICA 


ELECTRON TUBES HARRISON, MN. J. 
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Motorola TV 


Power Picture 
45 to | SALES GAIN 








-over any other TV manufacturer in the GIG 


Proof of Motorola leadership—proof that Motorola has paid off 
for dealers in more dependable, trouble-free merchandise —in easier, 
faster sales—is shown in the chart at right. Motorola’s phenomenal 
5 to 1 sales increase over any other manufacturer in television’s 
“Big 4” speaks for itself! 

Leave it to Motorola leadership in electronics to make your selling 
job easier. Now Motorola engineers have created the dynamic, new 
Double-Power Picture to give you the strongest, most outstanding 
new sales-story in all TV! Like other dealers the country over— 
why don’t you cash in on Motorola’s terrific sales upswing. And 
for ’54 as never before—better sell Motorola TV! 





B16 Foy score! 


BRAND B 
4% GAIN 








BRAND D 
14% Loss 





MOTOROLA 
30% GAIN 


BRAND C 
0% GAIN 


HERE'S PROOF POSITIVE... MORE AND 
MORE PEOPLE ARE CHANGING TO MOTOROLA 
... Sto 1 SALES INCREASE! 











And No Wonder! Look At These 
Tremendous, Exclusive Motorola Sales-Making Features! 


New ‘'Pictron’’ 
) Power Unit De- 


| 


New "Concentrated 
Power'’ Chassis— 


New All-Channel 


Full One-Year War- 


f ) Reception New 4 ranty— First to 
|} veloped and pat- New chassis pro- | “Robot 82’’ one- «o® give one-year war- 
ented by Motor- vides extra “‘pull- | knob all-channel ore ranty on all parts, 
ola, the ‘‘Pictron’”’ ing power’’ to tuner is optional sh of tubes and picture 


Power Unit puts 
the extra clearness 
\ and brightness in 

|} the Double-Power 
Picture. 











MODEL 21FS 











bring in Double- 
Power Pictures 
even at great dis- 
tance. A triumph 


' in dependability. 


Motorola 


. 2. ‘1928 
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in all models, or 
may be added lat- 
er. All sets have 


|} built-in UHF- 


WORLD S LARGEST EXCLUSIVE 


MODEL 21K14 


VHF antennas. 








MODEL 21K15 


tube, Motorola is 
only TV maker 
with this same 
warranty for the 
last three years. 


a 
Fy yr 
AY of res 
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4 Reasons Why 
PORCELAIN ENAMELED APPLIANCES 































The sparkling beauty of Porcelain En- 
amel makes the important favorable 
first impression on your customers, 
and opens the way for you to bring out 
the other advantages provided only by 
Porcelain Enamel. 






















Because Porcelain Enamel is tops 
in resistance to wear and age, it is 
economical—a sales point you can 
use effectively with buyers of ap- 
pliances who are interested in mak- 
ing a good investment. 


















Every housewife will respond to this ap- 
peal—for ‘‘as easy to clean as a china 
dish’’ means that she can keep her re- 
frigerator, range, washer or other por- 
celain enameled appliance spic and 
span with less work. 





































Porcelain Enamel is the Lifetime 
Finish. It resists heat, wear, house- 
hold acids and other hazards. It 
won't fade or discolor—always 
looks attractive. 






















e* @e?e . a © @eeeeeeeeee#eeeeeesreteete ®@ 


—> 


“Ho Other Fintlle, gives you all of these potent sales features! Use 


them with your customers by pointing out the extra quality and value they get 








in appliances finished with Genuine Porcelain Enamel! 






This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. - 1346 Connecticut Avenue, N.W., Washington 6, D.C. 
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Appliances Division, Cincinnati, 
Batavia, Illinois « 
Cincinnati, 
Stratford, Connecticut + 
Horn Manufacturing Co., Fort Dodge, lowa + 


ae ee 


Ohio; South Bend, Indiana; Richmond, 


ea 


NON THE BEAm | wir CROSLEY TY 


AVCO MANUFACTURING CORPORATION. American Kitchens Division, Connersville, Indiane + Crosley and Bendix Home 
Indiana; Nashville, Tennessee; Carroliton, Reseed: Clyde, Ohio; 
Crosley Broadcasting Corp. (Radio Stations WLW, Cincinnati, Ohio, and WINS, New ge and Television Stations WLW. T, 
Ohio; WLW-C, Columbus, Ohio; WLW-D, Dayton, Ohio, and WLW-A, Atlonta, Georgi 











Lycoming-Spencer Division, Williamsport, Pennsylvania » New Idee Division, Caldwoter , Ohio; ig bare: ag IMinois 
Ezee Flow Division, Chicago, IIlinois 





“CROSLEY'S EXCLUSIVE ‘PICTURE-SENTRY’ 
STIRS LIVELY CUSTOMER INTEREST” 


REPORTS ROY L. ELLIOTT, H. & S. POGUE CO., CINCINNATI, OHIO 


“Crosley’s Picture-Sentry is the best 
sales hook I’ve ever seen, 8 Roy 
L. Elliott, TV salesman in thel.& 
Pogue Co. “‘We’ve just run our eer 
Picture-Sentry advertisements, and 
already customers are coming in to 
ask what it’s all about.” 


Roy Elliott tells them Crosley’s 
exclusive Picture-Sentry is an ad- 
vanced electronic circuit that guards 
— interference. And he says, 
“*T explain that it’s the circuitry that 
makes most of the difference be- 
tween the reception you get on one 
make of T'V and another. 


“On ordinary TV sets, for in- 
stance, when a neighbor turns on a 
vacuum cleaner or an electric razor, 
or even when a car starts up next 
door, the picture starts to flutter, 
roll over, streak. But that’s just what 
the Crosley Picture-Sentry guards 
against. Automatically, the Picture- 
Sentry wipes out streaks, roll-over, 
flutter, and brings in a picture so 
clear and sharp and steady, you’d 
think you were right in the tele- 
vision studio. 


“When I turn on a Picture-Sentry 
Crosley and customers see that 
picture for themselves,’’ Roy says, 
“‘believe me, they’re impressed. Par- 


Roy L. Elliott wins his customers’ 





interest when he tells them how 


Crosley's exclusive Picture-Sentry brings in pictures free from interference 


ticularly the ones who already have 
a TV set or have been shopping 
around looking at other ibe 

Those are the people who elle 
know you can see it better on a 


Picture-Sentry Crosley. 

“And does it sell? Well, if our 
sales in these first few weeks are any 
indication, I’d say we've got a great 
year ahead of us.” 





Can You Top This? 





They Put 46 Identical Crosleys in 
a Circle and Sold 31 in 2 Weeks 


Ohio dealers—Cyril and Ralph 
Wolf—believe in concentrating on 
one set for high-volume sales 


People stopped andy stared .when 
they looked in the Wolf Brothers’ 
store in Cincinnati, Ohio, and saw 
46 TV sets ‘®f the same model dis- 
played in a large circle from the show 





Crosley 21COL was chosen by the 
Wolf brothers as the set with most 
appeal for average customers 


window onto the sales floor. 

“What's the gimmick?” they 
asked. 

“No gimmick,” Cyril and Ralph 
Wolf told them. ‘“This is the set that 
everyone’s buying. And it’s the set 
we believe is the greatest value in 
all TV.” 

Result: 31 TV sales in 2 weeks. 

This bold type of promotion isn’t 
unusual with the Wolf brothers. It’s 
the way they operate. They figure 
that if they can pick the one TV 
model with the most appeal for the 
average customer, and if they push 
it with everything they’ ve got, they'll 
clean up in volume sales. 

The Wolf brothers chose the 
Crosley 21COL not only because of 
its popular large-size 21-inch screen, 
its simple and neatly designed 
mahogany-finished cabinet, and its 
attractive price of $299.95, but also 
because they knew they could depend 
on Crosley’s giving fine perform- 
ance, steady, sharp, clear pictures. 
And they wouldn’t have to make a 
lot of bothersome service calls. 





Cyril and Ralph Wolf prove that 
imagination plays a big part in good 
salesmanship 


The Wolfs credit a large part of 
their sales record to word-of-mouth 
advertising by satisfied custemers. 
They find that most customers who 
come into their store are already 
presold. And that helps explain why 
they average 8 completed sales for 
every 10 people who come in. 





Proud Owners Tell 
What Sold Them 
on Crosley TV 


These unsolicited letters show why 
a satisfied customer is your 
best salesman 


“Being associated 
in the photography 
business, we know 
what a perfect pic- 
ture should be. So 
our natural choice was a 
Crosley TV.”’ Mr. E. J. MceMackin, 
250 North Main Street, Clintonville, 
Wisconsin. 





“The name Crosley 
is a name that I 
know. When I 
thought of the two 
Crosley radios I 
have owned, I thought of buy- 
ing a Crosley television. After 
seeing its perfect performance, 
I think I have the best tele- 
vision set. I operate it without 
an aerial.’’ Edword C. Warren, 
Santa Rosa Park #7, San Luis Obispo, 
Collif. 





“We have had our 
Crosley over two 
years, and get 
crystal-clear pic- 
tures continually. 
Our nearest station 
is 90 miles away, and yet I can 
invite anyone in and be sure 
of perfect television at any 
time. Some of our friends have 
a Crosley, and they are as well 
satisfied as we are. We have 
not had one service call as 
yet.”’ Mrs. Carl P. Hain, 507 Nth 
Avenue N.E., Rochester, Minn. 





“We particularly 
liked the tone of our 
Crosley TV andalso |& 
the fact that it has 
built-in UHF.”” Mrs. 
Jayne Bird, 253 Elmwood, Elmira 
Heights, N.Y. 





“In comparing my 
Crosley television 
with a set costing 
twice as much, I 
find that my Crosley 
has a better and clearer pic- 
ture. I live eight miles from 
Charleston, yet get excellent 
reception without an outside 
antenna.”’ Howard C. McGrew, Rt. 
No. 1, Burclare, Charleston, S.C. 











“ON THE BEAM”......with CROSLEY TV 





“CROSLEY WITH ALL-CHANNEL RECEPTION 


OUTSELLS 4 OTHER BRANDS ON MY FLOOR” 


SAYS JACK MUNDELL, BATON ROUGE, LA., CROSLEY DEALER 


“Crosley has been heading sales 
on my floor ever since television 
came to Baton Rouge,” says Jack 
Mundell of Barrios & Mundell 
Television. “One reason for that 
is the terrific promotion Crosley 
put on when the TV station 
opened here. 


“Crosley sent in aspecial Mobile 
TV Unit and staged a television 
show right in our store. That was 
followed up with a strong local 
advertising campaign. People 
recognized Crosley’s leadership. 


“It paid off when the UHF sta 
tion opened. 


“You see, people in Baton 
Rouge have been able to get 
WDSU in New Orleans for a long 
time. We can’t get it strong, but 
we can get it. We didn’t want to 
give it up, but everyone wanted 
to get WAFB-TYV, the new UHF 


station, too. 


“‘Here’s why they turned to 
Crosley. With Crosley TV they 





with your best 
sales story 


Waving trouble contacting a busy doctor 
prospect for « television set, | called up 
a8 @ patient and made an appointment 

When | got to see the doctor, | asked 
how much time he would give me as 4 
patient. Told it would be 15 minutes, | 
went into my selling act, sold the tele 
vision set, and offered the doctor his 
regular $3 fee 

Not only did the doctor retuse the fee 

he complimented me on the manner 
of my sales approach 
Harry J. Miller 
The Little Radio Shop 
22 South Fifty-Second St 
Philadelphia, Pa. 
Send your story to “ON THE 
Gta Dept. 170, Crostey 
Div, AVCO Manufacturing Corp, 
Cincinnati 25. Ohio 
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Jack Mundell and partner, Roy Barrios, show one of their customers how 
Crosley TV with built-in UHF allows her to get up to 82 channels 


not only get brilliant pictures on 
all channels, but there are no big 
installation problems. Everything 
is neat and compact, and with 
built-in all-channel tuning, no- 
body ever has to give up a single 
VHF station to get one on UHF. 


“On 98% of the Crosleys we’ve 
sold we haven’t had a major com- 
plaint or adjustment to make. 
And the word is getting around. 
More and more customers come 
into my store specifically asking 
to see Crosley TV.” 





Vast audience cheers 
“live” Crosley telecast 


Here’s what happened when Cros- 
ley brought the first “‘live’’ tele- 
cast show to Little Rock, Arkansas, 
in the words of Inez MacDuff, 
critic for the Arkansas Democrat, 
who covered the show. 

‘“*Tense and breathless, 1,200 
students in the auditorium of 
North Little Rock High School 
eagerly watched as red lights of 














Crosley Mobile TV Unit 
Wows ’em in Little Rock 





These headlines built excitement 
when the Crosley Mobile TV Unit 
came to Little Rock 


two cameras flashed on, and the 
announcer’s voice boomed out 
over the microphone. 

“At the same moment, screens 
of three Crosley television sets 
came alive at the front of the stage. 


“And there, right before the 
students’ eyes, a ‘live’ TV show 
was in full production. 

“A great wave of applause broke 
from the audience.” 


That’s typical of the excitement 
Crosley’s Mobile TV Unit keeps 
creating as it goes into new TV 
areas across the country, showing 
people how television works. It’s 
the kind of excitement that pays 
off for local Crosley dealers, too. 








Sons’ Thriving 
TV Business Proves 
Dad Was Right 


J&G Appliance Co. booms 
in TV problem town 


When Gene Weihl got out of the Air 
Force, he looked around for a busi- 
ness to go into. His brother, Jack, 
suggested TV. But his father, Seldon 
Weihl, pointed out that Marietta, 
Ohio, their town, is situated in a 
fringe area 96 miles from the nearest 
TV station. 

He told the boys that if they were 
going into the TV business, the one 
set to put their money on would be 
Crosley. And he knew, having been 
district manager for Crosley Dis- 
tributor, Scioto Sales. 

In June 1952, Jack and Gene 
Weihl opened the J&G Appliance 
Co., and they featured Crosley TV. 

Crosley really proved itself in 
Marietta. In the first 4 months of 
business the Weihls sold 148 TV 
sets. Actually, since they opened 
up, they’ve sold more Crosley sets 
than the total of their three biggest 
competitors! 

Now even Dad and Mrs. Weihl 
work in the store to keep up with 
the growing demand for Crosleys. 





Mom, Gene, Jack, and Dad Weih! 
make their TV business a family affair 








TUNING IN 
THE DEALERS 


Even though we have 
5 to 7 different makes 
of television on our 
floor at all times, I 
have many reasons for 
wanting to sell Crosley more than 
any of the rest. If I sell a Crosley, 
there’s little or no service trouble. 
I have a happier customer and a 
sure sale for another Crosley prod- 
uct in the future.”’ Bob Averdick, 
Hanser Brothers, Covington, Ky. 





= “The biggest influence 
<= on the sale of Crosley 
4 TV sets in our area 
~ is the confidence cus- 
tomers have in other Crosley prod- 
ucts. Satisfied owners of Crosley 
radios and Crosley Shelvador re- 
frigerators, for example, demand 
a TV set made by the same manu- 
facturer.”’ Bob Schinke, Sellman's, 
inc., Greenville, Ohio 




















G-E MOTORS CAN HELP MOVE APPLIANCES F 


“Equipped with G-E motor” a strong sales advantage 


Your suppliers are helping you build sales when they equip their products with 
G-E shaded pole motors. It’s a lot easier to close the sale when you can say 
“It’s equipped with a General Electric motor.” 

Take the G-E shaded pole motor shown here. It drives a furnace fan. But it’s 
also designed for ventilating fans, room air conditioners and other air-moving 
products. The lifetime lubrication means users never have to add oil. The highly 
engineered unit-bearing design means the motor will run quietly and efficiently. 
And functional, modern styling means better appearance. 

If products are coming through from your suppliers with this G-E motor tag, 
display it prominently. And if your lines are not equipped with General Electric 
motors, think twice about this sales point you’re missing out on... and ask for 
G-E motors on your next order. General Electric Co., Schenectady 5, N. Y. 7+5 


GENERAL ELECTRIC 
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Norge backs exclusive 





in tremendous nationwide 





Garry Moore “Kicks Off” 
Promotion in 70 Key 





Television Markets 


Norge Laundry Maids 
“Get the Works” in 
Concentrated Magazine Drive 





It takes a salesman to doa 
real selling job—a sales- 
» man who reaches the right 
audience! 

That’s why Norge se- 

lected Garry Moore 
} Daytime TV’s most popu- 

lar star—to drive home 
the Norge Story to his 
12,000,000 viewers in 70 | 
TV markets. 

Often called “‘the housewife’s idol,’’ Garry | 
Moore will personally handle all commercials, ac- 
cording to a company spokesman. He'll tell his 
listeners about the Norge Satisfaction Guarantee 
... will demonstrate the exclusive features of both 
the Norge Automatic Washer and Norge Auto- 
matic Clothes Dryer. He’ll urge his listeners to see 
these products at their Norge dealer’s. 

“The Garry Moore Show,” starting Sept. 10 
under Norge sponsorship, will be telecast every | 
Thursday at 1:45 EST over CBS-TV. 





Norge Automatic Washer 
Now Safest in Use 
With New Safety Spin 


When the Norge Time-Line Automatic Washer 
was first introduced, it was acclaimed as “safest 
for fabrics.” 

Now with exclusive new Safety Spin, Norge 
becomes the safest automatic washer while in use. 

When the housewife raises the lid of this new 
Norge during the spin cycle, the spinning auto- 
matically stops. When the lid is closed, spinning 
is resumed. However, raising lid during fill, wash, 
or rinse does not affect washer action. Since the 
user often wishes to add or remove clothes during 
the wash or rinse cycle, this exclusive feature 
which stops action only during the spin is a great 
timesaver. 
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There'll be a steady downpour of Norge maga- 
zine ads come September and October 
the middle of the best washer-dryer season! 
The “‘Laundry Maids” national campaign will 
break in the Sept. 28 issue of LIFE in a hard- 
hitting 2-page ad. Then following in quick order 
will be full page ads in the October issues of Better 
Homes & Gardens, Ladies’ Home Journal, Sunset, 
Ebony, Farm Journal, and Progressive Farmer. 
And for good measure—a junior spread in Good 
Housekeeping and a full-page ad in the Oct. 12 


| issue of LIFE. 


“It’s the most concentrated drive ever attempt- 
ed on any product in Norge history,’’ commented 
an enthused Norge distributor. “‘ We’re anticipat- 
ing a great season.” 


Norge Time-Line Control 


Plus Greater Washability | 


Proves Key to Sales 


It takes only a demonstration to convince pros- 
pects how easily Norge cleans clothes 
Norge dealers from coast to coast. 

“The simplicity of the Time-Line control is 
what really sells my prospects,’’ said one Norge 
dealer from Grand Rapids, Michigan. “‘ How they 
get excited when | show them how one push on 
the Time-Line knob automatically fills the tub 
with just enough water. Then washes, rinses, spin 
dries, and turns off—all by itself. And when they 
hear that the Time-Line control is flexible—makes 
it possible to skip or repeat any action—they’re 
really convinced that Norge has the simplest, 
easiest-to-operate automatic on the market.” 

But 
shown a great interest in—Norge’s greater wash- 
ability. Norge not only gets clothes cleaner, but 
it washes so gently that the normal life of fabrics 
is actually prolonged. This is a fact established 
by an independent research laboratory and one 
which has brought sales to many a happy Norge 
dealer. 
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right in | 


| 
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Norge Dealers Receive 
21-Piece Promotion Kit 
To Spur Local Sales 


The whole objective of Norge’s mammoth pro- 
motion is to create local sales. 

Therefore, to help dealers do a better selling job, 
Norge is offering a giant 2l-piece promotion kit 
that’s a “natural.” 

Prepared by experts, the kit includes a com- 
plete collection of tested selling tools. 

Dealers will find newspaper ad mats in a com- 
plete size range, full-color mailers, radio scripts, TV 
spots and movie trailers. Also included is a dealer 
publicity kit, merchandising plan book, easel- 
backed magazine ad reprints, colorful window 
banners, a retail selling guide booklet for salesmen, 
product literature on dryer and washer, motion 
displays, window and floor display suggestions, 
and washer and dryer guarantee certificates. 

The dealer materials are conveniently packaged 
in an easy-to-use carton. 


Free Apron to Build Store Traffic 


During the Norge Laundry Maids promotion, 
Norge will make available to dealers beautiful 
plastic aprons to be used as giveaways. 

The free offer will be featured nationally on the 
GARRY MOORE TV SHOW, and in local news- 
paper ads included in the dealer kit of materials. 

Durable and colorful, these aprons have a lot of 
appeal to homemakers, and will serve as an added 


| incentive for prospects to visit their Norge dealer. 


so say | 





there’s another feature housewives have | 


Norge Washer and Dryer Receive 
Coveted Good Design Award 


The Museum of Modern 
Art, serving as judge in 
the Merchandise Mart’s 
design competition, se- 
lected both the Norge 
Time-Line Automatic 
Washer and Norge Auto- 
matic Clothes Dryer as 





| winners of the GOOD DESIGN award. 


A powerful selling tool, the award will receive 
major emphasis in TV, magazine and newspaper 


| advertising. Prospects will easily identify the 


award by the GOOD DESIGN tags which will be 


| placed on every Norge Automatic Washer and 


Dryer before it leaves the factory. 
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Satisfaction Guarantee 





promotion on Washer Dryer 

















Norge Laundry Maids Featured in Nationwide Push 


The Norge washer and dryer, teamed as the 
“‘Norge Laundry Maids,” will be seen on TV and 
in magazine ads by millions of housewives. Al- 
though the Norge Laundry Maids will be featured 
and promoted as a matching team (giving dealers 


an opportunity for making two sales instead of 
one), exclusive features of each product will be 
emphasized. The Norge Automatic Washer is 
priced to retail from $279; the Norge Automatic 
Clothes Dryer, from $239. 








Powerful Guarantee 
Sparks Biggest Drive 
in Norge History 


Norge’s sensational Satisfaction Guarantee offer 
will receive major emphasis in a vigorous, all-out 
washer-dryer promotion. 

Timed right—just when the big washer-dryer 
sales are made—the mammoth promotion. will 
drive home to prospects from coast to coast the 
fact that Norge is the only manufacturer that 
offers a Satisfaction Guarantee on both washer : 
and dryer. : 

Translated to the retailer’s level, it means that 
the customer—at the end of 30 days—is either 
fully satisfied that she has the very finest washer 
or dryer (or both) on the market or it’s no sale. 
Products are returned and she receives every cent 
she has invested—including installation charges! 

“This offer has taken the trade by storm,”’ 
commented H. L. (Red) Clary, Norge Vice Presi- 
dent in charge of sales. “In fact some appliance 
people just won’t believe it. But we’re so con- 
fident that the Norge washer and dryer are styled 
right and engineered right that we’re willing to 
back this offer to the hilt.” 

Norge dealers interviewed thus far have agreed 
that the Norge Satisfaction Guarantee offer will 
be an effective sales persuader, 

‘* After all,’”’ commented one dealer, “if you tell 
a prospect that your products are backed with a 
100% Satisfaction Guarantee from the factory, she 
naturally has more assurance —feels freer to buy.” 





Norge the only dryer 
that safely handles 
every kind of fabric 


If you’re tired of telling customers the same old 
story about dryers, Norge has news for you. 

As a result of years of research, Borg-Warner 
scientists have come up with the most startling 
development since dryers were invented—the only 
dryer that offers four-way selective drying. 

At the flick of a switch the new Norge dryer 
gives housewives a choice of any one of four dry- 





7 
: 





Heat + Air + Tumbling 
For the rapid drying of 
cottons, linens, etc., in the 
conventional manner 


Tumbling + Air 
For drying plastics and 
other materials that can’t 
tand heat 
ing actions: Heat plus air plus tumbling; air plus 
tumbling; heat plus air; air alone. 

This 4-way selection makes it possible for Norge 
to handle every kind of fabric safely. No matter 
how delicate it is, if the fabric is washable it’s 


How Norge’s exclusive 4-Way Drying works 


Sf; 


/ 





Heat + Air 
To dry loosely 
wools or stuffed toy 
out shrinkage 


Fan Blown Air Only 
For super gentle drying of 
delicate, lacy fibers and 
bulky pillows 


woven 
with 


super -safe in the Norge Automatic Clothes Dryer. 

‘“‘There’s not a dryer like it on the market,” 
commented V. F. Peterson, Norge laundry equip- 
ment sales manager. “It’s an entirely new kind of 
dryer the public has never seen before.” 
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You can show her the way out 


O WONDER EVERY HOUSEWIFE is looking for a 
N way out of washday'’s worst job. Hanging up 
a week's wash uses up enough of a woman's energy 
to lift a ton ten feet. You can show her the way by 
selling her a dryer with the Lovell Drying System. 
To put a nice piece of profit in your pocket, point 
out the Lovell Drying System features below. She'll 
follow you all the way. 


l. T bermostatic Cc ‘ontrol: 


(a) Dial provides for ten degrees of dryness. 
(b) Automatic shut-off at desired dryness. 


Americas newest household blessing 


(Remind every customer that she can get her wash done quickest with a wringer-washer and automatic dryer—and that the combination costs less than she thinks !) 


Easy- to-clean Li Lint Trap. 


Vacuum Drying System preheats air, has highest 
hourly drying rate, costs less to operate, reduces 
lint accumulation. 


. New Extra-large Infrared Element has three times 


more heating area, purifies clothes, dries them 
more gently. 


4. Easy to- unload Door is extra large, opens all the 


way. Gives full visibility. 
Air-cooled Cabinet allows easy access for cleaning. 


— Tall 


. Lint Trap Safety By-pass prevents clogging if user 
fails to empty trap. 

8. Outdoor Humidity Vent is easily connected at rear. 

9. Handy Clean-out Duct to remove sand, small objects. 


The Lovell Drying System is used 
in 17 leading makes of tumble- 
type dryers, both gas and electric. 
Lovell Mfg. Co., Erie, Pa. Also 
makers of famous Lovell Pressure 
Cleansing Wringers. 


Deg Drying System 


ELECTRIC and GAS 
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NEW PRODUCTS 





Electric Housewares 
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HOOVER Cleaner 


The Hoover Co., 

No. Canton, O. 

Model: Hoover “Holiday” cleaner. 
Selling Features: Streamlined, 
styled by Henry Dreyfuss; has a 
rectangular shell for compact stor 
age; a baffle at one end cuts operat 
ing noise down to whisper, so user 
can listen to radio or TV while 
cleaning; large-volume disposable 
paper dirt-bag can be easily installed 
or removed; permanent cloth dirt 
bag may be used alone if desired; 
weighs 14 Ibs. 8 0z.; side and end 
handles for horizontal or vertical 
carrying; lightweight Compoflex 
hose; step-on switch; gray enamel 
finish with maroon end covers; 
cleaning tools include hose, 2 ex 
tension tubes, crevice tool, rug noz 
zle, floor brush, furniture nozzle 
and dusting brush; all have friction 
type joints; high speed a.c.-d.c. 
motor mounted on rubber supports 
with baffle to cut down noise, 





DORMEYER Deep-Fry Cooker 


Dormeyer Corp., 

500 W. Huron St., 

Chicago, 10, Ill. 

Device: Dormeyer automatic deep- 
fry cooker No. 6200. 

Selling Features: Automatic, ther- 
mostatically controlled, with jewel 
signal light indicator to signal 
ae cookifig temperature is 
reached; lightweight basket drains 
food quickly rests on special lock 
grips; large capacity--4 qts. for cook- 
ing, 4 pts. for deep frying; temper- 
ature dial provides cooking temper- 


itures from simmer, 250 degs. F., 
to 450 degs. F. for roasting; 
Iscutcheon divided into “casserole 
cooking,” “deep frying,” with spe- 
ial “French fry” listing. 110 
volts a.c. only; high-polished alum- 
inum finish with black baked-on 
enamel base; complete with new 
recipe book. 
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G-E Steam-Dry Iron 


General Electric Co., 

Small Appliance Div., 

Bridgeport, Conn. 

Device: Improved G-E steam and 
dry iron. 

Selling Features: Lightweight, 34 
Ibs.; new push-button control at 
top of handle—a flip up and its a 
steam iron; push down and its a 
dry iron; no need to empty water 
or wait for iron to cool off; new 
visualizer fabric-dial at fingertips— 
has settings for all fabrics including 
new synthetics. 





GENERAL MILLS Mixer 


General Mills Inc., 
400 Second Ave., S$ 
Minneapolis, 1, Minn. 
Device: General Mills all-purpose 
food mixer. 
Selling Features: New “Mix Timer’ 
attached to base of mixer enables 
user to time beating operations 
accurately up to 12-minutes with 
half-minute markings; 10-speed 
“thumb control” dial on front of 
handle, for use with either hand; 
heavy-duty beaters easy to eject 
and clean; mixer head lifts off; 
available in standard GM7A and 
deluxe GM7AWT model; timer 
is included in deluxe model; avail- 
able at extra cost with standard. 
Other attachments available in- 
clude a juicerg grinder-chopper 
with wood pestle; and power unit 
for use with grinder-chopper. 115 
volts a.c.-d.c. 
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OSTER Portable Mixer 


John Oster Co., 
Racine, Wis. 


Device: Oster Deluxe portable 
mixer. 

Selling Features: Self-adjusting 
beaters have Knee Action which 
permits them to automatically ad- 
just to any contour, to climb angu- 
lar sides of a bowl and to get into 
hard-to-reach corners; 3 speeds 
controlled by dial on handle at 
thumb position; beaters snap in 
and out for quick cleaning; new 
tapered shape of beaters prevents 
batter from creeping up shafts; 
back heel rest; weighs 23 Ibs.; 110 
volt a.c.-d.c. motor; wall bracket 
is supplied with mixer. 
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CAMFIELD Automatic 
Coffeemakers 


Camfield Mfg. Co. 
Grand Haven, Mich. 


Model: Camfield Princess P-61, per- 
colator-type coffeemaker. 

Selling Features: Princess, has 2 to 
4-cup capacity; keeps coffee hot un- 
til poured; automatically produces 
coffee of any desired strength; con- 
temporary design in satin finish, 
stainless steel; permanently at- 
tached, hinged cover. 

A second coffeemaker in line 
No. P-102 has been restyled; makes 
4 to 10-cups; automatically keeps 
coffee at serving temperature; lite 
time mirror chrome finish on cop- 
per. 







CADILLAC Cleaner 
The Clements Mfg. Co., 
6650 S. Narragansett Ave. 
Chicago, Ill. 
Model: Cadillac “Quick-Vak”’ can- 
nister-type cleaner, 
Selling Features: Finished in 2-tone 
enamel; features 2-speed control— 
high for powerful suction, low for 
delicate fabrics; swivel top; dispos- 
able, self-sealing dust bag; dual 
8-blade supersuction fans; self-ad- 
justing floating brush floor nozzle; 
easy-on attachments; lightweight. 


BROIL-QUIK Fryer-Cooker 
The Broil-Quik Co., 
2330 Fifth Ave., 
New York, 37, N. Y. 


Model: Broil-Quik fryer-cooker. 

Selling Features: Provides a round 
frying well of brushed aluminum in 
a rectangular polished chrome 
outer shell; suitable for use as a 
chafing dish or server; tapered shape 
of frying well permits largest 
amount of shortening to remain on 
top where most deep frying is done; 
elements located to prevent intense 
heat from scorching any food; per- 
forated brushed aluminum basket; 
holds 6 lbs. shortening; decanter- 
type spout replaces customary 
spigot; pours easily, safely; auto- 
matic dial turns signal light when 
temperature is right; thermostat 
keeps it at correct level; temper- 
ature ranges from simmer to 450 
degs. F.; permanent cooking and 
frying chart on lid lists time and 
temperature for 40 recipes; double- 
wall construction insulates and 
shuts in heat; 115 volts a.c. 
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KM Redi-Mixer 


Knapp Monarch Co., 
St. Lowis, 16, Mo. 


Model: K-M_ Redi-Mixer portabk 
hand mixer. 

Selling Features: Three speeds 

low, medium and high; control dial 
located at thumb tip; easy 1-hand 
operation; K-M contour beaters 
provide greater volume through 
mixing action; special bottom bear 
ing prevents rotary blades from 
scraping against bottom of bowl; 
rests on end for draining into bow]; 
spring steel ejector releases beaters 
for cleaning. 
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DOMINION Steam-Dry Iron 


Dominion Electric Corp., 
Mansfield, O. 


Model: Dominion automatic steam 
dry iron No. 1050. 

Selling Features: Steams, presses, 
dry irons; up to 14 hrs. steaming 
time; cool easy grip handle with 
right and left-hand thumb rest; 
aluminum die cast soleplate; life 
time cast-in rod-type clement; 1100 
watts, 110-120 volts a.c.; weighs 
+ lbs.; automatic fabric temperature 
selector, wider steam range; easy-to 
fill; uses 6 oz. tap water; button 
nooks in nose of soleplate. 





HOTRAY Special 
Salton Mfg. Co., Inc. 
29 Jumel Place, 
New York, 32, N. Y. 


Device: Hotray-Special H1-6 
Selling Features: ‘Uhermostaticalls 
controlled radiant glass Hlotray to 
keep food hot for any length of 
time; decorative blend of silver 
toned shatter-proof Ra-Grid glass 
inclosed in aluminum frame with 
plasti-cool handles; when plugged 
into a.c. outlet reaches 200 deg 
temperature; 115. volts, 200 watts, 
9x14 in. size. 
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GENERAL MILLS 
Waffle Baker 


General Mills, Inc., 

400 Second Ave., S. 

Minneapolis, 1, Minn. 

Device: General Mills all-purpose 
grill-waffle baker, No. GMG6A. 
Selling Features: Bakes 4 plate-size 
waffles at a time; requires only a 
press of latch to change cast alu 
minum grids with lifetime Perma 
chrome finish converting to large 
grill surface 1l-in. on cach side; 
l'rue-Heat temperature control dial; 
automatic signal light tells when 
to put batter in and when waffle 
is done; expansion hinge permits 
grill to open flat; 1300 watt cle 
ment, 110-120 volts, a.c. only. 





[<. are. t 
CAMFIELD Toaster 
Camfield Mfg. Co., 
Grand Haven, Mich. 


Model: Improved Camficld auto 
matic toaster No. ‘T-24. 

Selling Features: Complete con 
trols at both ends—no reaching 
around; ‘Toastrol voltage adjuster; 
striped control panels on cbony 
plastic end-pieces; wide toast color 
range; murror chrome finish; 
weighs 64 Ibs.; 115 volts, a.c.-d 





RIVAL Whirl-A-Gig 


Rival Mfg. Co., 
22nd St., and McGee Trafticway, 
Kansas City, 8, Mo. 


Device: Rival ““Whirl-A-Gig” No 
1635, revolving barbecue designed 
to fit any electric broiler-rotisserie 
Selling Features: Provides 6 skew 
ers for broiling table-sized portions 
of meat, vegetables, fruit, shish 
kebabs etc. T'wo 6-spoked hubs 


slide into slots on 2 hubs; each 
skewer has pointed end for easy 
piercing food; loop handle and a 
folding cradle is provided for 
mounting skewers on spit. 





OSTER Massagett 


John Oster Mfg. Co., 
Racine, Wis. 


Device: Oster Massagett. 

Selling Features: Designed to give 
professional massage at home; made 
of ivory Bakelite with polished die- 
cast aluminum base black rubber 
cushion for hand; weighs 25 o2z.; 
a.c.-d.c. motor; packed in yellow 
and red self-selling display box. 





HANDYHOT Percolator 


Handyhot Div., 
The Silex Co., 


Device: Handyhot silverplated auto 
matic percolator. 

Selling Features: Automatically 
brews from 3 to 8 cups; flavor 
sclector dial from mild to strong 
percolating begins in less than 60 
seconds; coffee remains at drinking 
temperature for hours; 490 watts, 
a.c. only; available separately or in 
1 4-piece silver service including 
a sugar and creamer and a trav 





BROIL KING Server 


International Appliance Corp., 

222 Fifth Ave., 

New York, N. Y. 

Device: Broil-King hot food server. 
Selling Features: 2-qt. combination 
ceramic dish and chromeplated 
heating unit keeps hot food hot; 
heat retaining cover; Bakelite han- 
dles and legs; aluminum water pan. 








GENERAL MILLS 
Fryer-Cooker 

General Mills Inc., 
400 Second Ave., So. 
Minneapolis, 1, Minn. 
Device: General Mills automatic 
fryer-cooker. 
Selling Features: True-heat unit 
correct temperatures; may also be 
used as roaster, oven, deep well 
cooker, bun warmer or “keep hot” 
buffet server; wide stay-cool handles; 
drain spout for easy cleaning; cover 
and frying basket included; signal 
light tells when right temperature 
is reached; easy-to-read True-Heat 
Selector dial can be set for from 
250 to 400 degs. F.; 1320 watts, 


110-120 volts, a.c. only. 
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PENWOOD Clocks 
Pennwood Numechron Co., 
Pennwood Bidg., 

7249 Frankstown Ave., 
Pittsburgh, 8, Pa. 


Models: Gotham No. 851] and Carl 
ton No. 852. 

Selling Features: Modern picture 
frame wood cases in walnut, ma- 
hogany, swedish blond or ebony; 
} in. high, 74 in. wide and 33 in. 
deep; weighs 24 Ibs.; self-starting 
electric, 115 volts 60 cycle, “‘time 
it a glance” movements. 





NORTHERN Heating Pads 


Northern Electric Co., 
5224 N. Kedzie Ave., 
Chicago, 25, Ill. 


Models: 3 new Northern heating 
pads. 

Selling Features: Line includes a 
low-end, popular priced 3-speed 
pad, a practical wet-proof model 
and a deluxe gift-wrapped pad; all 
have positive heat control and are 
packed in gift-type boxes and have 
removable, washable covers. 
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TROPIC-AIRE Sheets 


Tropic-Aire, Inc., Subsidiary, 
McGraw Electric Co. 

Elgin, Ill. 

Device: Tropic-Aire automatic elec- 
tric sheets. 

Selling Features: New line of elec- 
tric sheets with Comfortrols avail- 
able in 6 colors. 


GILBERT Mixer 

A. C. Gilbert Co., 

New Haven, Conn. 

Model: Gilbert restyled heavy-duty 
mixer. 
Selling Features: Restyled — in 
chromium, includes a 16 speed 
mixer; 2 china glass bowls; a food 
chopper, juice extractor and straine1 
and a third power outlet for heavy 
duty attachments. Available with 
chopper as No. B37. Without 
chopper, No. B-36. 





CASCO Heating Pads 
Casco Products Corp., 
Bridgeport, Conn. 
Models: 4 new Casco heating pads. 
Selling Features: H-50, Supreme, 
has new quilted satin cover, match- 
ing colored cord and switch, 30 
different heats, a wider range, il- 
luminated dial; braille-type mark- 
ings; permanent vulcanized rubber 
inside cover for safe use with wet 
dressings and medicants. 

H-30, Super, features a vulcan- 
ized rubber inner cover; Nite-Lite 
switch with braille-type markings; 
satin-bound, Wave-Nap flannel re- 
movable, washable and sanforized 
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outer cover; matching colored cord 
and switch, 3 fixed heats with con- 
stant temperature on each setting. 

H-23, Deluxe, has colored 
blended cord and switch; satin- 
bound embossed cover, sanforized 
and washable; 3-fixed heat; mois 
ture-resistant rubberized, perma 
nent cover. 

H-20, Budget, low priced model 
has removable, washable, sanfor- 
ized flannel cover; 3-speed heats 
with 2 safety controls on each; 
moisture resistant, rubberized per 
manent cover. 





KOOL-N-HEETAIRE 


Markel Electric Products Inc., 
and La Salle Products, Inc., 
Buffalo, N. Y. 


Models: New Kool-N-Heetaire No. 
25 and 25. 

Selling Features: Fan-forced radiant 
heater and cooling fan with circular 
radiant ring produces infra-red rays; 
ring reflector distributes rays into 
area of use, fan forces hot air into 
area of use and distributes evenly 
thruout room. 4-bladed 8-in. fan; 
utilizes both infra-red and fan- 
forced heated air. No. 25, 1320 
watts; No. 26, 1650 watts. 


SETH THOMAS Clocks 


Seth Thomas Clock Div. 
General Time Corp., 
Thomaston, Conn. 


Models: 3 new Seth ‘Thomas clocks 
—Breeze, Penthouse and Wood- 
bury. 

Selling Features: Breeze, new de- 
sign, kitchen clock available in 
aqua, coral, yellow and white; can 
be mounted to conceal cord and 
outlet; 74 in. high 8} in. wide; self- 
starting time. 

Woodbury, new strike clock in 
cherry finish; parallel lines on case; 
clear golden face; stylized black 
numerals, scroll-type hands; black 
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wrought iron footed base; half hour 
and hour musical bell strike. 

Penthouse, styled to blend with 
other accessories; black wrought iron 
trim; cherry or blond case; char- 
coal dial, white Arabic numerals 
and floral pattern; bell alarm; self 
starting electric alarm. 





NATIONAL Sewing Machine 


National Sewing Machine Co., 
Belvidere, III. 

Model: National Zig-Zag sewing 
machine. 

Selling Features: Designed to make 
buttonholes, sew on buttons, snaps, 
hooks and eyes, monogram, em- 
broider, hemstitch, blind stitch and 
applique; a feature in the new 
model is the arm level controls 
which make operation — simple; 
available in consoles, desks, and a 
luggage type case for those who 
have a space problem. 





DOMINION Heater 


Dominion Electric Corp., 

Mansfield, O. 

Device: Dominion automatic ther- 
mostatically controlled heater, No. 
1530. 

Selling Features: Supplies both fan 
forced and radiant heating with fur- 
nace-type therméstat which auto- 
matically controls t6om temperature 
at low-medium-high dial setting; 
signal light glows when current is 
on; current is instantly cut if heater 





is turned off; chromeplated safety 
guard, baked enamel finish; no 
radio or TV interference; 1650 
watts; 5600 btus; a.c. only; heat 
control regulator automatically con- 
trols room temperature at low- 
medium-high dial setting with 
furnace-type thermostat; enclosed 
heating elements with radiant re- 
flectors. 





HAMILTON BEACH Blender 
Hamilton Beach Co., 
Racine, Wis. 

Device: Hamilton-Beach 
Blender. 

Selling Features: Liquifies, blends, 
purees, grates, mixes, chops, pulver- 
izes; 4-blade, 4-path cutting action; 
container designed to produce 
“folding-in” action; 2 speeds to vary 
fineness of cut; separate container 
and cutting base for easy cleaning; 
cutter unit is threaded to fit stand- 
ard fruit jar; 2-section top permits 
addition of ingredients while 
blender is running; H-B 4 hop. 


motor. 


Liqui- 





ELECTRIGLAS Trays 


Electriglas Corp., 

Bergenfield, N. J. 

Models: Electriglas ‘Therm-O-T rays 
Nos. 801, 802 and 803. 

Selling Features: Heats quickly, re- 
tains heat for considerable period 
after disconnecting; can be placed 
on dining table without harm; made 
of special type glass with a fused-in 
heating element which conducts 
light amount of current and with- 
stands changes in temperature; 
available in 3 styles No. 801 rec- 
tangular 104x164} in. No. 802, rec- 
tangular 123 x 203 in.; and No. 
803, round, 17 in. diam.; complete 
with cord set for a.c. or d.c. 





PAGE 177 








The 21” Derby 
All-Channel Tuner optional 
Mahogany or limed-oak Duron 





The 17” Darwin 


All-Channel Tuner optional 
Mahogany or limed-oak Duron 





The 24” Cavalier 


All-Channel Tuner standard 
Mahogany or limed oak 





The 21” Dorset 


Duron console 
Mahogany or limed oak 


OW, d 








The 21” Kirkwood 


All-Channel Tuner optional 
Mahogany or Golden Wheat 




















The 24” Crusader 


Legs. All-Channel Tuner standard 
Mahogany or Golden Wheat 


The 27” Continental 


All-Channel Tuner optional 
Mahogany or limed oak 
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The 21” Hewston 
All-Channel Tuner optional 
Mahogany or limed oak 


The 21” Lawton 
All-Channel Tuner optional 
Mahogany or Golden Wheat 











The 21” Winston 
All-Channel Tuner optional 
Mahogany or Golden Wheat 





The 21” Constellation 


TV, AM-FM radio, phono 
All-Channel Tuner optional 
Mahogany or Golden Wheat 





parton sly Ing, wh 





*rices start at 8 ! 9H» 


TO PAY OFF THE SENSATIONAL SPARTON PROMOTION IN 





Feast your eyes, TV dealers! All-out promotion: Sparton is following 
through on the electric public response to 
its trade-shaking LIFE promotion. Every 
four weeks another stunning ad will fire up 
your prospects, bring them to you for that 
new TV. And all the tie-in material you 
could want is yours—absolutely free. 


That’s right—we’re leaving it to your own 
eyes to tell you the story of the new designer- 
styling that’s going to arm every Sparton 
dealer with the most powerful sales weapon 
he’s ever had. For there isn’t a TV prospect 
in your city who can’t find the set of his dreams 


. raat: Pa. 20 .. Eve Television line : 
in this new Sparton Cosmic Eye Television line. A quality brand: Sparton has been known 


And for a really glowing picture of the year 
to come, remember: 


Cosmic Eye Performance: The same clear, 
firm pictures that have delighted Sparton 
owners since the development of the Cosmic 
Eye chassis. Sparkling sound. And the great 
All-Channel Tuner, available on all but one 
model, licks the UHF problem once and 
for all! 


as a manufacturer of quality products since 
1900. The Sparton you sell today is the 
product of over fifty years of research and 
pioneering in engineering and electronics. 


Some TV brands may rise and fall in popu- 
larity, but make a note of this: From now on 
it’s Sparton! If you don’t handle Sparton now, 
it will pay you to write B. G. idbeten: Sales 
Manager, today. 





) 


COSINLC ele 
loloviston 


Sparen Sodio Tehetden, ioe, —— Spoaietiots in en fasortan and eerie 
1. . . swlarEe , — on 7 om " 5 since so: Sparton nada, Ltd.; Sparton Automotive; Steger Furniture Mfg. Co.; 
THERE NEVE R WAS A BETTER TIME TO BE A SPA RT ON DEALER divisions of The Sparks-Withington Company, Jackson, Michigan, 
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UHF/VHF 


The AMPHENOL line of quality UHF/VHF STACKED.V 


antennas is the ideal one for any appli- - 
ance dealer to carry—for several impor- 

fant reasons. When you stock AMPHENOL 
antennas you have the following ad 
vantages: 

1. complete Luss 

There is an AMPHENOL antenna for every area. What- 
ever the location or reception problem, the variety of 
types in the AMPHENOL line includes the right antenna 
answer. 

2. quiakty conerucliow 

The finest antennas ever made now come from 
AMPHENOL. Precision engineered, they give top perform- 
ance both electrically and mechanically —for years. 


3. casy to metal 


With the famous “Quick-up” features of AMPHENOL an- 
tennas, installations can be made in very few minutes. 
Easy to handle AMPHENOL antennas are no problem on 
the rooftop. 

4. customer s2akispectove 

Picture quality is the most important factor to the set 
buyer. AMPHENOL antennas will give the best picture 
that a TV set is capable of delivering. 








NEW PRODUCTS 


Electric Housewares 





OSTER Hair Vac 
John Oster Mfg. Co., 
Racine, Wis. 
Device: Oster vacuum scalp mas 
sager, “Hair Vac.” 
Selling Features: Dual-purpose 
massager for giving dry shampoo 
as it massages scalp; 72,000 mas 
sage movements per min—dust and 
dandruff vacuumed into disposable 


filter; green Bakelite housing; 
SS 

polished die-cast aluminum base; 
rubber massage brush with 24 


rubber fingers fit into base; weighs 
26 0z.; operates on 110-120 volts 
a.c.; 32 in. high x 44 in. dia. com 
plete with 100 disposable filters. 





HANKSCRAFT Vaporizer 
Hankscraft Co., 
Reedsburg, Wis. 
Device: Hankscraft 
porizer No. 202 
Selling Features: lor use in relict 
of colds, croup and bronchial ail 
ments; because glass jar is not in 
vented, spilling is prevented; onc 
filling of water provides heavy con 
centration of steam throughout the 
night; steam may be directed where 
needed; unit shuts off automatically 
when water is gone . 


automatic va 





SUPREME Knife Sharpener- 
Buffer 


Supreme Product Inc., 
Chicago, 16, Ill. 


Device: Supreme electric 
sharpener and buffer. 


Selling Features: Combines sharp- 


SEPTEMBER, 


knife 


buffer 
lenite case in white, yellow or red 
with rubber molded base and cord; 
large top switch turns off or on at 
a touch of finger; movable protec- 
tive canopy slides over buffer when 
wheel 


ener and into one item; 


sharpening 
a.c. only. 


is being used; 





} 
K-M Liquidizer 
Knapp-Monarch Co., 
St. Louis, Mo. 
Device: New K-M Multi-Speed 


Liquidizer. 

Selling Features: Slide switch dials 
each operation—liquefying, pulver- 
izing, shredding, blending, puree- 
ing etc.; 2-piece cover: smaller in- 
side cap removes separately to allow 
for adding ingredients while blades 
are in motion without splashing; 
surgical steel blades pitched to 
break up tissues and fibres of fruits 
vegetables, meats and fish in sec- 
onds; hexagon shaped bowl design 
assures return of ingredients into 
path of whirling blades for whirl 


pool mixing; 32 oz. capacity. 






‘s 
BERKO Radiant Heat Panel 
Berko Electric Mfg. Corp. 
Queens Village, N. Y. 
Device: Berko portable heat con 
ditioner, No. PTH 12. 
Selling Features: radiant heat 
panel; element consists of sheet 
of tempered Pyrex glass—no glow- 
ing element; causes no drafts or 
dust; available with or without 
thermostat control; pilot light in- 
dicates when unit is operating; 
chrome finished guard, kiln-dried 
maple handles and legs; metal 
frame in Scotch grey; buss bar 
construction. 
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Now & the time to 
cash in with 
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Make a big kitchen pay 
storage dividends 








— 





: materials are making the kitchen 





the star of the home 








HERE’S HOW AMERICAN KITCHENS GIVES 





YOU THE ADVANTAGE OF $1,000,000 WORTH OF FREE PUBLICITY! 


Home magazines today are filled with 
stories about the new excitement about 
kitchens _fast turning into the most 
important room in the house! Editorial 
space is devoted to headline stories 
about new decor, new planning, new 
living kitchens. And that’s where 
American Kitchens uses this great In 
terest and publicity to cash in... for you! 


NEW EDITORIAL-FORMAT BOOKLET 
To take advantage of this nationwide 
trend, American Kitchens has produced 
a new booklet in typical magazine for- 


AMERICAN KITCHENS DIVISION 





mat with color pictures and helpful in 
formation about decorating and kitchen 
planning. 

National advertising will promote 
this 24 page folder, “New Designs for 
Living Kitchens,’ and the inquiries 
will be sent directly to the dealers to 
give them a list of ‘red-hot’? ‘‘ready 
to-buy”’ prospects to work from 

Yes—now is the time to display, pro 
mote, locally advertise American Kitch- 
ens. Now is the time to get yourself a 
bigger share of the multi-million dollar 
steel kitchen business with American! 


Aveo’ CONNERSVILLE, INDIANA 
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New kitchens 





that work for you 





7 


r ) 
oday’s kilchen is decorated 
as altractively as any room in the house 


“yn 


X 





Small models for big kitchen jobs 








i kitchen is becoming the 






most exciting room in the house 





CABINETS OF STEEL 
FOR LASTING APPEAL! 


peeseaeaewoaenwee ee” 


i 

i American Kitchens Division, Dept. EM-9 

§ AVCO Manufacturing Corp., Connersville, indiana 

’ 9 P 

' I am interested in an American Kitchens franchise i 
g one is available in my area. Please have my nearest 
, distributor contact me. 

- Name 

8 Address 

é 

y City Zone State 
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EASY Automatic Washer 


Easy Washing Machine Corp., 
Solar & Spencer Sts., 
Syracuse, N. Y. 


Model: Easy ‘“Spiralator’’ auto 
matic washer, No. ADC 

Selling Features: Washer has 
patented Spiralator washing action; 
Master Mind Dial which pre-sets 
2 separate, completely automatic 
washing cycles (regular or fine 
fabrics) and allows full selectivity 
of any part of either cycle; warm 
water Power Rinse; Whirlaway 
Spindrying; wash water tempera 
ture control for regular fabrics; low 
hot water consumption (about 13 
gal. on short cycle): Sediment re 
jector—automatically traps and re 
moves heavy soil waste; $ h.p., 115 
volt 60 cycle motor protected 
against overload by fustat; positive 
water fill—tub automatically fills to 
proper level before cycle begins, 
despite varying water pressures; 8 
Ib. capacity; top loading. 

Exterior design matches auto- 
matic clothes dryer. They will be 
merchandised as Easy’s Matched 
Pair, Cabinets of washer and dryer 
are 36 in. high, 293 in. wide, 254 
in. deep; 1-piece steel construction; 
bonderized; baked-on white Easy- 
namel; chrome and plastic trim. 





EASY Automatic Dryer 


Easy Washing Machine Corp., 
Solar & Spencer Sts., 
Syracuse, N. Y 


Device: Easy automatic clothes 
dryer models DDC-E and DDC-G 
(electric and gas) 

Selling Features: Regulaire (low 
temp-high airflow) drying system; 
automatic ‘Timer Dial—presents to 
any desired drying time and re 
quires no re-setting; T'win-lemp 
switch provides max. 170 deg. F. 
setting for regular fabrics, max 
135 degs. F. setting for fine fabrics 
and mixed loads; hooded heating 
element prevents scorching; perfor- 
ated, smooth revolving cylinder; 
Ultra Violet lamp; interior light; 
cycle-end bell; automatic shut-off 
switch functions when door is 
opened during cycle; automatic 
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NEW PRODUCTS 


Automatic Laundry Equipment 


clean-out reminder buzzer on lint 
trap; 9 Ibs. capacity; front loading; 
clectric model operates on 220 o1 
110 volts with slight wiring adjust 


ment, 








WESTINGHOUSE 
Laundromat and Dryer 

Westinghouse Electric Corp., 
Mansfield, O. 
Device: New low-priced Laundro 
mat LS-7 and Clothes Dryer, DS-7. 
Selling Features: A new full-size 
completely automatic Laundromat 
washer and a style companion 
clothes dryer designed for budget 
minded. 

Single dial control on Laundro- 
mat can be used for completely 
automatic washing, prewashing or 
to stop, start or repeat any part of 
wash cycle; permits any washing 
time from l-min. to 20-min., and 
automatically provides hot water 
temperature for heavily soiled fab- 
rics and warm water temperature 
for delicate fabrics. 

Control dial does not advance 
while tub is filling insuring proper 
quantity of water; special setting 
“N” in the word “Rinse” provides 
for prewashing or conditioning of 
clothes. 

Features 30-deg. inclined tub, 
Agi-Tumble wash and rinse action; 
up to 9 Ibs. clothes, dry weight; 
door is 143x18 in., and when 
opened serves as handy loading 
shelf; door switch automatically 
stops machine 
opened 


when door 1S 


Dryer 

New dryer has time settings 
from 5-min. to 3-hrs; control dia) 
permits clothes to be dried com 
pletely for storage, damp dry for 
ironing, Or minimum time and 
temperature settings for new syn 
thetics. 

Large multi-vaned fan draws 
fresh air in, filters it, warms it over 
element, blows it directly through 
tumbling clothes; can be vented 
outdoors, or if not vented an a 
cessory lint trap may be added. 

Handy shelf-door provides con 
venient work surface for loading 
and unloading. Automatically shuts 
off when door is opened. 

A combination 115-230 volt or 
115-volt model, can be converted 
from one to the other; element for 
115-230 operation is rated at 
4600 watts; cycles on and off main- 
taining incoming air at safe tem- 
perature. For 115 volts operation 
element is rated at 1500 watts. 


\ ae 





THOR Dryers 
Thor Corp., 
2115 S. 54th Ave., 
Chicago, 50, Ill. 
Models: Thor redesigned automatic 
clothes dryers. 
Selling Features: Designed to match 
hor’s automatic and spinner wash- 
ers; available for electric or gas; 
single dial operation starts drying 
action, determines drying time and 
automatically shuts dryer off when 
clothes reach desired degree of dry- 
ness: “Selecto-Dry” control allows 
dialing for extra-damp for the auto- 
matic ironer, damp-dry for the hand 
iron, or fully-dry for folding and 
storage; 18-in. port permits easy 
loading and removal of clothes; 
drying time from 45 to 60 min. 
8 lb. dry capacity, 16 Ibs. wet; vac- 
uum system of drying employs a 
large high-speed fan to draw 90 cu. 
ft. hot air per minute through 
clothes; 3500 watt element at top; 
safety thermostat on drum; lint trap 
in front; white baked enamel finish, 
grey baked enamel recessed base. 





ate 


WHIRLPOOL Automatic 
Washer 

Whirlpool Corp., 

St. Joseph, Mich. 

Model: Whirlpool deluxe auto- 
matic 8-Ib., space-saver washer. 
Selling Features: Incorporates most 
features of larger Whirlpool Su- 
preme model in cabinet occupying 
244x24} in. floor space; top-load- 
ing; agitator wash action; spin ex- 
traction operates at 500 rpm; 3 
temperature water selection; 
rinses includes a deep agitated 
rinse and 6 power-spray rinses; 
flexible washing time from 1 to 
20 min—dial may be stopped, 
changed, reset; automatic filling at 
any water pressure controlled by 
float valve—timer advances to 
“wash” only when filling is com- 
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pleted;tub capacity to fill line, 15 
gal.; suds-miser pump optional at 
additional cost; retractable caster- 
base attachment that permits ma- 
chine to be rolled away and stored 
when not in use is also available 
at additional cost. 

Outer dimensions and appcar 
ance closely match an § Ib. capacity 
clothes dryer introduced June 1. 








KELVINATOR Dryer 


Kelvinator Div., 
Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Device: Kelvinator clothes drver, 
No. DE. 

Selling Features: “T'riple-safety”’ fea- 
tures include a single constant dry- 
ing temperature safe for even syn- 
thetic fabrics; glass-smooth porce- 
lain drying cylinder which won’t 
snag, tear or corrode; safety door 
which stops dryer automatically 
when opened; constant rapid cir- 
culation of warm dry air —120 cfm 
at a 2900 ft. per min. velocity 
draws moisture out of clothes; re- 
quires no temperature adjustment 
for different fabrics; matches Kel- 
vinator washer in styling; capacity 
up to 18 lbs. wet clothes; operates 
at 230 or 115 volts; at 230 dries 
normal load for damp-dry in 20 to 
30 min.; fluf dry in 35 to 45 min.; 
dryer automatically shuts off when 
timed drying period has ended; 
thermostat maintains internal tem- 
peratures between 145 and 155 
degs. F.; timer control dial adjust- 
able for any drying period from 5 
to 120 min., may be stopped and 
reset as desired; bell signals end of 
dry period; interior lamp turns on 
when motor starts, and also lights 
up when door is opened. Extra 
large lint-trap on lower front runs 
full length of cylinder. 


r 





ae 


Linn 


“Ramadapter” is the trade name 
of faucet adapter suitable for use 
with portable automatic washing 
machines and dishwashers. Avail- 
able in 3 sizes to fit 99% of all 
faucets; can be installed _ per- 
manently in 30 secs.; features 2 
threads, one a standard garden hose 
coupling and an aerator thread to 
accomodate a metal chromed 
aerator. Made by Ram Domestic 
Products Co., 6-8 W. Sidney Ave., 
Mt. Vernon, N. Y. 
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WESTINGHOUSE Range 


Westinghouse Electric Corp., 
Mansfield, O. 


Model: Westinghouse Thirty—No. 
HE-244. . 

Selling Features: A 24 in. wide 
oven large enough to roast two 15- 
lb. turkeys or bake 10 loaves bread; 
oven is equipped with Fiberglas 
heat guard seal to keep out drafts 
and permits baking on any rack 
position; larger broiling capacity 
with intense infra-red heat that 
seals in natural flavors and juices; 
4-fast Corox units, each with 5- 
controlled heat settings for every 
type cooking; each unit has re- 
movable drip pan for easy cleaning; 
divided top design; Tel-A-Glance 
surface units on control panel; 
single dial oven control turns on 
current and sets oven temperature 
with one easy turn; appliance out 
let for toaster, coffeemaker etc; a 
full width storage drawer mounted 
on nvlon rollers provides large 


capacity for pots and pans; chrome 
handle 





1-H Freezers 


International Harvester Co., 
180 N. Michigan Ave., 
Chicago, 1, Ill. 


Models: 2 new International Har- 
vester upright freezers L-14-V and 
L-9-V. 

Selling Features: Designed to oc- 
cupy no more floor space than nor- 
mal refrigerator No. L-14-V, a 14 
cu. ft. freezer holds 490 lbs. food 
takes less floor space than most 8 
cu. ft. models. Have same refrig- 
eration design, insulation, door seals 
and other characteristics found in 
I-H chest-type models. Fast freez 
ing on all refrigerated shelves; 
““Tight-Wad” compressor unit; pre- 
set temperature control maintains 
correct storage temperatures 
throughout; outside warning light 
goes off in case of power failure; 
Full-Vue light illuminates interior. 


NEW PRODUCTS 


Ranges-Refrigerators-Freezers 








G-E Range 


General Electric Co., 
310 W. Liberty St., 
Louisville, 2, Ky. 


Model: Deluxe 36 in. range No. 
J-363L. 

Selling Features: Features inte- 
grated backsplasher panel—surface 
unit and oven controls, oven 
timer, 2 appliance outlets and 
24-in. built-in fluorescent light are 
housed in or mounted on panel; 
full-size oven, 21 in. wide 18 in. 
deep, 15 in. high, has wide front 
opening, shallow depth facilitates 
loading, unloading and cleaning; 
metal enclosed, removable sheath 
type broil and bake units. 

Four metal-enclosed sheath type; 
surface units include a 1600 watt, 
extra-high-speed unit at right rear; 
push-button control permits quick 
selection of 5 different heat levels; 
master indicator light and red “Hot 
Dot” indicate unit has been turned 
on. 

2 base drawers and special side 
drawer, provide storage for pots, 
pans etc. and have nylon rollers. 
Combined fuse receptacle and 
duplex appliance outlet on right of 
backsplasher panel. 








DEEPFREEZE Freezer 


Deepfreeze Appliance Div., 
Motor Products Corp., 
2301 Davis, 

No. Chicago, Ill. 


Model: Deepfreeze 19-cu. ft. up 
right freezer No. CY-195. 

Selling Features: Designed for 
home and kitchen; stores more 
than 665 Ibs. assorted food; color- 
styled with Bermuda green in 
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terior; freezing coils are located 
directly under each of the 4 
aluminum shelves; occupies 7.77 
sq. ft. floor space; hermetically 
sealed, + h.p. 60 cycle, single phase 
unit, Freon 22 refrigerant; handy 
steel wire sliding saline for lower 
section, each holds over 42 Ibs. 
food. 








HOWARD Refrigerators 


Howard Refrigerator Co., Inc., 
4745 Worth St., 
Philadelphia, 24, Pa. 


Models: 3 new Howard refriger- 
ators: Bain Marie, Range-Refrig- 
erator and ‘lable-top refrigerator. 
Selling Features: Range-RKefrigerator 
consists of a 44 cu. ft. refrigerator 
with 2 handy, full-width storage 
shelves on inside door; stainless 
steel top houses 2 T&K Monotube 
burners; 35 in. high, 23 in. wide, 
30 in. deep; _ leather-grained 
aluminum interior; equipped with 
4 h.p. Tecumseh hermetically 
sealed unit; full top to bottom 
door; interior light. 

Table-top refrigerator is 36 in. 
high, 23 in. wide and 26 in. deep; 
a full-width porcelain work table on 
top. Powered by a $ h.p. ‘Tecumseh 
unit. 

Bain Marie Sandwich unit, also 
equipped with 4 h.p. hermetically 
sealed compressor; has 6 stainless 
steel food containers plus a large, 
full-width cutting board. 





G-E Refrigerator 


General Electric Co., 

310 W. Liberty St., 

Louisville, 2, Ky. 

Device: An 11.2 cu. ft. automatic 
defrosting refrigerator No. LD-112. 


Selling Features: Features a full- 





width across-the-top freezer com- 
partment with 39 Ibs. frozen food 
capacity; 4 aluminum shelves—3 
adjustable and 2 sliding; a swing 
basket; 2 large fruit and vegetable 
drawers; 4 door-shelves; butter 
compartment; 3 Redi-Cube ice 
trays; automatic interior light; 
pastel blue interior door panel; 
sloping aluminum baffle. below full- 
width evaporator provides “Roto- 
Cold” air circulation throughout 
fresh food section. Sealed heating 
unit, built into across-the-top 
evaporator is turned on automati- 
cally by frost limiting device when- 
ever defrosting is necessary; sloping 
baffle carries defrosting water to 
back of cabinet where it is chan- 
neled to a collecting pan in the 
base. Here the water is evaporated 
by the natural process of time. 





THOR Refrigerators 


Thor Corp., 
2115 So. 54th Ave., 
Chicago, 50, Ill. 


Models: ‘Thor refrigerators in 4 
models—8 cu. ft. standard, 8 cu. ft. 
Deluxe; 10 cu. ft. Deluxe and 10 
cu. ft. Custom. 


Selling Features: Thor 10-cu. ft. 
custom features automatic defrost- 
ing and butter conditioner; both 
10-cu. ft. models have two 1-piece 
plastic crisper bins covered with 
glass shelves; a 2-piece plastic, 
libreglas insulated chill tray; 4 ice 
cube trays; full length door with 3 
interior door shelves; freezer com- 
partments have 52.5 lb. capacity; 
a butter keeper is featured in the 
10 cu. ft. deluxe. 

8-cu. ft. Deluxe features a single 
crisper bin, a butter keeper, 4 ice 
cube trays; a l-piece plastic Fibre 
insulated chill tray; 2 chill tray 
slide positions make tray adjustable 
for summer and winter operation. 
I'reezer compartment holds 43.75 
Ibs. 

8-cu. ft. Standard has a 31.5 Ib. 
freezer. 

All models have all welded steel 
cabinet with white baked Dupont 
Dulux finish; temperature is con- 
trolled on 2 Deluxe models and 
Custom, by a thermostat calibrated 
for 8 position plus “‘off” and “vaca 
tion.” A temperature control 
thermostat with multiple position 
is featured on Standard model in 
the line. 

10-ft Custom features gold in 
terior trim. 

10-ft. Deluxe has green interior 
trim. 
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The way LIFE sells appliances... 





<q The Georgia Power Company, a 103- 


A " 
~ ELA SX 


store chain, recently staged an “Adver- 
tised-in-LIFE” promotion in 33 of its major 
outlets. This picture shows the Decatur, 
Ga., store readying displays. Says Display 
Manager Roy Benson, “I travelled the 
state during the ‘“‘Advertised-in-LIFE”’ 
promotion and found that our managers 
did good jobs with displays. It was a suc- 
cessful promotion from my standpoint.” 





Six Products were featured during > 


the promotion— Westinghouse Clothes 
Dryers, Universal Jet “99” Vacuum Clean- 
ers, General Electric Clocks, Elna Port- 
able Sewing Machines, Eureka Vacuum 
Cleaners, and General Electric bulbs. Here 
is the way one Atlanta store displayed 
them all. Result? An eye-catching, inter- 
esting, attractive window that boosted 





store traffic considerably. 


... sells 


q/. B. Clonts, manager of this Atlanta 
store says, “The fact that my products are 
advertised in LIFE cannot be overlooked. 
One out of two of my customers read LIFE 
and I know that giving them the ‘double 
take’—that is, having the same LIFE ad 
in my store that they saw in their homes— 
helps to promote the sale. LIFE is an im- 
portant partner.” 








E. A. Kandle, Georgia Power’s assistant e 
advertising manager puts it this way: “Our 
*Advertised-in-LIFE’ promotion has beena 
highly successful one. Our store managers 
and salesmen have been particularly im- 
pressed —and that’s probably the most 
significant indication of the value of the 
promotion. We are looking forward to 
another one in the near future.” 





EVERY ISSUE OF LIFE REACHES 11,880,000 
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ADVERTISED In — 


E 


9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 





First in readership 
First with appliance dealers 


HOUSEHOLDS IN THE UNITED STATES® 


*From: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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The FAIRMONT 21” Table Model 
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acme. . In Blonde or 


ad and watch tr 


FOR PHOTOGRAPHIC CLARITY EVEN IN DISTANT 


—. of ACTION this Fall—right where it counts— ENS 
YOUR STORE! The new Syly ania Jamboree promige” a 
everything it takes to draw them in—and make 

You stage a big Guessing Game right in your \ 
with FREE Prizes—FREE Gifts. They flock in to g 
their names and addresees—and see a full-dress ¢ 
of the great new 1954 Sylvania television line. 

It’s sure-fire! Get 
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BY, Sweet 





The STRATFORD 21” Beau- 
a Mahogany Console with 

ALOLIGHT. Also in natural 
Blonde Korina. 
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40 NEW MODELS 
17 — 24” and 27” Screen Sizes 
riced as Low as $189.95" 
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The SYLVANIA TV JAMBOREE starts SOON! 
Advertised and Promoted in 
LIFE - AMERICAN WEEKLY: THIS WEEK 
“BEAT THE CLOCK” TV PROGRAM 


* SYLVANIA 


TELEVISION 
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Distributors! Dealers! Steyped-Up (rodichion fies you 9 chence 10 


The Pook dieties Dishwasher 


It’s a volume seller! Over 300,000 now in use! 
Market still wide-open! 
Hottest-selling dishwasher anywhere! 


WASHES DISHES IN SCRAPING TIME! 


Dishmaster, and only Dishmaster, completely 
washes dishes, silver, glassware, pots and pans 
in the time it takes to get them ready for washing 
in high-priced “automatics”! And a minute’s 
demonstration can prove it to any prospect! 


Here’s an appeal that can turn interest in 
dishwashers into money in your till. And see 
how easily! 


Dishmaster is a complete, permanent sink 
fixture, finished in gleaming chrome. an 
Serves as both a push-button dishwasher 
and swing-spout mixing faucet. Concealed 
tank holds detergent solution. Aerated 
suds flow through nylon brush at press of 
button. Just release button for clear rinse. 


The Push-Button Dishwasher 


No installation problems. No financing wor- 
ries. No customer kick-backs. A down-to-earth 
price, and an easy-to-tell, foolproof sales story! 

The market is huge, wide-open—almost 
everywhere in the country! Thousands of leads 
are already waiting for you. A husky national 
advertising schedule is preselling millions more. 
Now, increased production makes it possible 
to supply more distributors and dealers. Get 
your share of the market and profit. Send 
coupon for details. 





GERITY-MICHIGAN CORPORATION 
Dept. W-16, Merchandising Division 
10 S. Superior Street, Toledo 4, Ohio 


Send me details of the Dishmaster Deol. 
lam a distributor | | a dealer | 


Name 





Firm 
Address. 
City Zone State 























VICTOR Quickfreezer 


Victor Products Corp., 

Hagerstown, Md. 

Model: Victor 19 cu. ft. upright 
Quickfreezer 

Selling Features: Occupies less than 
1 sq. yd., flocr space; stores 650 
lbs. frozen food with eye-level ac 
cessibility; automatic temperatur 
control; 4 individual inner com 
partment doors (optional) operate 


on 2 exterior mounted hinges; 


lower 3 doors can be used as 
shelves while loading and unload 
ing; 4 compartments refrigerated 
by concealed coils—all sizes, top 
and bottom refrigerated; sub-zero 
temperature surrounds all com 
partments; heater controlled by 
manual switch for use in periods 
and locations of high humidity to 
minimize moisture condensation; 
bonderized interior and exterior; 
white baked enamel finish with 
chrome latch and built-in lock 





SERVEL Water Heaters 


Servel Inc., 
Evansville, Ind. 


Models: Serve! clectric water heate: 
line consists of enes ot hinder 
type models and ies of tabl 
type model 

Selling Features: Cylinder-typ 
models include 3. series: Styl 
Master, Value-Master, and Chal 
lenger. 


Challenger models available in 
sizes: 30, 52 and 66 gal. capacitic 
Value-Master series in 4 sizes: 30 
52. 66 and S80-gal 1 magnesium 
rod is standard on this model to 
help prevent rust; Style Master, top 
of-line series, is available in 30, 52 
ind 80-gal. capacities; magnesium 
rod plus high-temperature cut-off 
switch is standard equipment. 

l'able-type heaters include the 
Value-Master and Challenger 
series. Both series made in 2 ca 
pacities: 35 and 45 gal; heavy 
gauge galvanized steel; immersion 
type elements available in single or 
double; can be brushed clean of 
lime deposits at intervals; 3-in. Fi 
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berglas insulation; table - tvpe mod 
cls have white acid-resistant porce 
lain top which slides forward for 
easy flush installation. Cylindrical 
models trimmed in gray. Style 
Master and Value-Master lines 
have Servel script in gold with 
white check. 





LUX Clock 


Lux Clock Mfg. Co., Inc., 
Waterbury, Conn. 

Device: Lux electric calendar clock 
Selling Features: ‘Iclls day, date 
and time automatically; lustrous 
polystyrene cabinet color-keyed for 
every room; raised polished brass 
numerals and hour dots on off 
white background with center 
panel and calendar panel in “‘after 
glow” gray 





REGINA Electrikbroom 


Regina Corp., 

Rahway, N. J. 

Device: New model Regina Ek 
trikbroom 

Selling Features: Swivel-action noz 
zle adjusts to angle of the handle, 
providing positive suction; weighs 
64 Ibs.; new color combination- 
gray with red accents; nozzle a1 
rangement said to be similar to 
that used on all tank cleaners with- 
out requiring a hose connection. 





THRIFTEE HEETAIRE 


Markel Electric Products Inc., 
and La Salle Products Inc., 
Buffalo, N. Y. 


Models: Thriftee Heetaires 171 
and 18T, 


Selling Features: An automatic ther 
mostatic control has been added to 
the Thriftee Heetaire series; auto 
matic fan-forced Heetaire produces 
and maintains any desired tempera 
ture between 40 and 80 degs. F., 
insuring correct comfort automati 
cally; can be plugged in and forgot- 
ten; thermostat turns heataire on 
and off as needed; separate on-and 
off switch can be operated without 
disturbing zone of comfort once se 

lected. No. 17T has 1,320 watt 
element; No. 18T has 1650 watt 
element. Manual fan-forced (140 
series) have also been redesigned. 





THERM Aijr Purifier 


Therm Appliance Mfg. Co., Inc., 
618 S. First St., 

St. Charles, Ill. 

Device: ‘Therm Air-Purifier 


Selling Features: or relief of hay 


fever, asthma, airborne allergies 
emoves 92 percent of pollen and 
dust with each air change in a 12x 
15x9 room; keeps air pure not with 


filters, bnt by scrubbing every pal 
ticle 4 times with water at the 
ite of 200 cu. ft. every min. 2 fans 
circulate air to every corner of 
room; also evaporative cools, 
Patented arrangement of baffles 
direct incoming air at rate of 200 
cfm through 2 dense water sprays, 
reverses the turbulence of the air 
so that every particle is wiped 
against wet walls of spray chamber, 
passed over water reservoir and 
finally discharged, free of pollen, 
dust and other irritants through 
the front vents. 4-position control 
switch for off, low, high and heat. 





© i re ssid A lrod 
rated at 5000 btu maimtains 7! 
deg. temperature in average room 


1350 \V itts, 120 volts only: 
two 1/150 h p. motors: 22 gauge 


galvanized steel cabinet, tan baked 


enamel finish. 








DUSTRONIC Air Cleaner 

Radex Corp., 

2076 Elston Ave., 

Chicago, Ill. 

Device: Dustronic, an electrostatic 
room air cleaner. 

Selling Features: Removes 92% 
dust and pollen from air by weight; 
unit consists of metal cabinet 
which houses a treated mechanical 
filter, a power pack, multiple elec- 
trostatic filter plates and a fan for 
lir circulation; weighs 30 Ibs.; can 
be used in office or home without 
installation problems—plugs into 
wall outlet. 





VIKING Dehumidifier 
Viking Air Conditioning Corp., 
5601 Walworth Ave., 
Cleveland, 2, O. 


Device: Viking Arid-Zone de 
humidifier 
Selling Features: \utomatic “‘float 

itch” turns moist densing 

t of 

iched, an fet ( 

ming owner to empty pan; when 
onnected to p t drain the 
flote switch will tect against 
lrain stoppage 

Removes up t nowsture 

ly from air; m LS4x174y 
144 in. fits in closet, unc cabinet 
helves etc.: dehumidif WJ 
cu. ft. space; easily moved from 
room to room by chromium han 
cles 

Correction 

Figures vere iadvertently 
switched in describing the Elec- 
trend Heating System in July, p 
142. The switch and thermostat 


was listed as being 84 in. from floor 
Copy should read: “Duct is $4 in 
tall; switch and thermostat located 
48 in. from floor.” 


SEPTEMBER, 1953—ELECTRICAL MERCHANDISING 





SEs 


NUTONE Twin-Blower Fan 


NuTone, Inc., 
Madison & Red Bank Rds., 
Cincinnati, 27, O 





Device: NuTone “Twin Blower” 
ventilating fan, No. 870. 

Selling Features: Designed for in 
tallation in kitchen cabinets and 
ciling; features snap-in assembly 
for easier cleaning—a simple twist 
rcleases all parts for a quick, thor 
cugh cleaning, no tools required; 
fan measures 8x8x14 in. Installed 
directly over stove it catches smokc, 
kitchen odors, grease and steam at 
source; has double centrifugal 


blower wheels; available with mirror 
finish grille; motor shielded from 
path of hot greasy air; 300 cfm; 
duct 34x10 in.; 3-speed wall switch. 


¥ 
os 


EUREKA Cleaner Dolly 


Eureka Williams Corp., 
Bloomington, Ill. 

Device: Kureka ‘“Roto-Matic”’ can 
ister-type cleaner now has a “Roto 
Dolly.’ 

Selling Features: “Roto- Dolly” 
ioves cleaner smoothly over rugs 
nd carpets on rubber, swivel, ball 

iring wheels, holds cleaner snugly 

+ rubber-tipped spring. steel 
rms”; silver gray finish to har 
1onize with light green of cleaner 

Rotomatic also features a_ swivel 
p. Tools are attached directly to 

Roto-Matic” removing need fe 


; r r 
l Carrying box 


KING Freezers 


King Refrigerator Corp., 
7602 Woodhaven Bivd., 
Glendale, L. I., N. Y. 

Models: King 1953 
ludes 3 chest an 


model. 


freezer line in 
d one upright 


Selling Features: Chest models are 
vailable in 4, 9 and 12 cu. ft. ca 
pacities; upright has 11.4 cu. ft 
ipacity; Other features include ‘T’ 

umseh compressors; Ranco con 
trols; white Dupont Dulux finish; 
high density Fiberglas insulation; 
removable baskets; counterbalanced 
hinges; floating inner door panel. 

4-cu. ft. apartment size freezer 
illustrated holds approximately 150 
Ibs. food; has 4 h.p. unit. 
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G-E Wringer Washer 


General Electric Co., 

310 W. Liberty St., 

Louisville, 2, Ky. 

Model: G-E semi-deluxe wringer 
washer No. WC-630. 

Selling Features: An adjustable 
automatic timer has been added 
to shut off washer at end of se- 
lected wash period from 1 to 15 
min.; for washing beyond 15-min., 
timer can be set to a “hold” posi 
tion; white porcelain wash basket 
has 8 Ib. capacity; lightweight 
black plastic agitator; wringer rolls 
automatically adjust to varving 
thicknesses, and are removable for 
easy cleaning; pressure-release bar 
directly above rolls; quick-emptying 
impeller-type drain pump optional; 
white baked-enamel finish; timer, 
control lever and drain lever lo 
cated at working height at front 
of washer. 





HAMILTON Conventional 
Washers 

Hamilton Mfg. Co., 
Two Rivers, Wis. 
Models: 3 new Hamilton conven 
tional washers: Standard, Maste1 
ind Deluxe. 
Selling Features: Hamilton Stand 
ird, low-priced model has 20-gal 
tub; non-metallic, 3-vane agitator; 
tandard safety wringer equipped 
with reversible automatic drain 
board. 

Hamilton Master has 22 gal. tub 
full-skirted construction; five 2-in. 
casters; reversible wringer equipped 
with adjustable pressure selector; 
push or pull pressure release bars; 
automatic drainboard reverses with 
wringer direction; heavy-duty } h.p. 
motor. 

Hamilton Deluxe, semi-auto 
matic, equipped with automatic 
timer which rings a bell at end of 
selected wash cycle; Rapid-Flo drain 


pump. 
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BRADFORD Water Heaters 


Pennsylvania Range Boiler Co., 
24th & Ellsworth Sts., 

Philadelphia, 46, Pa. 

Device: Bradford glass-lined (Vitra 
glas) water heater. 

Selling Features: Glass lined tank; 
protected against internal electroly- 
tic action; Chromalox immersion 
type elements; ‘Thermodisc thermo- 
stats; 3-in. Fiberglas insulation; cold 
water baffle; 2-tone baked enamel 
finish; available in 20, 52, 66 and 
82 gal. sizes, with one or two ele- 
ments in wattages from 1000 to 
2500 in single units and from 600 
to 2500 in double units. 





US AlRconditioner 


United States Air Conditioning Corp. 
3300 Como Ave., S$ 

Minneapolis, 14, Minn. 

Model: usAIRconditioner window 
type room cooler. 

Selling Features: Features built-in 
jutomatic thermostatic control; 


iailable in 4, 3 and 1-ton sizes. 





MURRAY Attic Fans 


Murray Co. of Texas 
32 Canton St., 
Dallas, Texas 


Models: Murray deluxe attic fans. 
Selling Features: Available in ver- 
tical (pictured) or horizontal mod- 
els; each Deluxe model has a cor- 
responding Standard model in ver 
tical and horizontal types, 8 sizes 
from 24 to 48-in. Deluxe models 
feature sealed ball-bearing motors. 








ARF Water Purifier 
A. R. F. Products, Inc., 
7626 W. Lake St., 
River Forest, Ill. 
Device: A.R.F. ultra-violet water 
purifier. 
Selling Features: Purification of 
water is accomplished by exposing 
to ultra-violet energy produced by 
a G-E germicidal lamp encased in 
a special tube ant ay enclosure; 
maximum permissible flow through 
purifier is limited by a valve preset 
at factory to allow flow of 14 qts. 
per min. when connected to a pres- 
sure water system; simple to install 
using flexible copper tube and 
saddle valve furnished; unit plugs 
into any 110 volt a.c. outlet; wall 
bracket also furnished; designed 
for kitchen installation; white en- 
amel finish; aluminum, stainless 
steel and other non-corrosive mate- 
rials are utilized. 


Briefs 


“Twin-Mix”, a product recently 
developed by P & G Supply Co., 
Inc., Bronx, 60, N. Y., does away 
with need for drain cocks and per- 
manent plumbing installations with 
automatic clothes and dish washers. 
A brass fitting cast in 1-piece, it 
can be used with the standard inlet 
hose that comes with the machine 
and a simple faucet adapter. 

A. self-threading adapter, also 
announced by this company is 
made of tempered steel, self tap- 
ping part of adapter is made in 3 
izes. Two types of bushings which 
crew onto self-threading portion 
of adapter. One adapts faucet to 
standard hose thread and to stand- 
ard aerator thread. ‘The second 
idapts faucet to a nipple which 
can be used with a snap-tite coupl- 
ing. 

Electro-Matic, a new automatic 
water softener and conditioner No 
IMD for the home is announced 
by The Permutit Co., New York 
36, N. Y. Softens incoming water 
upply by removing calcium and 
magnesium solids, clears water of 
ilt, removes a normal amount of 
iron and manganese. 2 sizes: EMD 
25, a 55-in. high, 9 in. diam model 
suitable for a 1 to 14 bathroom 
house; and EMD-50, a 61-in. high, 
12-in. diam unit, for 2-bathroom 
house. 

Lyon announces a variety of cabi 
nets designed for use with decen- 
tralized cooking units becoming so 
popular in modern kitchens. ‘Tap- 
o-matic handles, insulated doors, 
adjustable shelves, bonderized fin- 
ish are, features of these cabinets. 
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STROMBERG-CARLSON 
1954 TV Line 


Stromberg-Carison, 
Rochester, 3, N. Y. 


Models: 18 new cabinct designs in 
table, console, radio-phono and 
T'V-radio-phono combinations 
Selling Features: All T'V models 
available with deluxe 21 and 24-in. 
chassis featuring choice of VHF- 
UHF strip type tuner or continu 
ous 82-channel VHF-UHF tuner 
at additional cost. 

lop models, Imperial (624-25 
RPM) and Royale (624-25 RPO), 
identical in features and equip 
ment except for woods and design 
details of cabinet; Imperial, Geor 
gian styling, Royale, modern; 
equipped with new  rectangula 
24in. “Aluminized” kinescops 
Panoramic Vision wide-angle view; 
Custom 400 hi-fi FM-AM radio 
tuner and amplifier unit with 1 2-in 
coaxial speaker for good sound re 
production; audio stages provid 
distortion-free response from 20 to 
20,000 cycles per sec.; a Garrard 
3-speed record-changer with mag 
netic jeweled stylus, 4-pole motor, 
muting switch and automatic stop 

Models coded 624 are equipped 
with strip-type tuner to which 
UHF may be added. The 625 
series, at increased price, has 82 
channel UHF-VHF tuner. Ampk 
record storage space; cabinet 
mounted on casters. 





a a 
SYLVANIA 1954 TV 


Sylvania Products Inc., 
Radio and Television Div., 
Buffalo, N. Y. 


Models: 42 new Sylvania TV 
models in 1954 line. 
Selling Features: All models feature 
a new “photoPower” chassis “en 
gineered to provide finest UHF or 
VHF reception in any location”; 
a built-in 1-knob, all channel UHI 
VHF tuner optional on all 1954 
models; according to the manufac 
turer the new sets with picture 
tube voltage as high as 22,000, have 
more sensitive receiving circuits up 
to 35 tube functions, plus special 
noise supressing circuits. 
HaloLight is available on 34 of 
the 42 new models. 


Line . 
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Line includes 5 table models— 
one 17 in., Windsor, and four 21- 
in. models: Hampton, Ardmore, 
Whitmore and Fairmont. The 
later two feature HaloLight. 

Open consoles include two 17 
in; three 21-in; one 24-in; and three 

7-in. models. Consoles with doors 
include two 21-in; one 24-in; and 
one 27-in. model. Console com 
binations include a 21l-in model, 


the Monticello, and a 27-in. model, 





The Hampshire, which is available 
with chairside control. 
All models are 
mahogany or blond cabinets; some 
models are also available in mapk 


available in 





* a, 


WESTINGHOUSE 
1954 TV Line 
Westinghouse Electric Corp., 
TV and Radio Div., 
Metuchen, N. J. 
Models: Westinghouse 1954 TV 
line includes 16 standard and 14 
deluxe models. 
Selling Features: New models are 
available in a choice of contempo 
rary and traditional designs in plas 
tic, walnut, mahogany and frosted 
oak finishes, featuring big-screen 
pictures im space-saving cabinets. 
Sets range from Burton, econ 
omy-priced 17-in. table model to 
Westford, a 2-door console com 
plete with 3-speed record changer 
and AM-FM radio. A 27-in. table 
model, Pemberton, is also featured 
Features include an improved 
“automatic brightness control’ 
whereby a photoelectric “eye” in 
control panel automatically pre 
vents picture from being “washed 
out” in brightly-lighted room or 
from becoming too glaring when 
room lights are turned off. “Auto 
matic Brightness” is standard in all 
receivers with 21-in. or larger tubes 
“Automatic area selector” pro 
vides clear, steady pictures from 
distant and local stations; 100-mile 
plus tuner serves as amplifier to 
bring in distant signals; provision 


for VHF-UHF is available in 3 
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ways: where one or more UHF sta- 
tions are in air set is available 
equipped to receive all UHF sta- 
tions; or, a plug-in UHF receptor 
for one or two UHF channels is 
available, with provision for future 
complete conversion; or, an all- 
channel UHF tuner is available 
with space provided for it within 
cabinet. Built-in WHF-UHF an 


tenna is incorporated in all sets. 
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TV Sets 
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MIRROR TONE 


The Mirror-Tone Div. 

Scott Radio Laboratories Inc., 
Chicago, Ill. 

Model: Super Mirror-Tone A-24C 
24-in. and A-21C consoles have 
been added to line. 

Selling Features: A _ turret-type 
tuner with interchangeable strips 
for UHF and VHF -strips for VHF 
can be installed, or a continuous 
tuned all-channel UHF tuner is op 
tional; 4-stage inter-carrier IF am- 
plifier; 10-in. speaker; high sensi- 
tivity and low signal to noise ratio 
makes it especially suited for 
fringe-area reception; transformer 
powered; selector and adjustment 
controls located at front and back 
of set; A-24C has 20 tubes; both 
models have mahogany cabinets. 





HOFFMAN TV Line 


Hoffman Radio Corp., 

3716 S. Hill St., 

Los Angeles, 7, Calif. 

Models: 42 models in Hoffman 
1954 ‘T'V line. 

Selling Features: Newly engineered 
Hi-Fi “Tri-Phonic” sound system 
in Super Mark V models, has 10- 
watts push-pull output with cross- 
over network called “tone gate”; 
calibrated treble and base tone 
controls permit adjustments from 
20 to 15,000 cycles flat response; a 
third control activates phono or 
I'V; phono-jacks at rear of set al- 
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low record players to be attached; 
full range of screen sizes include 
17, 21, 24 and 27-in. 

“Trend” model, a new departure 
in TV cabinetry has 24-in. hori- 
zontal cabinet in wheat blonde 
with wrought iron legs, full doors 
with magnetic holders. 

Table models have solid mahog- 
any frames, tongue-in-groove joints, 
square corners. Other table models 
have gold ‘‘picture frame” which 
holds “Easy Vision” lens at a non 
reflective slant. 

Super Mark V chassis delivers 
18 kv in 21-in. models and 20 kv 
in 24-in. sets; noise rejection cir- 
cuits; 2 rectifiers, shock mounted 
tubes, electro-magnetic _ picture 
tubes are other features; new tube 
burn eliminator; full-power trans- 
formers, 40 me IF strips; keyed age; 
improved picture definition. Most 
models available with standard Cas- 
code or detent-action, 82-channel 
all-wave tuners for UHI reception. 
A complete line of table, open face 
consoles and full-door receivers are 
available with 24-in. rectangular 
tube; Super Mark V chassis. ‘Table 
models have 2 speakers with 360 
deg. sound; consoles have Tri- 
Phonic hi-fi system. 





TRAV-LER TV Line 
Trav-Ler Radio Corp., 

517 W. Jackson, 

Chicago, Ill. 

Models: 20 TV models in Trav- 
Ler fall line. 

Selling Features: Featured in the 
line are 9 UHF-VHF sets for all 
82 channels ranging from a 17-in. 
table model in mahogany to a 
23-in. console deluxe in blond. ‘lop 
of line in standard TV is a 24-in. 
console deluxe blond. 

Table models available with 
Fabricoid, mahogany or blond cab- 
inets in 17 and 21-in. sizes, and are 
available with or without UHF 
VHF 82-channel. 

Consoles are available in ma 
hogany or blond with 21, and 24-in. 
tubes, and with or without 82-chan- 
nel UHF-VHF. 
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Sekt Vcke. ups hod thy 
thet phony 


electric blankets 


Year after year Northern is gaining greater recog- 
nition as “the line that builds greater jobber-dealer 
profits”—offers dealers these five additional im- 
portant advantages: 






> of Northern produced its first electric blanket in 1912 and today 
continues as one of the very few basic manufacturers of electric 
bed coverings. 


¥ Northern makes only electric bed coverings and heating pads 
and devotes its entire efforts to the development and sale of 







‘a / a uf these products. 
* mM : Northern offers a straight replacement policy and was the first 
modern to minimize repair headaches. 


* Northern makes it possible for you to make more money per 
blanket! We welcome a check of competitive price structures. 


self-selling 
package 








ot Northern is one of the very few in the electric bed covering field 
to offer all popular colors and models. You lose no sales! 





Gb 
NG indivi idualized 
Me isi sing program 


he Sunset 
BH ie si ° Wlouse « Garden | em as arty 
e" S ame | in magazines will rr 
- , These leading Nyory to your £4 by a 
“2 ; the Norther, _will be backe Nowhen Electric Sheets 


ts this Fall. - les lite , 
Be ct, mail, colorful SO | ttective meet the growing demand 






Panels 










direct ™ isplays on 

point-of-sale oie rial ne Northern sheets offer all the sleep: advan- 
sales oc or writ pari eat profit tages of electric blankets at less cost. or 
distributor < ads» vp te i rjorthern! dual controls. Slightly warmer in foot area, — 








se | eit es 
Northern El eclric Company 


41 Years Experience Making Electric Blankets and Electric Heatin Pas 
5224 North Kedzie Avenue « Chicago 25, Illinois 








™ * 
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TO SHATTER DEALE 


HITS YOUR TOWN SEPTEMBER 14th WITH THIS 


Sales resistance d 


POWERFUL TWO- COLOR serene 


product, < 


isifitegrates when prospects "$e 4 










Followed by explosion. 

, : like Eureka Roto- Matic... at a price fike $69.95! Starting | , 
: after explosion of big, fae oF 

commusre witht now, your prospects in your town will be upder ¢ constant ce y 
: — colorful national ads from high- -explosive national and local advertising thac tells ey: 
alg the dynamic facts about Eureka Roso- -Matic. And’ for extta / 

and local tie-ins that a 
ammunition you have two terrific new promotions - - - the 

ureka “Roto- -Dolly” and the outstanding yi ty 4 
- iP 


sensi ational E 
this powerful a aftimu: * y 


are real DYNAMITE! 


» Hassock. Load up with 


“Stowaway 
ts for a record seasows 





nition now, and set your sigh 





It’s the HOTTEST PRODUCT- 


PRICE- -PROMOTION 


an barrage in the history of 
sales! 


imagine! Only 


'69* 


COMPLETE with 
DELUXE TooLs_¥ 











1 hlo 2. SwIivEL-TOP 
O- I CLEANER 

EUREKA DIVISION, EUREKA WILLIAMS CORP. 

Bloomington, Illinois 95 

ede bor yen Vak 


yacuum cleaner 
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o” —_— Shoot your 

W vacuum cleaner sales 
sky-high with the 

yN EUREKA Roto-Matic 
= M Swivel-top Cleaner 
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DOES IT HAVE 
A SWIVEL-TOP? 


me 


’ 
WHY 6HOULD ; 

*20 To 130 AN ete 
THAN | WOULD 
FOR THE EUREKA 
ROTO-maric> 


oom. t os 
Soe 
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* 2 4 a % - 
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Pete 9 2S 
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POST BJ) WAM potter tons t Loos 
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eam MACLEAN’S | 
LIVING a= 


GET THis 


Storage Chest TV-Bench 


C'oMpaytoy) \eCalls 
Ths Week / 


* Sixt roy rns 

WONDER Yy, 
“STOWaway” 
\ ce , > 


Sree ONE Le 248 sony 
wagers It, 





Eureka Division, Eureka Williams Corporetion 
Bloomington, Hiinois 
Without obligation, I would like to know more about 
MA i L your promt-bullding proposition to “ Goalers 


COUPON Jide 


FIRM. 


N re) Ww ADDRESS. 


Oe ciTy__ 
TYPE OF BUSINESS 
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MOTOROLA 1954 TV Line 


Motorola Inc., 
4545 W. Augusta Bivd. 
Chicago, 51, Ill. 
Models: Motorola 1954 TV line 
includes 20 sets. 
Selling Features: 24- and 27-in 
screen sizes are featured for the first 
time 

Line consists of two 27-in., three 
24-in., eleven 21-in., and four 17 
in. models. Features include a 
“Pictron” hi-voltage transformer 
for brighter, double-power picture; 





“good neighbor” shielding which 
climinates interference between 1 
ceiver and _ neighboring radio 
sets; new UHI-VHF roto-tenna 
mounted in cabinet on pivot and 
calibrated for easy adjustment; new 
cascode tuner “Robot 82” brings 
in all UHF-VHIF' stations with 
1-knob operation; new delayed gain 
control prevents picture fading and 
changing from one channel to 
another; and, placement of control 
panel in front for case in servicing; 
styling keyed to ease of viewing, 
with consoles constructed so that 
tube is tilted downward to elimi 
nate glare, and speaker tilted up 
ward to improve acoustical match. 





JEWEL TV Line 


Jewel Radio Corp., 

900 Passaic Ave., 

East Newark, N. J. 

Models: 10 new Jewel TV sets 
Selling Features: Line includes 2 
table models, a 17 and 21 in.; and 
8 consoles; five 2l-in., and two 24 
in. models. Consoles are available 
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in open face, half-door and full 
door models; in mahogany or blond 
wood finish or in masonite. 

Complete line has Cascode 
Standard Coil tuner with option 
for a UHF all-channel tuner at $20 
idditional; 2} tubes include cathode 
ray tube. 





SENTINEL 1954 TV Line 


Sentinel Radio Corp., 
Evanston, Ill. 


Models: Sentinel 1954 TV Linc 
Selling Features: 23 table and con 
sole models include 17 in. and 
2l-in. table models; and consol 
with 21, 24 and 27 in. tubes; a 
wide choice of cabinets in Pro 
vincial, Period, and Contemporary 
designs of maple, mahogany o1 
blond. 

Featured in the 1954 “Pictur 
Sealed Sentinel” line is “Picti 
Depth Control”; built-in UTI 
VHF antenna; all channel tuning, 
non-glare safety glass. 





ARVIN 1954 TV Line 


Arvin Industries, Inc., 
Columbus, Ind. 
Models: Arvin 1954 TV line com 
prises 21 models in 3 series—7000, 
8000 and 9000 
Selling Features: Line includes 
table and 16 console models; 
models each with 17, 24 and 27-in. 
screens and 15 with 21-in. screens. 
Improvements in custom models 
include automatic electronic § sta 
bilizer to minimize interference; 
“aluminized” picture tubes for 
larger screen size; increased clarity, 
automatic contrast control; an 
increase of power to 18 kvs.; all- 
channel built-in tuner for UHF- 
VHF reception; dual tuner stand- 


ard on 27-in. models and _ is 


mw 


available on all other models at 
$50 extra. 

Wide choice of woods and fin- 
ishes ranging from ‘Marlite”’ to 
mahogany, limed oak, maple, 
cherry. Open-face, ¢-doors and full- 
door models available; all consoles 
mounted on casters. 





STEWART-WARNER TV Sets 


Stewart-Warner Corp., 

1826 Diversey Pkwy., 

Chicago, 14, Ill. 

Models: 34 Stewart-Warner T'V 
models in 1954 line. 

Selling Features: Half the line fea- 
tures a new automatic, all-wave 
single knob tuner capable of re- 
ceiving all 70 UHF channels and 
12 VHF channels; combined 
with “Thunderbolt” unit-assem- 
bled “XX-9300” chassis, the new 
models can pick up any UHF or 
VHF’ stations within general re- 
ceiving area without changing tun- 
ing strips or making adjustments. 

Head of line, No. 9300-P, is a 
21-in. open face console in ma 
hogany with standard UHF-VHF. 
Other sets range in screen size 
from 21 to 27-in., in table, open 
face console and 4 door console 
models; cabinet finishes include 
mahogany, blond, and leatherette 
in black, brown or tan for table 
models. 

No. 9370, available in blond or 
mahogany, features a 24-in. screen. 
New cabinct styling available in 
9200-\4 





CAPEHART 1954 TV Sets 
Capehart-Farnsworth Co., 


3700 E. Pontiac, 
Ft. Wayne, 1, Ind. 


Models: The 1954 line includes 
table models, open-face consoles, 
full- and half-door consoles and 


SEPTEMBER, 





3-way coinbinations in a choice of 
plain mahogany or bisque cabinets 
or in mahogany or bisque Flora- 
tone. 

Selling Features: Featured is a 24- 
in. table model in 3 versions of the 
new Capehart-Polaroid _ picture 
system—‘‘Bostonian”, mahogany, 
and “Rhapsody” in mahogany or 
bisque Floratone, with slanted 
cabinet front to eliminate glare and 
reflections. 

All models have Capehart CX- 
37 chassis available with Capehart 
Universal all-channel tuner or 
standard Niagara-Cascode _ tuner. 
All 24 and 27-in. models have 90 
deg. deflection chassis with 20,000 
volts picture power. 

Capehart-Polaroid picture  sys- 
tem, developed by Polaroid in con- 
junction with Capehart engineers, 
combines a circular polarizer with 
an aluminized picture tube, elimi 
nates reflections from outside light 
sources, 

Other features include keyed 
automatic gain control; 2-stages 
video amplification; and 40 mc. IF 
band reception. 





MAGNAVOX 1954 TV Line 


The Magnavox Co., 

Ft. Wayne, Ind. 

Models: New line of 27- and 24-in. 
consoles include ‘Traditioaal 
U313M, Playhouse 24, MV307R, 
Provincial 24, U311R and Empire 
24, U302R. 

Selling Features: Traditional, top 
of line, has a 27-in. picture screen; 
high - fidelity sound achieved 
through 2 hi-fi 12-in. speakers plus 
a 5-in. speaker using a high fre 
quency diffuser; glare-free optically 
filtered screen, slanted downward to 
divert reflections; LD-107 chassis; 
sound system with 10-watts push- 
pull hi-fi audio power; built-in all- 
channel UHF-VHA = Magnavox 
continuous tuner. Hand rubbed 
mahogany cabinet in 18 Century 
design. 

Playhouse, in contemporary 
mahogany or white oak cabinet, has 
24-in. picture tube; hi-fi sound 
system with 12-in. and 5-in. speak- 
ers mounted coaxially; LD-107 


chassis; crystal picture detector, 27 
tubes including 2 rectifiers and 


picture tube. 

Provincial has same chassis and 
hi-fi sound system as Playhouse in 
cherrv fruitwood cabinet with 
antiqued finish. 

Empire has same chassis and 
hi-fi sound system in an Empire 
period cabinet in mahogany or 
blond finish. 
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WILCOX-GAY Hi-Fi Phono 


Wilcox-Gay Corp., 
79 Washington St., 
Brooklyn, 1, N. Y. 


Model: Wilcox-Gay hi-fi phono- 
graph No. 400. 
Selling Features: Especially de- 
signed 3-speed changer utilizes a 
turnover ceramic cartridge with 2 
sapphire needles, used in con- 
junction with a custom-built 
umplifier with push-pull amplifica- 
tion; 2 side-mounted speakers fea- 
ture extra-heavy Alnico magnets; 
cabinet, stvled with rounded front, 
has a_ built-in acoustic chamber 
constructed to match electrical re 
quirements of speaker system and 
amplifier 

Unit incorporates a loudness and 
a treble control located at right of 
cabinet; loudness control is fully 
compensated for automatic tonal 
distribution at high or low volume 
levels; treble control can be varied 
for minimum or maximum treble 
brilliance 4-tube amplifier  de- 
livers 3-watts audio output: fre 
quency response 40 to 12,000 
cycles; mahogany or limed oak. 





HEDCO Phonos 


Hedco Mfg. Co., 
161 W. Huron St., 
Chicago, Ill. 


Models: Symphonette hi-fi auto- 
matic portable phono No. 35-EB-9; 
and “Rudolph the Red Nose Rein- 
deer” consolette for children. 
Selling Features: No. 35-EB-9 hi-fi 
automatic, portable phono; 6-tube 
amplifier with full range tone con- 
trol and separate control to com 
pensate for standard or long play 
records; all speeds; 8-in. speaker; 
4-pole motor; GE cartridge with 
separate needles for microgroove 
and standard records 

“Rudolph the Red Nose Rein 
deer” children’s phono consolette 
plays 3 speed records, all sizes up to 
12 in.; fir plywood cabinet with 
large space to hold all size records; 
washable white alligator leatherette 
cover; amplifier with matching 
speaker gives full range to tone of 
unit, 


Consolette 


COLUMBIA 3-D HI-FI Phonos 


Columbia Records, Inc., 

799 Seventh Ave., 

New York, 19, N. Y. 

Device: Columbia has expanded 
their “360” Hi-Fi phono series 
to include a_ portable and a 
consolette along with original 


table model, and has added an ex- 
ternal third 6 in. speaker XD for 
3-dimensional sound effects. 





Selling Features: Portable model 
contains a full “360” sound system 
with a frequency range from 50 
to 12000 cycles, twin side speakers, 
automatic record changer playing 
all record sizes and _ speeds, 
patented Columbia tone arm, 
ceramic cartridge with 2 sapphire 
needles, enclosed in an_all-wood 
case covered with long-wearing, 
scuff-proof Goodyear Neolite. 

The “360” Consolette is avail 
able in blond or mahogany with 
choice of brass or wrought iron 
legs. 

Available with the two new 
models and with the original table 





XD Unit 


model, Columbia’s XD unit, a 
third external speaker which com 
bines with the twin-speaker “360” 
instrument to produce 3-dimen- 
sional sound effects from existing 
records; the XD speaker is housed 
in a 7-in. cabinet with electric 
clock; available in mahogany, 
blond, limed oak or walnut. 
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STROMBERG-CARLSON 
Hi-Fi Radio-Phonos 


Stromberg-Carlson Co., 
Rochester, 3, N. Y. 


Models: 2 self-contained hi-fi com 
bination radio-phonos Custom 400 
RPM and 400 RPO. 

Selling Features: Unit comprises 
drift-compensated FM-AM_ radio 
tuner amplifier; frequency response 
from 20 to 20,000 cycles per sec, 
distortion-free at 10-watts output; 
audio system with S-C acoustical 
labyrinth and Alnico 5 coaxial 
12-in. speaker; Garrard 3-speed 
changer with magnetic 
jeweled stylus, 4-pole motor, mut- 
ing switch to silence pickup arm 
when changing records; automatic 
stop after last record. 

Calibrated controls located con 
veniently for any type listening; 
bass and treble controls separate; 
tone-compensated volume control; 
+100 RPM, mahogany; RPO 


combed-grain limed oak. 


record 





WEBCOR Hi-Fi Phono 


Webster-Chicago Corp., 
5610 Bloomingdale Ave., 
Chicago 39, Ill. 


Device: Webcor “Musical” phono, 
Selling Features: Features a loud- 
ness control that permits regulat- 
ing sound from a whisper to full 
power without change in frequency 
response; unit designed for use on 
a table or buffet; uniform audio re- 
sponse from 50- to 12,500 cycles; 
response control permits varying of 
frequency response to accentuate 
treble or bass; a 5-tube (including 
rectifier) ac amplifier provides 
5-watts audio power; a Webcor 
121-type automatic 3-speed record 
changer, spring mounted to elimi- 
nate rumble and __ vibration; 
equipped with automatic shut-off 
of changer motor at end Ist rec 





ord; available for use with changer 
is a Webcor 1908 spindle adapter 
for playing automatically records 
with 14 center hole. 

Wide range GE triple-play mag- 
netic cartridge matched to amph- 
fier; choice of cabinets in mahogany 
or natural blond korina. 





V-M Hi-Fi Phono 


V-M Corp., 
Benton Harbor, Mich. 


Model: V-M ‘Tri-O-Matic hi-fi, all- 
in-one phono, No, 555. 

Selling Features: Combines V-M’s 
finest record changer with an audio 
circuit designed to exacting stand- 
ards; equipped with three 5-in. 
matched wide-range speakers with 
heavy Alnico 5 magnets; 4-tubes 
plus rectifier amplifier with push- 
pull output stage and dual purpose 
tube; weatherproof ceramic cart- 
ridge has sapphire needles; repro- 
duces from 20 to 15,000 cycles; 
rigid, resonance-free aluminum die- 
cast tone arm; negative cathode 
feed-back in audio circuit does away 
with intermodulation distortion; 
jam-proof changer mechanism han- 
dles records gently; all sizes and 
speeds are played automatically with 
automatic tonearm setdown for 7, 
10 and 12-in. records—10 and 
12-in. records of same speed may be 
intermixed; Siesta switch shuts off 
everything including amplifier 
when last record is played; ma- 
hogany or limed oak cabinet. 





GARRARD Record Player 


Garrard Sales Corp., 
164 Duane St., 
New York, 13, N. Y. 


Device: Garrard 3-speed, high- 
fidelity manual record player, No. 
3 

Selling Features: Plays all record 
speeds; features easy stylus pressure 
adjustment; professional-type fin- 
ger lift; automatic start and sto 
mechanism; universal shell for ah 
popular makes magnetic, crystal or 
ceramic cartridges; heavy-duty 
4-pole motor; counterbalanced, 
velvet-covered turntable. 
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MAGNAVOX Radio-Phonos 


The Magnavox Co., 

Ft. Wayne, Ind. 

Models: Deluxe Regency radio 
phono No 253M;  Penthous 
radio-phono; Magnasonic CP251M 
phono; and Playfellow table phono 
CP254M. 

Selling Features: Deluxe Regenc 
has a CR 329 AM-FM chassis with 


14 tubes including 2 rectifiers; tv 


12-in. speakers with sound dif 
fusers plus a hi-fi horn speaker and 
d speed record «changer in 
mahogan ibinet 

Penthor combination ha 


Magnavo 
containing 2 large 12-in. heavy 
duty speakers plus a 5Sn. hi-fi 
speaker 323M OAM-FM_schassi 
Ll! tubes meluding recti 
fier; 3-speed record changer; ma 
hogany or oak cabinet 
Magnasonic, CP251M new 4 
speaker hi-fi phono has two sets of 
hi-fi 12-in md = 5-in. speakers 
mounted co-axially; 20-watts undis 
torted audio power; 3-speed record 
changer; mahogany cabinct 
Plavfellow ‘TP254M., tabk phono 


includes a 


S-10 hi-fi pe iker ¢ ibinet 


employ ; 


speed record changer; 
mahogany or oak cabinet 





HEDCO Radio-Phonos 


Hedco Mfg. Co., 
161 W. Huron St., 
Chicago, Hil. 
Models: Hedco Symphonette radio 
phono Nos, 35-HB-11, and 35 
1B-12. 
Selling Features: No 
portable automat 
features 4-tube superhet plus recti 
fier; VWM-changer with turnover 
cartridge; pyroxylin simulated 
leather on plywood case indirect 
lighted tuning dial, full range ton 
control combined with radio-phono 
switch 

No. 35-1B-12_ tabk 
tion in limed oak or mahogam 
superhet circuit; VM-automat 
record changer with turn-over 
tridge, separate needles for stand 
ird or microgroove records; all 
speeds; indirect lighted tuning dial 
tone control combined with radio 
phono switch, 


35-TIB-1] 


combination 


combin 


PAGE 198 





NEW PRODUCTS -e. 





CAPEHART Radios 


Capehart-Farnsworth Co., 
3700 E. Pontiac, 
Ft. Wayne, 1, Ind. 
Models: 3. clock-radios; 3 tabl 
radios; | personal portable. 
Features: Clock radios 
“Executive”, C-14 in 
ebony and white; Deluxe 6, ‘T'C-62 
in grev-blue, ivory, ebony, sage o1 
burgundy and Clock radio No. ‘I¢ 
64 in grey-blue 

lable models T-522 in ior 
satin, silver fox or lipstick red: No 
I-54, grey-blue and Short-Wav« 
model ‘I’-522X in ivory satin, silver 
fox or lipstick red 

“Caddy” 3-way personal portable 
No. 213, in green, grey-blue, ebony 
with tartan grilles. 


Selling 
include 





WESTINGHOUSE Radios 


Westinghouse Electric Corp., 
Television-Radio Div., 

Metuchen, N. J. 

Models: Westinghouse 1954 radio 
line includes table, clock, 3-way 
portables and a personal portabl 
petite. 





Selling Features: New “powerpak”’ 
chassis makes possible more com 
pact cabinets; other features in 
clude a transformer that maintains 
maximum tuning stability regard 
less of temperature and humidity 
changes; a Ferrocore antenna that 
adds extra signal pick-up; a battery 
saver that automatically conserves 
power in short-distance reception 

Line includes a 5-tube_ table 
model available in coffee brown, 
ivory, green and red; a 5-tube de 
luxe in brown, ivory and maroon 








Loue Ranger,” a 6-tube model 
cquipped with extra-heavy speaker, 
a 3-gang condenser; maroon cabi 
net Another 6-tube set has 
AM-FM:; coffee brown or ivory. 

Clock radios include the “Space 
Saver” an upright model that ox 
cupics minimum table space; auto 
matically turns itself off and on 
and has an automatic appliance 
timer. Available in maroon and 
iVOT' \ permanently lubricated 


timekeeper-radio in coffee brown. 
Deluxe models have safety alarm 
ind are available in coffee brown 
ind ivory 

Portables include the Petite port- 


RePTTLAGH AS 
THELEN 


ible; plays on long-life or flashlight 
batteries; red, coffee brown or 
honey beige finish. An a.c. cord 
converts it to a table radio. 

3-way portable plays on a.c., d.c. 
or self-contained A and B batteries, 
md has handy carry strap; maroon, 
emerald, honey beige and tan. 





MOTOROLA Radios 


Motorola Inc., 

4545 W. Augusta Bivd., 

Chicago, 51, Ill. 

Models: Clock-radio No. 53C, a 
table model, No. 53H, and a table 
radio-phono combination, ‘Son 
ata”, with hi-fi sound system. 
Selling Features: Clock-radio, 53C, 
features printed circuitry, the 
PLAcir chassis; includes a con 
venient appliance outlet; in walnut, 
ivory, green or cherry red cabinet 





lable model 53H, features new 
large 4x6 in. inverted speaker; con 
trasting cabinet and grille colors 
in 4 combinations—ebony with 
gray, gray with citron, forest green 
with willow green, cherry with gray. 








Sonata” features hi-fi sound 
ystem; 3-speed record changer with 
new Golden ‘lone arm which em 
ploys a newly developed capacitive 
type pick-up cartridge; Sonogap ait 
chamber in cartridge and new Au 
tone needle reduces arm pressure 
to minimum; plays inter-mixed 10 
ind 12-in. records of same speed 
ind shuts off automatically afte: 
last record; walnut grain Bakelit 
cabinet 





G-E Radios 


General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 


Models: 2 new Musaphonic tabk 
radios, Nos. 431 and 432. 


Selling Features: Dial Beam tun 
ing; 6-tube chassis including rec 
tifier, with tuned RF stages to 
increase sensitivity; small cabinet 
size: 14} in. wide, 7% in. high, 7 
in deep; both models use a 64 in 
speaker with G-I. Alnico 5 pet 
manent magnets; heavier trans 
former; audio circuit designed to 
improve fidelity of base tones; 
‘“Audio-Magic” switch; _ built-in 


phono jack; wide-range tone con 
trol. 





ROLAND Radio 


Roland Radio Corp., 
Mt. Vernon, N. Y. 


Device: Roland 3-way portable 
radio 
Selling Features: Weighs 7 lbs.; 


compactly styled in a variety of 
color combinations; plastic cabinet 
has contrasting grille and modern 
design; operates on a.c.-d.c. or bat 
teries. 
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ARVIN 1954 Radios 


Arvin Industries, Inc., 
Columbus, Ind. 
Models: 
colors 

Selling Features: 4-, 5- and 6-tube 
small and medium size table sets 
for indoor and outdoor living in- 
clude the new 741 T “Collegion” 


t-tube series in plastic cabinets with 
j 


models in 57 


diamond-patterned grill and lucite 
lial 

Three models in the 5-tube class 
have been redesigned and restvled 
No. 7601 ‘Prelude’, a 6-tube 


model embodies classic styling in 
the modern manner. 

Top of line AM-FM_ model, 
Polonais« available in 5 color 
n plastic cabinet. Models in hard 

‘Stradi 
“Sonata,” 


custom model 


vood-and-veneer are th 
ira, mahogany, and 
blond. Both are 
equipped with phono jacks 





Slecpytime series, 6571 avail 
in 5 colors; a Telechron clock 
is standard; 3 knobs control radio, 
ilarm and “sleep switch” which can 
be automatically set to turn radio 
on or off; special outlet permits 
ippliances to be plugged in and 
turned on in same manner. Sleep- 
time, Jr. No. 758T has been added 
to clock-radio line and is available 
in 5 colors; features a ‘“‘thermom- 
eter” type dial. 





lhe 4 portables include 3 No. 
54P models with leatherette-cov- 
red thermoplastic cases in 2-tone 


effects. All sets operate on batteries 
ind a r d.c. and are equipped 
vith Arvin “Magnetenna” rod-type, 
ron-co infenna 

Iwo straight battery portable 


747P and 746P. No. 747P features 
1 mechanical clock set imto the 
iodized aluminum face. No. 
746P, ‘““Gadabout’” with a crest re 


NEW PRODUCTS . .. Radio & Recorders 


placing the clock; plastic cabinets 
in jade, maroon and tan. 

“Magnetenna’’, alnico speakers, 
Magna-bass amplifier circuits, AVC, 
and wide-range tone control are 
features of 1954 line. 





TRAV-LER Radios 


Trav-Ler Radio Corp., 
517 W. Jackson St., 
Chicago, Ill. 


Models: ‘Trav-Ler radio line in 
cludes a.c.-d.c. table models; delux« 
clock-radios, a 4-tube Deluxe pert 
sonal portable; a table radio-phono 
combination, and a portable radio 
phono. 

Selling Features: 5-tube Deluxc 
a.c.-d.c. table model is available in 
walnut or ivory; also available with 
top tuner in both finishes. 

No. 5170 M Deluxe clock-radio 
has 4 tubes and rectifier; bronze 
escutcheon, full vision, easy to 
read and tune; built-in loop an 
tenna; ‘Telechron deluxe luminous 
dial automatic clock with special 
outlet plug for use with appliances; 
turns radio on or off as desired; 60 
cv le my» SA 
cabinet. 


mahogany or blonde 





a 





No. 5300 portable personal has 
4-tubes; l’errite iron core antenna; 
permanent magnet dynamic 
speaker; thumb wheel tuning to 
balance with on-off volume control 
knob; standard broadcast tuning; 
lightweight plastic case with match 
ing plastic handle in jewel colors; 
operates from 100-hr. batteries; one 
674 volt B and 2 14 volt A. 





Radio-phono table model 5310, 
features a 3-specd V-M tri-o-matic 


automatic record changer with 
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built-in lifetime needles; built-in 
loop antenna; 4-tube radio plus 
rectifier; 4x6 elliptical dynamic 
speaker with Alnico 5 permanent 
magnet; illuminated slide rule dial; 
ave; standard broadcast band _ in- 
cludes some police calls. 
Portable radio with 3-speed 
phono No. 5372, has 4 tubes plus 
rectifier; full-vision, easy to read 
and tune; built-in loop antenna; 
standard broadcast band; PM dy- 
namic speaker, 8-in, turntable; 
lightweight crystal pickup arm; 
permanent type needle; luggage 
type carrying case of simulated 
leather; 60 cycles, a.c. only. 





JEWEL Radios 


Jewel Radio Corp., 
900 Passaic Ave., 
East Newark, N. J. 


Models: Jewel radio line includes 
a compact table model 5100S, a 
clock-radio 5125, and a_ personal 
portable No. 5310. 

Selling Features: No. 5100S, has 
a compact 4-tube superhet with 
built-in loop antenna; Alnico V 
PM speaker; molded plastic cabinet 
in ebony, ivory, red and walnut. 

Clock-radio No. 5125 features a 
Sessions clock movement; built-in 
“Duraloop” antenna; 5-tubes, Al- 
nico V PM speaker; high gain 
K-Tran IF transformer; molded 
plastic cabinet; ebony, walnut, 
ivory, Or maroon. 

Personal portable No. 5310, 
battery operated; has built-in high 
gain antenna loop; uses 34 in. 
Alnico V_ permanent magnet 


speaker; large tuning dial; plastic 
cabinet, maroon, ebony or green. 





Sylvania Electric Products Inc. 
Radio & TV Div., 

254 Rano St., 

Buffalo, 7, N. Y. 


Device: Sylvania 
radio-clock. 

Selling Features: Panelescent 
Lighting’—an electric light com- 
pressed almost to paper thinness 
and sandwiched between _ thin 


“Nightlighter” 


4“ 





sheets of glass make up clock face 
and dial, no tubes, bulbs or fila 
ments involved, brightness is ad 
justable by means of rheostatic 
control on back of set; has all the 
labor-saving features found in de- 
luxe radio-clocks such as singing a 
person to sleep and turning itself 
off automatically, and waking up 
to music at a set time, plus con- 
trolled appliance outlet that will 
turn appliance on at desired time; 
available in colors: chartreuse, 


ebony, red, ivory, yellow, mahogany 
and bottle green. 





WEBCOR Tape Recorder 


Webster-Chicago Corp., 
5610 Bloomingdale Ave., 
Chicago, 39, Ill. 


Model: Webcor “Electronic 
Memory” tape recorder. 

Selling Features: New models of 
portable tape recorder combine 
burgundy leatherette with grey 
tweed leatherette; unit features one 
master ““I’V-type”’ control; provides 
up to 2 hrs. recording time on one 
tape reel and produces broadcast 
quality fidelity. 





EKOTAPE Tape Recorder 


The Sound Sales Div., 
Webster Electric Co., 
Racine, Wis. 


Model: ‘Golden Tone” Ekotape re 
corder. 

Selling Features: Plays at 2 speeds 
—74 or 33 in. per sec.; single switch 
selects speed desired and provides 
compensation within- amplifier for 
speed change. Input and output 
jacks and all controls grouped in 
accessible area at back of top pancl; 
weighs 28 lbs.; measures 9§ in 
high, 134 in. wide, 113 in. deep 
easy to service; provides almost in 
finite range of bass-treble combina 
tions; straight line tape threading 
pilot light; manual or foot control 
for instantaneous starting and shop 
ping during recording and _ play 
back; hunter green and gray plasti 
case; matching accessory case pro 
vides space for extra reels of tape, 
microphone and power supply ex 
tension cords etc. 
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SELL THE LINE THAT HAS EVERYTHING! 


MIMAR DYNAFANS Combine Quality, 


Flexibility, Power and Smoothness 
at Prices Customers Go For 


Winter ... summer ... fall ... or spring, with the complete 
Dynafan line you’re bound to have more sales, faster 
turn-over, less inventory and more satisfied customers. 
That’s because there are sensational high-velocity Dynafans 
to cool...warm...or ventilate any part of a home or 


business structure from basement to roof. 


Put EXTRA profits in this year’s sales with Mimar Dynafans 
and heaters! Here are five popular numbers from the complete 
line. Study the specifications. Note the amazing values. 


Then get your order in. Wire or write direct today. 


AND NOW! 


2 BRAND NEW 
MIMAR HEATERS 
TO WARM UP 
SALES! 





MP 205 TC DeLuxe Fan Forced Heater Thermostatically Controlled 


Beautifully designed and smartly finished in three dimensional 
baked enamel plus chrome trimmings. Thoroughly efficient. 

New thermostat control permits selection of desired degree of 
heat . . . controls output (“on” and “off”) without further attention. 
A must for baby’s room and wherever constant warmth is desired. 
Safety switch automatically turns off fan when tipped over. 
Height —-13%", depth 6%”, width 11”. 

Individually packed weight 11# packed 6 to a shipping carton. 


List price: $28.95 
MP 202 Standard Fan Forced Heat 


An economy model built to the same general specifications 
as MP 205 TC but without the thermostat and chrome trimming. 
Gives unequalled top performance at low cost! 
Safety switch automatically turns off fan when tipped over. 
Height —13”, depth 6%”, width 11”. 
Individually packed weight 10# packed 6 to a shipping carton. 
List price; $18.95 


PRICES SLIGHTLY HIGHER WEST OF THE ROCKIES 
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MP 300 A Deluxe 
Fan-Heater 
Combination 
Portable, powerful 
packaged ventilation. 
Beautifully styled. 
Versatile — cools, 
heats, ventilates. 17” 
high, 10” deep, 1414” 
wide. Up to 1040 
cubic feet per minute. 
Tiltable. 
List price: $31.95 


MP 25 Mimarvel 
Hair Dryer 
The Mighty Mite 


on your Sales 
Sheets! Com- 
pletely versatile. 
Heater, Dryer, 
Cooler. Tiltable, 
portable. Light 
and handsome. 
Length 11”, height 
914”, width 51”. 
Individually 
packed weight 8# 
packed 6 to a ship- 
ping carton. 

List price: $19.50 








MP 212A 
Fan-Heater 
Versatile — cools, 
heats, ventilates. Per- 
fect for vear ‘round 
use, 15 7/16” high, 7” 
deep, 14 1/4” wide. 
Ideal for smailer 
rooms and _ hard-to- 
heat-or-cool corners. 
350 cubic feet per 
minute. Fully pro- 

tected. Tiltable. 
List price: $24.95 


BROOKLYN 5, NEW YORK 


SEPTEMBER, 


Branches: El Monte, Cal.— Chicago, IIl. 
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Tax Cuts: The Big Fight Is Still Ahead 


A parade of blue-ribbon witnesses 
from the appliance industry did its 
best, in the final days of the Congres- 
sional session which ended early last 
month, to knock excise taxes out of 
next year’s revenue picture. 

Their arguments—that existing ex- 
cise taxes were arbitrary, were hurting 
business, and were actually costing 
the government money—were listened 
to with obvious sympathy by members 
of the House Ways and Means com- 
mittee. But tax experts in the Capi- 
tol were quick to point out that the 
industry’s toughest fight lies ahead. 

Chis will come next year when the 
‘Treasury Department will start argu- 
ing to maintain existing taxes because 
it needs the revenue. President Eisen- 
hower has already asked that excises 
be extended beyond April 1 when 
most of them will die under existing 
law. And although the President 
has condemned existing excise rates 
as “making little and has 
promised to submit specific proposals 
for “a modified system of excise taxa- 
tion”, there is no certainty that the 
appliance industry will like the cure 
any better than the present disease. 

That’s because one of the measures 
being proposed now by some groups 
like the NAM) is the substitution of 
a general excise tax of 44 or five per- 
cent on all products except food. 
Adoption of such a measure would 
provide some relief for products now 
carrying a 10 percent excise—but 
would subject products like washers 
and vacuum cleaners to an excise tax 
which they do not now carry. 

The NAM proposal did not get an 
enthusiastic reception by individual 
members of the Ways and Means 
committee when it was mentioned 
during the past session of Congress. 
But the idea of a general excise tax at 
the manufacturer’s level is sure to be 
heard from again. It may even be re- 
vived next year with the support of 
the Treasury and the White House. 
At least, it is being studied, along with 
other possible types of revenue. 

Pleading a Case. One of the strong- 
est attacks on present excises was made 
by representatives of the American 
Home Laundry Mfrs. Assn., two of 
whose products (dryers and _ironers) 
currently carry excise taxes. AHLMA 
spokesmen told committee members 
that 

—production of ironers and dryers 
has fallen off to a small fraction of the 


sense” 
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® Appliance men call present excise taxes arbi- 
trary, harmful and uneconomical; it’s the 
beginning of next year’s tax battle 


® There will probably be relief next year but 
it might take the form of a general excise 
tax on all products except food 


national potential of the industry. 
—one ironer factory has been forced 
to shut down and another operated 
for only two weeks in April and May 
—dryer output has slipped 61 per- 
cent in the past seven months to an 
industry-wide total for May “barely 
equal to four days’ production average 
for the companies involved.” 
AHLMA spokesmen included presi- 
dent W. R. Dabney, Edward P. Ham- 
ilton and C. G. Frantz. Dabney 
(head of Ironrite, Inc.) admitted that 
his firm had shut down a South Caro- 
lina plant in May and during May and 
June had operated its Michigan plant 
for only two weeks. If the excise tax 
is not removed, he warned, Ironrite 
will have to sell one of its plants and 
“we shall be sentenced to remain 


small.” 
Hamilton, president of the Ham- 
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CONGRESSIONAL WITNESS: Mort Farr, Upper Darby, Pa., 


ilton Mfg. Co. warned that the pres- 
ent tax was “squeezing the life out 
of the dryer business.” 

Frantz, president of Apex, con- 
tended that the excise tax had been 
levied originally to curtail use of 
critical materials and that revenue- 
raising was considered of secondary 
importance. He cited statements by 
every secretary of the treasury in the 
past 20 years to the effect that excises 
were primarily for emergency financ- 
ing and to divert resources to produc- 
tion of war goods and that they should 
be eliminated in peacetime. The 
present tax (on ironers and dryers) has 
produced only about $13 million in 
revenue to date, he said. Elimination 
of the tax might well stimulate busi- 
ness to the point where larger in- 
come tax payments might make up 
whatever loss is felt in excise levies. 





retailer and chairman 
of NARDA’s legislative committee, visits with Rep. Richard M. Simpson (R. Pa.), 
following Farr’s testimony before the House Ways and Means Committee. Farr 
advocated removal of excises on ironers and dryers. 


Housewares Case. NEMA’s electric 
housewares section was represented at 
the hearing by H. G. Blakeslee, vice- 
president and general manager for 
Cory. He made these points: 

—the present levies are discrimina 
tory and inconsistent since they apply 
to electric but not to non-electric 
housewares of the same category. 

—the net revenue is small—only 23 
million in the last calendar year. 

—the tax is no longer needed to re 
tard production and consumption of 
these products and to divert labor and 
material to war uses. 

—the blanket provision for applica- 
tion of the tax to cooking and warm 
ing appliances restricts development 
of new products and new businesses. 

—the job of segregating and collect- 
ing the tax on electric housewares 
items imposes costs on both govern- 
ment and business which are out of 
proportion to the revenue involved. 

manufacturers, particularly smaller 
firms, need prompt relief from excises 
in order to restore volume and profit- 
able operation. 

Dealer's Opinion. Mort Farr, past 
president of NARDA, also criticized 
the ironer and dryer excise taxes before 
the Committee. He warned that ex- 
cises were “consumer taxes rather than 
manufacturer taxes” and said that “in 
the final analysis, the excise tax is paid 
out of the consumer’s pocketbook 
many times inflated.” That’s because 
the tax must be financed at each stage 
of distribution, Farr said. 

TV’s Case. A statement urging the 
early elimination of excise taxes on TV 
sets was submitted to the committee 
in early August by Glen McDaniel, 
president of the Radio-Electronics 
Television Mfrs. Assn. But, added 
McDaniel, the industry he repre- 
sented would be willing to pay 
its fair share under a_ general 
manufacturer's excise tax. In addi 
tion, McDaniel asked the com- 
mittee to consider exempting color 
television sets from any new excise 
tax “in conformance with the tra- 
dition of withholding taxes tem- 
porarily from new products and 
industries.” 

Where We Go. None of the state- 
ments from industry groups produced 
any immediate results. But they did 
get the industry’s case on record and 
laid the groundwork for the real taxa- 
tion battle which can be expected dur- 
ing the next session of Congress. 






PAGE 201 


MAGAZINE EDITORS 
LIKE LIQUI-BLENDER 


Editors of leading home and 
women’s magazines who have been 
using the new Hamilton Beach 
Liqui-Blender in their test and 
home kitchens are enthusiastic 
about the new product. Recogniz 
ing that the blender has “arrived” 
as a kitchen necessity, they seem 
unanimous in the feeling that in 
Liqui-Blender, Hamiltor Beach 
has produced the “easiest-to-use” 
and most efficient. 


“We're 


your new 


very enthusiastic about 
Liqui-Blender,” wrote 
one editor. “The girls in the kit- 
chen use it most often to make 
bread crumbs. They say the blades 
seem to throw the food up better 
than many blenders and do a fast, 
thorough job. They said, too, that 
at low speed the blender does a 
particularly good job cutting nuts. 


“We like the lightweight con 
tainer and the way the blender 
comes apart so it's easy to clean 
the blades. As you see, our com- 
ments are all complimentary. We 
don't have even a minor suggestion 
for a change or improvement.” 


“We are very anxious to have a 
Liqui-Blender to use in a kitchen 
spread,” wrote another. “The co 
operating tamily wishes to keep 
the blender permanently. We have 
been using the Liqui-Blender you 
left with us and like it very much.” 


“You have certainly done your- 
self proud on the blender, and I 
had a lot of fun putting it through 
its paces. Among other things I 
used it on nutmeats and raisins at 
low speed,” commented another 
magazine writer. “I was most 
gratified when they emerged in 
chopped form rather than being 
almost pulverized. You don’t seem 
to have overlooked anything so far 
as either performance or easy care 
is ¢ oncerned,.” 


“The new Hamilton Beach 
Liqui-Blender you left with us is 
a dilly, just as we know all Ham 
ilton Beach appliances are sure to 
be,” was the from the 
food editor of one of the largest 


book 5 


message 


circulation women’s 


Such a ree eption trom the wom 
en with fingers on the pulse of 
millions of Ameri 
is indicative of the ecceptance the 
Liqui-Blender is to receive fron 
homemakers, in the opinion of 
Hamilton Beach officials 


NEW ENGLANDERS FIRM 
FOR PROVEN 
PERFORMANCE 
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New Mixing Center 
Helps You Satisfy More Customers, 
Invites Customers to Sell Themselves 1 


Here’s a colorful way to spotlight every type of 
mixer! This Mixing Center helps you do a quick, 
thorough selling job. It’s a complete mixer depart- 
ment! And it has its own flasher system to beam 
high unit sales right to your customer’s eye. Beau- 
tifully finished in a rich knotty-pine design. Takes 
only 33” x 14” of counter space; only 23%" high! 
Includes 50 full-color 6-page folders, to help cus- 
tomers sell themselves. Plan now to put this wink- 
ing salesman to work... 


CALL YOUR DISTRIBUTOR NOW! 
SALES HELPS A-PLENTY! 
131 MILLION AD MESSAGES 
will spark readers of these leading magazines to go 
out and buy Hamilton Beach Mixers... 


3 


Parents’ 

Modern Bride 
Living for Young 
Homemakers 

McCall’s 
True Story 


Saturday Evening Post 
American Weekly 
Today’s Woman 

Good Housekeeping 
Guide for the Bride 
Successful Farming 
Better Living Sunset 
Better Homes & Gardens 
Woman’s Day 


Bride’s 
House Beautiful 





It was a “Gold Star.” The mixer is still 
in use today. The lady who bought it 
then recently refused Mr. Knowles’ of- 
fer to buy it back for use as an “antique” 
in a window display. She was satisfied 


Charles M. Knowles and his 
Donald and Howard, who 
Knowles Electric Shop at 57 Bridge 
Street in New Milford, Conn., are 
strong believers in finding the good 


sons 


operate 


product and giving it 100 per cent sup 
port. That is why they are all-the-way 
boosters for Hamilton Beach appliances. 

Mr. Knowles started in the appliance 
business in 1925. He sold his first Ham- 
ilton Beach food mixer in the late '20’s. 


with its performance despite its age. 
Charlie Knowles estimates he has sold 
some 750 Hamilton Beach mixers. To 
the best of his knowledge every one of 
these is still in good operating condition. 
“T really take the line of least resist- 
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Take Your Choice of 3 





Display Offers! 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


Order two each of the Mixette, 
Model G Food Mixer, Home 
Drink Mixer and new Liqui- 
Blender for $147.44 complete, 
(retail value $238.50) and get 
Mixing Center display without 
charge. 


Order one each of Model G Food 
Mixer, Mixette, Home Drink 
Mixer and new Liqui-Blender for 
$75.71, (retail value $119.25) in- 
cluding one Mixing Center dis- 
play. 


Order one each of the new Liqui- 
Blender and Home Drink Mixer 
for $39.50, (retail value, $60.00) 
including one Mixing Center 
display. 


Mixing Center Display only..$5.00 








ance when I promote Hamilton Beach 
sales,” Mr. Knowles says. “I know I 
am not going to have any trouble with 
them. Hamilton Beach quality is unsur 
passed. I like the fact that the attach- 
ments are easy to assemble; also the fact 
they are interchangeable back to the 
1933 models, which eliminates duplicate 
stocking. And, of course, we like the 
margin the line offers. It really pays to 
sell Hamilton Beach.” 
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HAMILTON BEACH 


MEXR cen fer 





LIQUI-BLENDER 
(37° 


NEW HAMILTON BEACH 
LIQUI-BLENDER 


Easy to sell, because new 
“cut-’n-fold”’ action cuts 
finer, blends faster! In- 
gredients are ‘“‘folded-in” 
by surgical steel blades, 
Liquefies, blends, purees, 
mixes, chops, grates, pul- 
verizes. Two speeds, no- 
splash top, canning-jar 
thread. Order * 
with your new $3750 
mixing center! 


MANY MAGAZINES IN 
FALL AD CAMPAIGN 


The rec Hamilton 
Beach Fall advertising campaign is the 
largest in the company’s history. Maga- 
zines are being used to promote the sale 
of Food Mixers, Mixettes, Home Drink 
Mixers, Liqui-Blenders and 


ELECTRICAL 


ently announced 


Vacuum 


HAMILTON BEACH 
MIXETTE 


America’s fastest-selling 
portable! Powerful, light- 
weight, easy to demon- 
strate. Has more big-mixer 
features! 
mashes, whips—in any 
bowl or pan. One-hand op- 
eration—3 speeds under 
your thumb. Beaters snap 
in and out. Gift box dou- 
bles as display. * 
Keep a good $1975 

stock handy! 
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MIXETTE 


Beats, mixes, 


$39.50* retail, 


now, 
RETAIL 


*Prices subject to change without notice 


Cleaners 

Magazines on the list include Good 
H ousekeeping, Bette r Homes and Gar 
dens, McCall’s, Saturday Evening Post 
Successful Fasmuiac, American Weekly 
Woman’s Day, True Story, ‘Today’s 
Woman, House Beautiful, Living for 
Young Homemakers, Modern 
Parents’, Better Living, Sunset, 
Magazine, Guide for the Bride. 

Total number of ads for Fall is 131, 
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Bride 
Brides’ 


HAMILTON BEACH 
FOOD MIXER 


The easiest food mixer to 
sell because it has more 
easy-to-use features. Your 
best bet because it stays 
sold, pays you full profit. 
Features easiest speed con- 
trol, easiest portability, 
easiest bowl control. At 
it’s made 


to order for fast 
selling! Order $3950* 








HAMILTON BEACH 
HOME DRINK MIXER 


A good impulse item, be- - 

cause the whole family can — 
enjoy it! Makes real soda- 
fountain drinks; super-— 
duper malteds, fruit drinks — 
—even cocktails. Every 
customer owning a home 

















prospect. Full 144” 

Heavy metal 

stand.Big 16-08. 
container. 


169,091. “With this mass circulation in 
quality magazines, our advertising is 
going to work in every dealer’s back 
yard,” the parr ge Beach advertising 
department said. “Especially noteworthy 
is the fact that these seventeen maga 
zines have been carefully selected to 
touch every phase of women’s interests 
in all income brackets and 
of the country.” 

It is pointed out that general maga 


all sections 


























HOME ECONOMISTS TEACH 
ELECTRIC MIXER USE 


When 


nomics in some 


students in home eco 
11,000 S. high 
schools return to their classes this 
month they will receive instruction 


in the use of the electric 


mixer, 
with the Hamilton Beach as class 
room equipment, 

Hamilton Beach Food Mixers 
have been placed in these schools 
during the past few years under 
an educational plan which includes 
lesson plans and study sheets for 
teachers and students. Home econ 
omists in at the na 


tional convention were enthusias 


attendance 


tic about the lesson plans as well 
as the Hamilton Beach Food 
Mixer. 


“Your mixer is easy to teach 
with because it is easy to use,” 
was the general comment. “The 
lesson plans make the teaching job 
even easier. Your recipe ads in 
our magazine ‘What's New In 
Home Economics’ complete a 
well-rounded program.” 
Hamilton Beach officials place 
a high value upon this classroom 
type of demonstration. “The home 
economic students of today will be 
housewives two and three years 
from now. Experience has shown 
us that when girls use the Hamil 
ton Beach Food Mixer they be- 
come completely sold on it. When 
they are choosing one for their 
own home the vast majority of 
them select Hamilton Beach. And 
they have a strong influence on 
the selection of those of their par- 
ents who are buving a new mixer 


” 
now. 


It was pointed out that while 
Hamilton Beach Food Mixers are 
made available to the schools at a 
special price, all applications are 
carefully screened to make certain 
no mixers get into any but educa 
tional use. A school order or a 
letter from the principal certify 
ing as to educational use is re- 
quired. 


A large number of Department 
of Agriculture home demonstra 
tion agents are also demonstrating 
the Hamilton Beach Food Mixer 
to farm housew ives under a simi 


lar program. 
Many 


agents use Mixettes in their work 


home demonstration 


because of the ease of carrying 
this compact portable unit. 


zines, like the Saturday Evening 
Post and Successtul Farming 
buying interest on the 
whole-family level. Other maga 
zines on the list appeal directly 
to women of all ages, including 
brides-to-be and young homemak 
ers. A well-rounded campaign like 
this is carefully calculated to help 
Hamilton Beach dealers every- 
where to carry sales to new highs. 
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INTRODUCING 


= Bell 


Portable Sewing Machine 


on yor 

> Guaranteed b > 
Good Housekeeping 
4 * 


oF 45 sovraristo Ne 


.. that will SEW BIG and SELL BIG 


Here is the amazing Bell Portable — the truly portable 
portable. It’s small, it’s lightweight — just 444 pounds — yet it 
is a genuine round bobbin lock-stitch machine. And it’s 
packed with selling features. 


Bell is out to help you get your Big Share of the sewing 
machine market with a continuing advertising program in 
outstanding national magazines like Good Housekeeping, 
Parents’, McCall's Pattern Book and Vogue Pattern Book 
PLUS counter displays, direct mail pieces, TV and radio 
commercials and free newspaper mat ad service. It all adds up 
to a complete advertising and promotion program 

that will help you sell. 


For complete information on how you can f) 95 
SELL BIG with a Bell franchise, write, LIST 
wire or phone today! 


id ‘ _ be] ’ 
vw 
pee 
-_ — 
~~ & 
Here's REAL portability 
— just 4V2 pounds 


Slightly higher in the West 


Vanity-size carrying cose 
serves os a sewing surface 


Amazing free-arm 
feature for tubular sewing 


~“ 


Sews everything from heavy 
carpeting to sheer nylon 


Sews slow or fast with 
variable speed foot control 
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Prices: Going Up? 


Only part of the radio-T'V-appliance industry was changing price 
tags last month but it’s a safe bet that the idea had occurred to 
almost everyone in the trade. 

The price rises up to mid-August were fairly well scattered. The 
firms which announced higher prices generally specified higher 
materials and labor costs as the reasons for the changes. Included 
in this number were Admiral (up $10 and $20 on two ranges), G-E 
(up $5 on three wringer washers and $5 to $20 on 11 ranges), and 
Servel (up $10 to $30 on 19 models, down $10 on another and no 
changes on 10 others.) 

Admiral adjusted the list prices on many of its new TV sets but 
coupled the price change with announcement of an increase in 
dealer discounts. 

Are more changes ahead? The answer to that is far from certain. 
Some firms are worried about the effect on retail sales. Others 
may be holding off price changes because of heavy inventories and 
the fear that higher prices would slow down the process of balanc- 
ing their stocks of merchandise. On the other hand, there was 
little doubt that the cost of material and labor was exerting an 
upward pressure. It seemed probable in mid-August that additional 
price hikes would be contingent on what happened in the market- 
place this fall. 











equipment, dehumidifiers, food freez- 


Southern Comfort 


A page out of the Old South came 
to lite recently when a Fayetteville, 
Tennessee appliance dealer staged a 
giant free community barbecue to pro- 
mote a local sales campaign. 

Frigidaire dealer Erle Hyde served 
4,000 barbecue sandwiches, 200 cases 
of soft drinks, 2,600 cups of ice cream 
and a variety of other foods to some 
5,000 persons who visited his country 
home as his own local observance of 
the nationwide “Frigidaire Week” 
sales campaign. 

A complete Frigidaire display was 
set up on his lawn, including all re- 
frigerators and ranges, home laundry 
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ers, beverage coolers, ice makers, air 
conditioners and water coolers. 

In addition to the incalculable good 
will built up through this “Southern 
Hospitality” promotion, Hyde had 
more tangible results. He made 16 
on-the-spot sales within a four-hour 
period, and logged 23 more in the fol- 
lowing two weeks. The barbecue also 
provided him with a lengthy prospect 
list. 

Commenting on the event, a 
Fayetteville newspaper reporter wrote: 
“The Hyde hospitality was the equal 
of that of a former day when gracious 
living reached its peak in_ the 
South .. .” 


1953—ELECTRICAL MERCHANDISING 












Neuw/ 
Fvclustve/ PUSH THE 
Suter’ BUTTON 


FROM STEAM TO DRY 
IN 10 SECONDS 


‘ 4 un EME NG 
Exclusive! Changes to a Dry 
Iron in just seconds when 
ever needed 


pounds. Weigt e than lrons all fabrics at all heat 
most ordinary dry irons ranges, steam or dry 


Steam P 
Chamber. Corrosion-resist j 
ant for longer life : ” 
& 
I ! 


FR S - The oldest and still most dependable name in STEAM cad DRY Soon / 
FREE of extra cost 


smart gift packaging with 
Fiberglas safety pad 





DE LUXE PUSH-BUTTON MODEL 


Newly designed Steam-O-Matic combines ironing ease 
with everlasting gleaming beauty. It’s stainless steel 
throughout—for top efficiency and longer life. Full year 
guarantee. 1000 watts, 115 volts, AC Only; individ- 
ually boxed, 3 to a shipper. Shipping wt. 4% Ibs. each. 


CAT. No. DL505 


DUAL-8 MODEL 


All basic features that make STEAM-O-MATIC the most 


dependable steam iron—plus new streamlining and 


dual cold-or-hot emptying. No other iron gives you 


such outstanding value at a budget-wise price! Fully 
guaranteed. 1000 W., 115 V., AC Only; individually 
boxed, 3 to a shipper. Shipping wt. 4% Ibs. each. 


CAT. No. J510 


RIVAL MANUFACTURING CO. + KANSAS CITY, MO. 
RIVAL MANUFACTURING CO. OF CANADA, LTD. + MONTREAL 





ce BROIL-O-MAT 


Exclusive Features... 


@ SELF-CONTAINED SPIT @ BEAUTIFUL CHROME FINISH 
No Slots in Top or Sides Inside and Out 


© DRIP TRAY with EGG WELLS ® CONCEALED MOTOR 


Separate Han-D-Rak® for Steaks Heavy Duty with Brass Bearing 
@ INCLUDES SIX-SPIT WHIRL-A-GIG AND DOUBLE BACON RACK 


The most beautiful rotisserie made now brings you outdoor barbe- 
cue taste thrills right into your home. Smokeless, no splattering. 
Portable—use it anywhere, morning, noon or night. Infra-red heat! 


Fully guaranteed. Ext.: width 17", depth 10", ht. 114”. Int.: width 
1442", depth 9%", ht. 842". Two-heat switch control. 1375-315 
watts. 120 volts, AC Only. Individual carton. Wr. 25% Ibs. 


CAT. No. 1621 


BROIL-O-MAT? crore 
=v" BROILER 
All the features and brilliant beauty of the Broil- 
O-Mat Rotisserie, without the revolving spit and 
Whirl-A-Gig. Two-heat switch control. 
1375-315 watts, 120 volts, AC-DC. Individual car- 
ton. Weight 23 lbs. Dimensions same as above. 


CAT. No. 1620 


FRY-O-MAT 


Beauilyul FRYER-COOKER meade / 


Imagine! Cook a roast or deep fry a chicken in this 
dual-purpose Fry-O-Mat! Fries foods to tempting, 
golden-brown goodness automatically. Imparts new 


taste thrills to chicken, potatoes, onion rings, oysters, 

Ideal fish, etc., with no transfer of flavors. Big 5-pint capacity. 
GIFT! Built-in shortening level. Seamless chrome shell. 
120 volts, 1350 watts, AC Only. Length 15", width 
)”, height 9%". Individual carton. Weight 12 Ibs 


CAT. No. W3000 


Oc of 


RIVAL MANUFACTURING CO. + KANSAS CITY, MO 
RIVAL MANUFACTURING CO. OF CANADA, LTD. + MONTREAL 








te 


Easy Tube Replacement: Every tube is accessi- 
ble for fast, quick replacement. There are no 
concealed tubes, no impeding center bracket, 
no corners to go around, 


Easy High Voltage Replacement: Takes only a 
minute to replace high voltage transformer. No 
need for soldering iron or special tools. No need 


to remove chassis from cabinet 


Chassis Easy to Remove from Cabinet: Simply 
remove four quick-set screws. Lift chassis from 
cabinet using sturdy bridge bracket as carrying 
handle. No special tools required. 

















Easy Fuse Replacement: Blown fuse can be re- 
placed without the need of special tools and 
without removing chassis from cabinet, 


Easy Yoke Assembly Replacement: Yoke As- 
sembly can be replaced ‘‘on the spot'’ without 
the need of a soldering iron, special toals, or 
without removing chassis from cabinet. 


Unique ‘‘Roll-Over’’ Feature: Sturdy bridge 
bracket permits serviceman to work on chassis 
in any position, even when operating and upside 
down with all components safe from damage. 


swat 6SFSCCOF EWART-WARN OE R 


New and Improved 


Unit-Assembled X-9300 


>. : 4 
® “= 
\ ot 


~ 


52% LESS CHANCE FOR TROUBLE... 
90% OF ALL SERVICING PERFORMED 
WITHOUT REMOVING CHASSIS! 


Dealers and servicemen throughout the 
country marvel at the power, simplicity, 
compactness and servicing ease of the new 
Unit-Assembled THUNDERBOLT Chassis. 
Especially the remarkable fact that over 
90% of all servicing can be performed 
without removing the chassis from the cabi- 
net. See this amazing new TV development 
at your Stewart-Warner Distributor, 





E.LE C T-R EC 
) b 5 
a ] Division of Stewart- Warner Cerp * 1300N. Kostner TTA ME Ghaliacslelo Mon Wa li ilalolk Mmm lam @lelalele (erm si-li(-tail(-wa @lalislale) | 
WARKER 1 EF Léading Prodicers of Electronic Equipment for the Armed. Forces 
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RCA PUSH-BUTTON 
TAPE RECORDER 


f 
| WEN. ®¢a PUsw. 20T TON 


TAPE Reconnce 


econo 
Jae asiest 10 oe by. 


. WAN ; 
Adverticing Co op 





SASY TO PLay 
EASY TO nECoRrD 
EASY TO USE EASIEST TO sELiy 











= Attention-Getting bly 


4 Vier | 


RCA Portable Renesder . 


Yas 
*] ac 
ha A VICTOR Di 


















Your new profit-maker! 

RCA’s new PUSH-B UT TON Tape Recorder 
Contact your RCA Distributor NOW 

RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT CAMDEN, NH. J. 
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MANUFACTURERS’ SALES 





DISHWASHERS 


DRYERS CLOTHES 


FOOD WASTE UNITS. 


FREEZERS 


IRONERS 


RADIOS, HOME 


RADIOS, PORTABLE 


RADIOS, AUTO 


RADIOS, CLOCK 


RANGES 


REFRIGERATORS 


TELEVISION 


VACUUM CLEANERS 


WASHING MACHINES 


WATER HEATERS 


* WASHERS, IRONERS, DRYERS —Membership of American Home Laundry 
m Ason.; ALL OTHERS NEMA Memben, Not ede soe han ce 


Television M 


Triple Shipments 


Manufacturers’ shipments of room 
air conditioners for the first half of 
1953 were more than treble those of 
the first six months in 1952, it was 
announced recently by the Air-Condi- 
tioning and Refrigeration Institute of 
Washington, D. C. 

Figures indicate an increase of 215 
percent, and at this rate, 1953 ship- 
ments will exceed 1,000,000 units 
compared with 365,451 units in 1952, 
the Institute reported. 

“People are buying more and more 
of the larger sizes with the three-quar- 
ter-ton room air conditioner proving 
by far the most popular model,” ac 
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Jan. Feb. March April May June 6 Mes. 
1953 9,470 11,395 20,504 14,027 12,459 pate 
1952 14,448 9,086 8,067 9,095 7,961 8,233 56,890 
% Change —34.5% +95.4%  +154.2% +54.2% +56.5% aise 
1953 62,260 57,136 49,593 28,556 32,867 32,789 263,201 
1952 45,121 44,540 __ 41,161 36,109 28,812 31,720 297 463 
%, Change +38.0% +98.3% +20.5% —20.9% +14.1% +3.4% +15.7% 
1953 <— 81.373 ——_____-_—-»> 24,329 23,380 23,562 152,644 
1952 < 53,479 > « 47, 452 ——___—_—> 100,931 
% Change <- +52.2% > + +50.2% ————_—»> +51.2% 
1953 85,239 83,661 111,888 89,031 70,279 62,375 502,473 
1952 44,147 50,127 52,344 49 429 71,774 98,871 366,685 
%, Change +93.1% +66.9%  +113.8% +80.1% -2.1% —36.9% +37.0% 
1953 24,395 22,588 16,066 14,080 9,323 12,529 98,981 
1952 15,636 _ 17,630 13,913 8,938 12,652 17,654 86,423 
% Change +56.0% +98.1% +15.5% +57.5% —26.3% ~29.0% +14.53% 
1953 361,921 402,742 442,101 286,974 278,156 987,724 2,059,618 
11952 308,724 336,705 384,689 308,164 310,927 320,669 1,969,878 
%, Change +17.2% +19.6% +14.9% —6.9% —10.5% —10.3% +4.6% 
1953 93,962 87,711 177,656 201,476 204,065 239,189 1,004,059 
11952 80,833 85,691 118,045 130,149 151,161 237,136 803,015 
% Change +16.2% +-9.407 + 50.5% +-54.8% + 35.0% +.9% +95.0% 
1953 447,667 491,062 654,367 483,092 497,379 505,774 3,079,341 
11952 233,966 317,379 407,814 327,350 255,468 293,109 1,835,086 
% Change +91.3% +54.7% + 60.5% + 47.6% +94.7% + 72.6% +67.8°% 
1953 189,592 210,924 275,079 187,394 129,391 131,144 1,123,524 
{1952 87,589 115,703 191,059 192,003 126,013 135,689 848 056 
%, Change +116.5% + 82.3% +44.0% — 2.4% +9.7% — 3.4% +32.5% 
1953 109,240 114,465 130,788 118,999 114,404 113,086 700,982 
1952 80,826 64,984 95,215 70,350 69,325 88,063 468,763 
% Change + 35.2% + 76.1% +37.4% +69.2% 4+65.0% 198.4% + 49.8% 
1953 347,047 377,605 428 048 366,951 317,667 343,114 2,180,432 
1952 275,997 277,986 298 092 255,009 256,378 374,199 1,736,961 
% Change +96.1% + 35.8% +43.6% +43.9% +93.9% —8.3% +95.5% 
1953 719,234 730,597 810,112 567,878 481,936 524,479 3,834,236 
1952 404,932 409,337 510,561 322 878 309,375 361,152 2,318,235 
%, Change +77.6% +78.5% 58.7% + 75.9% +-55.8% 469.5% +65.4% 
1953 255,886 246,007 329,994 268,548 252,404 197,506 1,549,645 
1952 230,226 235,936 290,092 917,169 216,969 206,939 1,397,331 
%, Change +11.2% + 4.3% +13.5% +93.7% +16.3% —-4.6% +10.9% 
1953 277,309 326,604 345,989 288,474 286,515 304,086 1,828,977 
1952 213,998 255,864 248 431 917,211 213,668 974,457 1,423,629 
%, Change + 99.6% + 27.7% + 39.3% + 32.8% +34.1% +10.8% +98.5% 
1953 48,292 49,385 62,095 62,155 55,572 52,980 330,479 
1952 37,730. 43,453 46,147 45,295 43,717 50,436 266,778 
% Change +28.0% +13.7% +34.6% +37.2% +97.1% +5.0% +23.9% 














t 1952 Revised by RETM 











BeAr —industry Estimate by Vacuum Cleaner Mfrs. Assn.; RADIO, TELEVISION —industry Estimate Radio-Electronics- 





cording to George S. Jones, Jr., man 
aging director. 

He said that while there may be 
some slowing down of deliveries in the 
second half of 1953, the controlling 
factor will not be lack of sales, but 
the production of component parts 
which manufacturers need in order to 
meet their projected schedules. 


Another Good Year 


Westinghouse is looking forward to 
1954 as “another highly successful 
sales year” in the appliance business. 

That statement was made to 64 
prize-winning Westinghouse salesmen 





who visited the Westinghouse electric 
appliance division, Mansfield, O., re- 
cently. 

R. J. Sargent, major appliance man- 
ager for the division, said: “In ow 
opinion, 1954 will be a good sales 
year for appliances and Westinghouse 
will gear its plans accordingly—with 
new merchandise and new promotions 
to meet the needs of its dealers and 
distributors.” 

Ihe guest salesmen were winners in 
the nationwide sales training program 
“Operation Bing Bong,” based on 
telephone inquiries to individual sales- 
men to test their knowledge of how to 
merchandise and sell Westinghouse 
appliances. 
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Higher than Ever 


In overall sales of appliance, air 
conditioning, and commercial refrig- 
eration products, June 1953 was the 
biggest June in the history of Frigi 
daire division of General Motors. 

The first six months of this year 
were Frigidaire’s biggest initial six 
months on record, with sales volume 
nearly one-third greater than the same 
period of last year, according to H. F. 
Lehman, general sales manager. 

Lehman said sales of all Frigidaire 
kitchen and laundry appliance prod 
ucts duving the first half of 1953 
showed an increase of better than 25 
percent over the same period of 1952. 
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eres 
mericas most 
sales-appealing 


appliance 
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BENDIX 
DUOMATIC 








washer-dryer 
all-in-one 


"THE WASHER THAT TURNS INTO 
A DRYER...RIGHT BEFORE YOUR 
VERY EYES." 









Then you see 
it drying. 


Now you see 
it washing... 





BENDIX HOME APPLIANCES 
Div. AVCO Manufacturing Corp 
Cincinnati 25, Ohio 





And here's 
what Duomatic 
Owners are sayin 

' to prove it! 


| — 
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Yes ... the Duomatic really 
leads the field in sales appeal. It's 





“As soon as my neighbor saw my 
Duomatic, she went right out and 
bought one for herself.” 
Mrs. R. 


breaking store traffic records every- 
where; and, at its present rate of 
sale, will account for approximately 
10% of 1953's total automatic washer 
dollar volume! 





“A great time saver— 


requires no attention.” 


Here’s the one machine in the Mrs. D. 


world that washes and dries clothes 


in One automatic operation. 





“IT was always washing, wringing, 
hanging and ironing. Now I have 
lots of free time.” 


A simple setting of the dials 


banishes washday chores completely. Mrs. F 





The Duomatic washes cleaner 








than ever before because of the new “Now without any effort my 


clothes are beautifully white 
and clean.” 
Mrs. H. 


hi-lift deep-surge tumble action... 
and because of the exclusive Magic 


Heater that gets wash water extra 





hot. 





"I like the Duomatic's fluff- 
drying even better than outdoor 
drying.” 

Mrs. C. 


It even dries a new way with 
the exclusive new Cycle Air prin- 
ciple, clothes are Fluff ’n Tumble 


dried in pure warm air. 





And, because heat, lint and “Duomatic is the only machine 
I could have because I couldn't 
use a vent.” 


Mrs. G. 


moisture are washed down the drain, 
the Duomatic needs no venting... 


yet rooms stay cool and comfortable. 


Only 36 inches wide, the Duo- 


matic fits in any room... the laun- 





“I had always wanted a dryer, 
but I didn't have the space for 
two machines.” 

Mrs. R. 


dry, the kitchen, or even the bath! 


*These are actual statements from Duomatic owners—names and addresses upon request. 
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Scheduled Meetings 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 

50th Annual Convention 

Broadmoor Hotel, Colorad 

September 20-23 


CANADIAN ELECTRICAL MFRS. 

ASSN. 

9th Annual Meeting 

Niagara Falls, Ont 

September 23-25 

NORTHWEST APPLIANCE AND TV 
ASSN. 

1953 Sales Conference 


The Norselander 


September 27-28 


PORCELAIN ENAMEL INSTITUTE 


Annual Meeting 
The Greenbrier, White Sulphur Springs 
September 30-October 2 


NATESA CONVENTION 
Morrison Hotel 
October 9-11 


Seattle 


Chicago 











AHLMA Booklet 


“Plan for All Three,” a 20-page 
booklet designed to sell the home- 
maker on owning a washer, dryer and 
ironer of any brand, will be issued 
soon by the American Home Laundry 
Manufacturers’ Association. 

The first half of the book will ex 
plain why every home should contain 
the three laundry appliances. The cen 
ter spread will picture a score or more 





on 


A Beauty! 


that’s not just skin-deep! 

Here's the new Cory Automatic 
Coffee Brewer . . . the only stainless 
steel automatic made! No pitting .. . 
no rusting . . . no corrosion can spoil 
its beauty or the flavor of your coffee!) 
The gift that lasts a lifetime! I 

The Greatest Name in Coffee Brewing 


CORY 


Cory Corporation, Chicago, Illinois 





j 





Meet us at Booths 263-264 
National Hardware Show 
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of installations, from simple to elabo- 
rate, and additional will fur- 
ther describe how to plan such areas. 

No part of the text will indicate 
preference for any one type of appli- 
The book may be used by any 


pages 


mce 


dealer as a sales promotion piece by 
dropping a page of appliance draw 
ings and substituting any special copy 
cle sired. 

(he AHLMA book also will con 
tain helpful background material for 
use b educator ind other hom« 
economists, editors, extension work 
ers and home demonstration agents. 
NATESA to Meet 

[he National Alliance of Televi 
sion and Electronic Service Associa- 
tions will hold its fall convention m 


Chi igo, Ox tober 9-1] 

Frank J. Moch, president of 
NATESA, said the three-day meeting 
would business with pleas- 
ure for the industry, and that 
iny profit realized would be shared 
by the groups in attendance. 

Included in the convention’s plans 
are a public show and public partici 
pation in a consumer education pro 
gram, according to Moch. The “trade” 
show will be made up of numerous 
exhibits and seminars. 

“Public participation in part of the 
show will give all servicemen across 
the country a chance to really tell the 
real facts on service, thus making our 
jobs easier and more profitable,” 
Moch said. 


combine 
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~ Fathers Pride 


sharpens knives professionally 


right at home! 








The Cory Electric Knife Sharpener 
is the gift that’s unusual but useful. 


Just plug it in . 


. . draw the knife 


quickly through and zzzzzst .. . your 


blade is sharpened perfectly! 
Sharpens every knife... 
can’t hurt any knife. 





Cory Corporation, Chicago, Illinois 
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VCMA Retraces Its Steps 


The vacuum cleaner industry’s trade association 
celebrates its 40th birthday by taking a backward look 


at the “good old days” 


Ihe date was October 21, 1913. 
(he Titanic had gone down on its 
first trans-Atlantic voyage only a year 
before. The sinking of the Lusitania 
was two years distant 

While thousands labored in San 
Francisco to build the Panama-Pacific 





C. G. FRANTZ, president of Apex Electri- 


cal Menufacturing Co., who is rounding 
out 35 years as secretary-treasurer of the 
Vacuum Cleaner Manufacturers’ Asso- 


| ciation this year. 
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exposition, a handful of businessmen 
met in Toledo, O., with a plan to or- 
ganize for the good of their young 
industry. 

Contributing $5 each, the business- 
men formed the Vacuum Cleaner 
Manufacturers’ Association, with $55 
in the treasury. Sixteen men were 
present at the meeting, representing 
11 firms. 

Lots of Changes. When the Asso- 
ciation celebrates its 40th anniversary 
this fall, most of the old names and 
faces will be gone. H. W. Hoover, 
chairman of the board of the Hoover 
Co., is the sole survivor. Firms like 
Advance, Duntley Products, Eclipse 
Electric Cleaner, and Electric Reno- 
vator have disappeared. 

Today, the vacuum cleaner indus- 
try is a multi-million dollar giant, 
with products in two out of three 
American homes. But the VCMA 
objectives, laid down in 1913, are still 
generally applicable today. They were, 
in part: 

"To discuss and prevent some pres- 
ent abuses under which the business 
is suffering . to discuss credits, 
consignments and selling methods, 
benefits of exhibitions and develop- 




















Indestructit@le! Gives perfect 


coffee foqa lifetime! 

Tired of replac beat-up coffee 
pots? Try a ne icro Coffee 
Brewer! All gleamiffg stainless steel 
that makes perfect cee for a life- 
time. Won’t stain, t, chip, or 
break! Rinses clean! > io spar- 
kling bright! Ideal gift! . 


MICRO, 


STAINLESS STEELY a 


COFFEE BREWERS 


4 
BY' 


ment of better selling ability among 
dealers . what is a reasonable dis- 
count to a dealer. . .” 

C. G. Frantz, now president of the 
Apex I‘lectrical Manufacturing Co., 
was not present at the original meet- 
ing, but he was elected secretary 
treasurer of the Association five years 
later. He still holds that post. Look- 
ing back over the early years of the 
industry, Frantz recently described the 
first vacuum Cleaner: 

“A strange looking device or mech- 
inical, electrical contraption weigh- 
ing maybe 50 pounds, which, if in 
good order, would create a vacuum 
which it was said would clean floor 
coverings by drawing the surface dirt 
into a container or bag. . .” 

Progress in obsoleting brooms and 
dust cloths was slow, Frantz pointed 
out, because it meant a radical change 
of habits which could be brought 
about only by the passing of time. 
High acceptance today is shown by 
85 percent saturation in larger cities 
ind increasing usage in smaller com- 
munities. 

Postwar Progress. Vacuum cleaner 
sales since World War II have re 
mained at a high peak, despite pre 
dictions that they would level off 
right after the post-war boom, accord- 
ing to Frantz. He believes this can be 
attributed to “steadily rising cleanli- 
ness standards.” 

(The industry last year produced 2.8 
million units; six month output this 
year is about 11 percent ahead of 
comparable 1952 figures.) 

Looking into the future of his bus- 


Meet us at Booths 263-264 
National Hardware Show 
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® 


The Greatest Name in Coffee Brewing 


Cory Corporation * Chicago 1, Ill. 


ness, Frantz was optimistic. He cited 
the increasing number of homes and 
the “inevitable retirement of earlier, 
less effective vacuum cleaners” as a 
stimulus which serve to maintain sales 
volume “equal to previous years, Or 


even greater. 





THE MUSTACHIOED GENT wheeling up 
to the camera is an early-time Hoover 
vacuum cleaner salesman getting ready 
to make his pitch. The cleaner he hopes 


to sell is strapped to the handlebars of | 
his bicycle. This picture, from the files of | 
Manufacturers’ | 

| 


the Vacuum Cleaner 
Association, was released by VCMA as 
part of its 40th anniversary observance. 


1953 


| 
| 





Pump Sales Higher 


Sales of water pumps to farm mar- 
kets have been running more than 
11 percent ahead of 1952, while other 
products to rural areas have averaged 
20 percent behind the figures estab- 
lished last year. 

his was brought out by Herbert C. 
Angster, executive secretary and di- 
rector of the National Association of 
Domestic and Farm Pump Manu- 
facturers, at the mid-summer meeting 
of the association’s planning com- 
mittee, 

Angster declared that the National 
Water Systems Month which falls 
annually in May has had a “snow- 
balling” effect on pump sales from the 
start. For each succeeding year of the 
promotion since the first, sales in May 
have exceeded sales in May of the 
preceding year, 

E.. D. Smith, supervisor of the rural 
department of Dayton Power & Light 
Co., and chairman of the farm sec- 
tion of the Edison Electric Institute, 
stressed the fact that sales of electrical 
appliances requiring running water 
usually follows installation of new 
farm pumps. 

The average water system sale paves 
the way for the dealer to sell electrical 
appliances requiring running water 
which are valued at more than six 
times the original water sale itself, 
Smith said. He added that still too 
few dealers recognize the importance 
from a dollars and cents standpoint of 
selling an increased volume of water 
systems. 


Meet us at Booths 263-264 
National Hardware Show 





Complete with plastic 
coffee measure and 
upper bowl safety 
stand. Only $5.50 to 
$6.95. 


Cory Corporation 
Chicago 1, Ill. 





AEPEM Head 





KARL W. JENSEN, 


vice president of 
Jensen Industries, Inc., recently was 
elected chairman of the Association of 
Electronic Parts & Equipment Mfrs., a 
trade association of 120 Midwest firms. 


Heads New York EWRT 


Rose V. White, a laundry specialist 
in the home service department of 
Corn Products Refining Co., has been 
elected chairman of the New York 
chapter of the Electrical Women’s 
Round Table. 

Other new chapter officers include 
Martha Ferris of Better Living as 
vice-chairman; Edna L. Willmott of 
General Electric as secretary; and 


Evelyn Gallanter of Times Appliance 
Co, as treasurer. 




















with perfect Cory-brewed coffee! 


Experts all say glass makes the best 
coffee! And the new Cory is the only 
all-glass coffee brewer made. There’s 
not even a strip of rubber to change 
coffee flavor. Get a Cory All-Glass 
Coffee Brewer to get “coffee-happy”! 






® 


The Greatest Name in Coffee Brewing 
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How Appliance Dealers across the Nation 
SCORE MORE SALES 





with Graybar Gift Booklets and 
the Graybar Catalog-Merchandiser 





a. 
In Shaker Heights, Ohio... 
“10% INCREASE’ IN SALES 


Harry Eisenstat, former Cleveland pitching star and 
owner of GAE Hardware Stores, mailed 1000 copies 
to his regular charge account list. A ‘‘tie-in’’ window 
display at his heavy-traffic, shopping center location 
featured mass display of the Gift Booklet and many 
of the popular household appliances it describes 
This combination promotion helped increase Christ- 
mas gift appliance business by approximately 10% 





In Portland, Maine... 
“RESULTS EXCELLENT” 


Guy 5S. Mclellan, General Manager, Hodges Ap- 
pliances, Inc., mailed Graybar Gift Booklets to his 
better customers just before the ‘52 holidays. 
Attached and described in a covering letter was a 
special Hodges Preferred Credit Card offering 
charge privileges during the Christmas gift season 
and the year to follow. Mr. McLennan states that 
results of the mailing were excellent. 





In Los Angeles, California ... 
“SALES JUMP 35%” 


C. R. Roberts, Sales Manager of Pettis Pipe and 
Supply Co. finds Graybar Gift Booklets ‘almost 
indispensable” in maintaining and promoting in 
creased electric housewares sales. As he puts it 
“Our first use of them resulted in about a 35% 
above normal sales volume. Without these cata 
logues we feel that this additional volume would 
be lost.’ 





A 


In Cleveland, Ohio... 
“$20,000 INCREASE” 


Elias Mantel, founder of Mantel’s, mailed 1000 Graybar Gift booklets on 
November Ist, 1952— names selected were for most part those on the 
store's inactive list. He reports many phone calls reserving items described 
and a substantial increase in store traffic. Mr. Mantel attributes a part of 
his healthy $20,000 increase in electric housewares to the year-end impetus 
provided by the Graybar Gift Booklet. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 


Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
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In Houston, Texas... 
“CREATED UNUSUAL STORE TRAFFIC” 


Joseph Samuels, co-owner of Samuels Bros. enlisted the help of the store 
next door—one of Houston's largest supermarkets—for this successful 
promotion. For a week after Thanksgiving ‘52, Gift Booklets were placed 
in every bag of groceries purchased. A card attached read ‘You bought 
these groceries before dinnertime—buy your Christmas Gifts before Christ- 
mas... at Samuels Brothers, next door!” As a result, there was an unusual 
increase in store traffic and in sales of both electric housewares and majors. 







IN OVER 100 


PRINCIPAL CITIES 
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The Graybar Gift Booklet 
shows your customers 
what to buy 


Make it easy for your customers and prospects to select a suitable gift 
from your store—use the new Graybar Gift Booklet. A colorful, beauti- 
fully illustrated, 24-page self-mailer, it covers all of the nationally- 
advertised brands of electric housewares distributed by Graybar- 


By ordering NOW, Graybar deal et all 
y g wit speller tie et famous names like Sunbeam, Universal, Toastmaster, Telechron, and 


of these booklets they need . . . AT ONLY 3 CENTS 
EACH prepaid to your store! Order 500 or more and many others. Strong, gift-slanted selling copy keeps customers coming 
you get your own imprint on each one—FREE. in, writing in, phoning in ... this Christmas and all year around. 


The Graybar Catalog-Merchandiser tells 
you how to have ‘em buy it from you 


The new 1954 Graybar Electric Housewares Catalog and Appliance 
Merchandiser suggests dozens of ways to get gift-conscious customers 





into your store ... dozens of ideas that will help you score more elec- 
trical housewares sales this Christmas and through 1954. You'll find 
smart, practical hints on: 


1. Window and Store Displays 5. New ways of “Hooking 
2. Special Money-Saving Display Lookers’ 
Units 6. Plus a Complete Catalog of 
3. How to Tie-In with Manufac- Graybar-Distributed Electric 
turer Displays Housewares for Your Handy 
4. Advertising and Promotion Reference. 


Put these ideas to work—you'll establish your store as headquarters for 
any electric gift. That means extra year-around sales—Easter, Wed- 
dings, Birthdays, Graduations, Mothers Day, Fathers Day ... and every 
other occasion when an extra well-selected gift means lasting satisfac- 
tion to giver and receiver. 





Now’s the time for YOU to Climb on the Bandwagon, too! 


Your 1953 Christmas Gift Business 


can be more profitable Call your Graybar Representative! Tell him to rush in with 


° ° full details on Graybar’s Gift Booklet and Appliance Dealer's 
if you do this now... Catalog-Merchandiser. Don’t put it off—call him, today. 
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Standard Model Fin Type Heater with 3-heat 
switch, similar to model shown, but without the 
automatic room temperature control feature. 


‘ments. 













§g0 this efficient unit .. . giving 35 times 
ng surface than standard rod-type heat- 


AUTOMATICALLY CONTROLS ROOM 
TEMPERATURE 
from 40 degrees to 90 degrees F. regardless of 
changing outside temperatures. Exclusive new 
sensitive thermostat holds room temperature accu- 
rately. It is not, as with inferior types, affected by 
the heat of the heater itself! 


PORTABLE 


Weighs less than 22 pounds... only 22” wide, 
19” high, 54%” deep. Plug into any adequate 110 
volt circuit, Underwriters’ approved. 

NATIONALLY ADVERTISED 
in Living for Young Homemakers, American 


Home, Better Homes and Gardens and House 
Beautiful. 





ial: al) 
= | 


CB 


4a 








ALABAMA 
Birmingham — Stratton & Terstegge Co 


ARIZONA 
Phoenix — Arizona Wholesale Supply Co 
Phoenix Hardware Co 


ARKANSAS 

Little Rock —J. T. Lloyd Co 
CALIFORNIA 

Eureka— North Coast Mercantile Co 


Modesto— Wille Elec. Co 
Oakland— Gilson Supply Co 
Sacramento— Superior Sales Co 
San Francisco—J. B. Calder Co 
Dunham, Carrigan & 
Hayden Co 
Sloss and Brittain 
San Jose—Appliance Distributors 


COLORADO 
Denver —Central Elec. Supply Co 
Electronics Distributing Co 
Morey Mercantile Co 
Grand Junction —Biggs- Kurtz Co 
C. D. Smith Co 
Puebdlo— Puedlo Electric Supply Co 


CONNECTICUT 


Bridgeport Park City Distributors 
Hartford—Capitol Light & Supply Co 
Arthur Hahn Co 
Joseph Simons Co 
Roskin Distributors 


DELAWARE 

Wilmington Artcraft Electric Supply Co 
FLORIDA 

Fort Myers — Norman Auto Supply Co 


Jacksonville — All State Pipe & Supply Co 
Towers Distributing Co 
Lake Wales — Norman Supply Co 
Miami-—A. N. Brady Wholesale Hdw. Co 
Frank T. Budge Whise. Hdw. Co 
Electric Sales & Appliances 
Wholesale Appliances 
Pensacola — Pace Holland Co 
Tampa — Electric Supply Co 
L & L Distributors Inc 
1. W. Phillips Co 
Raybro Electric Supply Co 


GEORGIA 
Atlanta— Brown Distriguting Co 


Augusta—Hart Electric Supply Co 
Dublin—Lovett & Tharpe Hdw. Co., Inc. 








—— 
RATHSKELLER 


GEORGIA—cont. 
Gainesville —Paris-Dunlap Hardware Co 
Rome— Rome Hardware Co., Inc 
Savannah Westinghouse Elec. Sup. C 
MLINOTS 
Aurora—Schomer Elec. Co 
Chicago— All American Sales Inc 
Bennett Bros. Inc 
Bruns & Collins Inc 
S. Buchsbaum & Co 
City Electric Supply Co 
Continental Products, Inc 
Ever-Ready Electric Supply Co 
Joseph Hagn & Company 
Howard Electrical Supply Co 
Hyland Electrical Supply Co 
Hilinois Electrical Sales Co 
Loomis Textiles Inc 
H. V. Mann Co., Inc 
John Plain & Co 
P. J. Rubey Co 
Steiner Elect. Co 
Triangle Industries Corp 
Weinberg & Company 
Blaine Williams Fiec Sup. Co 
Champaign—Tepper Wholesale Electric 
Decatur—-Decatur Electric 
Decatur Paper 
Eigin—Fox Elec. Supply 
Forest Park—Madison Electrical Supply 
Joliet — Barrett Hardware 
Joliet Elec. Supply 
Kankakee— Kankakee Schomer Elec. Co 
Peoria— Peoria Paper 
John C. Streibich Co 
Irwin Paper Co 
Tenk Hardware 
Rockford — Engelwood Elec 
Spring Valley—Cassiday Bros. Wholesale 


Quincy 


KNAPP-MONARCH CO. - ST. LOUIS 16, MO., U. 
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BATHROOM 


INDIANA 

Elkhart—Elkhart Supply Co 
Evansville Westinghouse Elec. Sup. Co 
Fort Wayne—National Mill Supply 
Schlatter Hardware 
Capitol Paper 
Kiefer-Stewart 

Kipp Bros 

Mooney -Mueller-Ward 
Servies Inc 

Logansport— David Wholesale Electric 
Richmond —Richmond Electric Co 





Indianapolis 


South Bend—-Young Heating Supply 

Terre Haute —Levin Bros 

IOWA 

Cedar Rapids Electric Motors Co 

Des Moines Consumers Supply Co 
Robinson Wholesale Co 

KANSAS 


Colby —Golden Wholesale Hdwe 
Topeka—Kansas Electric Supply Co 
Wichita—Excel Distributors 


KENTUCKY 

Louisville— Belknap Hdw. & Mfg. Co 
Peasiee-Gaulbert Corp 
Stratton & Terstegge Co 


LOUISIANA 

New Orleans —Interstate Electric Co 
Leonard Krower & Son, Inc 

Interstate Electric Co. of 
Shreveport 


Shreveport 


MAINE 
Bangor —Coffin & Wimple. Inc 
Portland —Arthur Hahn Co 
Holmes Electric Supply Co 
Kendall & Whitney 
Joseph Simons Co. 


4k 
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MASSACHUSETTS 


Boston—Bigelow & Dowse Co 
Milhender Dist. inc 





Fitchburg—Service Electric Supply Co 

Lawrence—Dyer Clark Co 

Springfield— Krevalin Hardware Co 
Miihender Dist. Inc 

Worcester—Atlantic Elec. Supply Co., In 

MICHIGAN 

Detroit —Buhl Sons, Inc 


Daybert Dist. Co 
Electrical Specialties Co 
LaSalle Supply Co 
Madison Electric Co 
Flint—Silkworth Distributing Co 
Saginaw-— Saginaw Hardware Co 


MINNESOTA 
Alexandria—Minnesota Elec. Supply Co 
Duluth—-Graybar Electric Co., Inc 
Kelley-How- Thomson Co 
Marshall-Wells Co 
Mankato—Southern Minnesota Sup. Co 
Minneapolis —Geo. A. Clark & Son, Inc 
Coast-to-Coast Stores Cen 
tral Organization Inc 
Gamble-Skogmo, Inc 
Graybar Electric Co., inc 
Janney, Semple, Hill & Co 
Larson Electrical Co 
Our Own Hardware Co 
Sterling Electric Company 
Rochester —Southern Minnesota Sup. Co 
St. Cloud —Minnesota Electrical Sup. Co 
St. Paul--Farwell, Ozmun, Kirk & Co 
Graybar Electric Co., inc 
Motor Power Equipment Co 


Willmar —Minnesota Electrical Supply Co 


% 
BREEZEWAY 


MISSOURI 
Joplin — Mardick Distributors 
Kansas City Columbian Electrical Co 
McPike Inc 
Meyer Jewelry Co 
Stowe Hdwe. & Supply Co. 
St. Joseph—C. D. Smith Drug Co 
St. Lours—A. R. A. Distributing Co 
Ahrens & McCarron 
Artophone 
Blackwell-Wielandy 
Broadwell & Co 
Brown Supply 
H. E. Krisman Co 
Shapleigh Hardware 
Stone Distributing 
Witte Hardware 
Springfield—Ozark Motor & Supply Co. 


MONTANA 
Billings—Montana Electric Supply 


reat Falls—-Glacier State Elec. Sup. Co. 
Missoula— Missoula Mercantile Co 
NEVADA 
Reno—Osborne & Dermody, Inc 
NEW JERSEY 
Asbury Park—Rutkin Electric Supply Co. 
Atlantic City —Maegin Electric Supply Co. 
Jersey City Garfunkel Co 


Morristown —Morristown Elec. Supply Co. 
Newark—|!. Lehrhoff and Co 
Newark Specialty Co 
Reliable Electric Supply Co 
H. Schultz and Sons 
Trenton —Fineburg's 
Union—Surrey Elec. Supply Co 


NIW MEXICO 


Albuquerque —Electric Supply Co. 
Stryco Sales Co 


S.A. ° BETTER PRODUCTS FOR BETTER LIVING 
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KM. FIN 
ROOM HEATER 
DISTRIBUTORS 


(Continued) 
NEW YORK 
Albany —Colonial Heating Equipment C 
Fort Orange Radio Dist. Co 
Haven's Electric Co., Inc 
Binghamton—City Electric Co., Inc 
Florance Electric Sup. Co 
Brooklyn—Adco Company 


Buffalo—Central O-B Products Co., tr 
Davis Electrical Supply Co 

Lee ae Co 
) 


R. C. A. Victor Dist. Co 
New York—Bennett Bros., Inc 
Loring Lane 
Ow! Trading 


Rochester—Stanley Merchandising Co 
Syracuse—City Electric Co., Inc 
L. Gordon Dist. Co 
Yonkers—F. & G. Wholsesale Paint & 
Hdwe. Corp 

NORTH CAROLINA 
Chartotte—Allison-Erwin Company 
Carolinas Auto Supply House 
Southern Bearings & Parts 

Co., inc 

Odell Hardware 


NORTH DAKOTA 
Fargo—The Larson Co 
Reinhard Brothers, inc 
OHIO 
Alliance—Robertson Supply Co 
Ashland—Mansfield Housewares, Inc 
Cincinnati—Kruse Hardware Co 
The Weisbrodt Merchandiser 
Westinghouse Elec. Sup. Co 
Cleveland—Allen Electric Co 
Edgar A. Brown, Inc 
Carnegia Radio Co 
Cleveland Hswe. & Sup. Co 
Milner Electric Co 
Ramsey-Bennett Co 
Chas. S. Rivchun & Sons, Inc. 
Manstield—Mansfield Housewares Inc 
Marion—Probst Supply Co 
Tiffin—W. H. Kildow Co 
Toledo—Toledo Merchandise Co 
Walding Kinnan & Marvin Co 
Youngstown —R-M Specialty Co 
Stambaugh-Thompson Co 


OKLAHOMA 
Oklahoma City—Snyder Electric Inc 


OREGON 

Portland—Coffin & Wimple, Inc 
S. A. Sedlock & Co 
Kelwin Dist. Co 


PENNSYLVANIA 
Allentown—Clark Distributing Co 
Altoona—Dibert Radio, Inc 
Hazleton—Cerullo Electric Sup. Co., Inc 
Johnstown—Cambria Equipment Co. 
Oil City—Corrin Electric Supply 
Philadelphia—Edwards & Walker Co 
Pittsburgh—Anchor Dist., Co 
Kim Electric Supply 
Martin-Hardsocg Co 
State Electric Supply 
Tauberg Co 
Reading—Penn Supply Co 
Sharon— Keystone Sales Co 
Uniontown—The Fayette Company 


RHODE ISLAND 
Providence—Milhender Dist., Inc 


SOUTH CAROLINA 
Spartanbur 
Montgomery & Crawford Co., Inc 


SOUTH DAKOTA 
Aberdeen—Graybar Electric Co., Inc 
Watertown—J. H. Larson Electrical Co. 


TENNESSEE 
Bristol—interstate Hardware Cc 
Chattanooga—Whise. Furn. & Appl. Co 
Knoxville—Wholesale Furn. & Appl. Cc 
Memphis—Orgill Bros. & Co 

Woodson & Bozeman Co 
Nashville—Phillips & Buttorff Mfg. Co 


TEXAS 

Austin—Richardson Hdwe. Co 

Dalias—Meletio Electric Supply Co 

El Paso—The Irion Co 

fort Worth —W & K Wholesale Dist 

Houston —Heightman Hdwe. Co 
Peden iron & Steel Co 
Straus-Frank 

Orange abine Supply Co 


Greensbor 


San Antonio—Watts Hardware C 
UTAH 

Salt Lake City—Standard Supply Co 
VIRGINIA 


Norfolk—Atlantic Electric Corp 
Richmond—Electrical Equipment Co 
Virginta-Carolina Hdwe. Co 


WASHINGTON 

Seattle—Schwabacher Hardware Co 
Spokane— Standard Sales Company 
Tacoma—Demick Electric Supply Co 


WEST VIRGINIA 

Wheeling—Greer-Laing Hdw. Co 
Ohio Valley Drug Co 
Shulick-Taylor Co 


WISCONSIN 

Abbotsford—Hutt Elec. Supply 

Ashiand—A. B. Garnish & Sons Hdw 

Beloit—Municipal Elec. Supply 

Eau Claire—J. H. Larson Co. 

Fond du Lac—Halimark Elec. 

Green Bay—Beemster Elec 

Hudson—J. H. Larson Electrical Co. 

La Crosse—La Crosse Steel Roofing and 
Corrugating Co 

Milwaukee—Hastings Dist. Co. 
Milway, Inc 
Shadbolt and Boyd 
Spheeris Bros. Tobacco 
Taylor Elec. Co. 
Wisconsin DeLuxe 

Racine—Allens Merchandise Co. 

Sheboygan—J. S. Koepsel Co 

Stevens Point--The Central Cc 


WYOMING 
Casper—Casper Supply Co. 
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Texans Talk TEA 


sa on 






h =. 8 
PLANNING COMMITTEE arranges Texas Radio and TV Service Clinic and Texas 


Electronics Fair, sponsored by The Texas Electronic Association. Seated, left to 
right: R. M. MacDonald, clinic financial chairman; Truett Kinsey, clinic chairman; 
and Luther Bradley, TEA secretary. Back row: Mose Branum, president of the 
southwestern district of reps; Leonard Smith, president of TEA, sponsors of the 
clinic; and W. J. Inman, TEA treasurer. Fair was held in late August. 


RTMA Becomes RETMA 


Ihe Radio-Television Manufac- 
turers Association has changed _ its 
name to Radio-Electronics-Television 
Manufacturers Association and will 
provide larger representation in the 
advanced electronics field. 

The name change was voted re- 
cently by officers of the association 
who cast the proxy ballots of members 
on proposed by-law amendments 
which had been recommended by the 
board of directors. 

Two new committees, the radio- 
TV industry committee and the 
electronics industry committee were 
created by provisions of the by-law 
imendments. Each member of the 
board of directors will be asked to 
select one of the two committees as 
representing his major interest and will 
be permitted to designate an alternate 
to serve on the second committee pro- 
vided his company is engaged in the 
manufacture and sale of products or 
services within the sphere of that com 
mittee. 


NEMA Opens Drive 


The electric housewares section of 
the National Electrical Manufacturers 
\ssociation has mapped out its sec- 
ond-half sales campaign for 1953. It 
includes a concentrated fall program 
to be climaxed by a powerful Christ 
mas gift drive. 

At the same time, NEMA an 
nounced the winners of the annual 
electric housewares gift contest. 

The theme of the organization’s sec 
ond half drive will be “First Gift 
Choice—Electric Housewares.” Some 
50,000 dealers are involved in the 
campaign, which was described at the 
July Housewares Show. 

As during the first six months, dis 
tribution of campaign materials again 
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will be made through electrical leagues 
and area committees. Dealers will re- 
ceive from such groups a six-page sales 
planner, a streamer and decalcomania. 

Winners of the gift campaign dis 
play contest, and their classifications 
were: Mankato Electric Co., Mankato, 
Minn., appliance store; Ott’s, Santa 
Barbara, Calif., hardware and house 
wares store; Barr's, Philadelphia, 
jewelry store; M. E. Blatt Co., Atlantic 
City, N. J., department store; and 
Ohio Edison Co., Springfield, O., 
utility. 





Association Briefs 


@ Television Service Dealers Associa- 
tion of Philadelphia has launched an 
advertising drive explaining the serv 
ice industry and asking customers to 
patronize TSDA firms. Louis J. Smith, 
owner of a Philadelphia TV service 
firm, has been named president, suc- 
ceeding Dave Krantz. 


@ Fort Wayne TV-Radio Appliance 
Association, Inc., a non-profit corpo 
ration, has been formed by dealers in 
ort Wayne, Ind., and Allen county 
with J. Byron Hayes, an attorney, as 
resident agent. Working closelv with 
the group in its organization phase has 
been the Fort Wayne Better Business 
Bureau, 


@ Newly appointed chairman of the 
Vacuum Cleaner Manufacturers’ As 
sociation national home vacuum clean- 
ing conference committee is Robert 
E. Dobson, manager, vacuum cleaner 
department, Westinghouse Electric 
Corp. 


@ The first meeting of the full mem 
bership of the proposed Magnetic Re- 
cording Industry Assn. will be held in 
mid-October at the time of the New 
York Audio Fair. A proposed consti- 
tution and by-laws for the new organi- 
zation will be submitted to the mem- 
bership at the October meeting. The 
decision to form such a group was 
made earlier this summer at the Elec 
tronics Parts Show. 


@ Carl ‘Teal, president of Knight Elec 
tric Co., has been elected president of 
the Electrical Assn. of Birmingham. 
L. W. Curl, manager for Frigidaire 
Sales Corp. was named vice-president 
and Roy Knox, assistant division su- 
pervisor of residential sales for Ala- 
bama Power Co. was renamed secre- 
tary-treasurer. 


Hoffman Sponsors Disc Jockey 





CONTRACT for comprehensive radio advertising campaign designed to promote 
Hoffman television's 1954 line in the New York area is signed by Emmons Moser, 
right, president of Emmons TV and Appliances. Ready to put his name down is 
Ira Herbert, left, vice president and director cf sales for station WNEW. Standing 
center is Al ‘“Jazzbo’’ Collins, disc jockey whose program will feature 48 Hoffman 
spots a week during fall and winter. 
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NEW IMPROVED ZIG-ZAG 


with New Re-entrant Network 


OUTPERFORMS ON 
ALL CHANNELS 





h their EXTREMELY HIGH GAIN, SHARP 


_ DIRECTIVITY, SUPERIOR LINE MATCH, MULTI-CHAN- 
NEL ‘COVERAGE and RUGGED-LONG LIFE CON. 
ides te Vs NEW vo-catrent ‘network develeped 
by TRIO engineers for the model ZZ12L and ZZ16H 
combination. Current 


shipments will include the complete 
network. There is nothing else needed for single feed-line 


Used stacked— or separately — TRIO ZIG-ZAG an- 
tennas are the hottest ever designed! 


New descriptive literature available direct or from your 
supplier. 


New network supplied with all 
high-gain Zig-Zag models 







; SERVE You 
~~ 5 Present fa 
Although 40 been edded A new 


has dein 


Cilities adds 
laboratory 
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Under One Roof 


Consolidation of Crosley and 
Bendix distribution into a single dis- 
tributor organization has been com- 
pleted. 

Crosley and Bendix home appli- 
ances divisions have also been consoli- 
dated under one management with 
headquarters in Cincinnati, O. Man- 


| ager of the combined operation is 


James D. Shouse, senior vice presi- 
dent, who has headed all Crosley op- 
erations in manufacturing and broad 
casting. 

Parker H. Ericksen, general sales 
manager of Bendix home appliances, 
becomes director of sales for both 
Crosley and Bendix home appliances. 
William A. Blees, general sales man- 
ager for Crosley, will join the Avco 
executive staff in New York, as will 
Hector J. Dowd, general manager of 
Bendix home appliances. 

In the initial announcement of the 
consolidation late in July, Victor 
Emanuel, president of Avco, noted 
that the firm “would be able to serve 
both the dealers and the public more 
effectively.” 

“We will reduce distribution costs, 
a very necessary step for companies, 
distributors and dealers today,’”’ Eman- 
uel said. ‘““We will be in a stronger 
position to coordinate our sales pro- 
grams for both Crosley and Bendix 
home appliances products, thus mak- 
ing our advertising and promotional 
efforts more effective. This will result 
in increased volume for the company, 
the distributors, and the dealers,” he 
predicted. 

American Kitchens division will 
continue its individual status, Eman 
uel said 


Silver Platter 


White Sewing Machine Corp. is 
conducting a late summer “‘test’’ pro 
motion campaign known as “Sewing 
on a Silver Platter.” 

Phe “Silver Platter” promotion will 
enable the customer to rent any sew 
ing machine of her choice for two 
months at the rate of $10. This fee 
includes enrollment in the “White 
Magic” sewing course and the “ABC's 
of Sewing” Book. The $10 may be 
credited toward purchase of a new 
machine. 

White Sewing Center managers in 
almost 200 department stores have 
received kits containing booklets of 
suggested advertising layouts and copy 
for local newspaper advertisements to 
back up the promotion. 

White executives expect the rental 
promotion to reach its peak during 
the months of August and September 
in order that the “selling approach” 
may be made to the home sewer in 


| early fall, at the end of the rental 


period. 
The “Silver Platter” promotion is 


| aimed at two potential markets, White 


| 


officials said. They are the home 
sewer who owns an old model and the 
novice seamstress who needs con- 
fidence in her ability to sew before she 
buys a machine. 
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FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS: Chromalox immersion heating \ 
unit * Easily removable porthole cover * Cathodic protection by magnesium rod * Heavy legs for 


sturdy support * Inlet and drain located to offer greatest i tion conv * Heat trap to 
prevent back circulation in piping * Double extra-heavy galvanized steel tank * Underwriters’ 





\ 


approved heavy wiring * Precision engineering * Upright models to conserve floor space, tabletop 
for extra work space * Advanced design * Adjustable thermostats. 


Exclusive baffle at cold water inlet prevents mixing of hot water with incom- \ 
ing cold, insuring constantly even water temperature and greater economy 
of operation. ‘ 


FEATURES OF DWW AUTOMATIC GAS WATER HEATERS: Adjustable thermostat easily set for any \ 


temperature * Advanced design with latest scientific improvements * Precision engineered * Automatic 
safety pilot that automatically shuts off gas if light goes out * Liberal 10-year guarantee * Non-clogging 
burners * Dust-free base for trouble-free performance. 


D. W. WHITEHEAD MANUFACTURING CORP., 
1218 Walnut Ave., Trenton 9, N. J. 
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automatic 


WATER HEATERS 


When you sell a DWW Automatic Water 
Heater —it sells you too. For this trusted trade- 
mark turns customers into boosters who tell 
about its abundance of instant hot water, trou- 
ble-free performance and amazing economy. 
Dealers everywhere are increasing their turn- 
over, profit and prestige by carrying time-tested 
DWW —the good name that builds up theirs. 


DWW AUTOMATIC WATER HEATERS GIVE: 

@ QUICK, CONSTANT HOT WATER 

@ LONG, TROUBLE-FREE SERVICE 

e@ LOW-COST OPERATION 

@ HEAVY FIBERGLAS INSULATION 

@ MODERN SPARKLING BAKED ENAMEL JACKET 
@ SAFETY AND CLEANLINESS 


A TYPE AND SIZE 
FOR EVERY 
asked PURPOSE 
































! = 


DWW manufactures a 1 Year, 5 

: et Year, 10 Year and Stone Lined 
ep art Water Heater. 

are” Liberal 10 year guarantee on 

extra-heavy copper-bearing gal- 

vanized steel tanks when or- 

dered with cathodic protection. 


NATIONALLY ADVERTISED 
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The Hotpoint Deluxe Rotary lironer 
has the features that produce professional iron- 
ing results in half the time. Adjustable heat 
cpntrols 26-inch open end ironing roll 

curvex ironing shoe two-speed motor... 
handy knee controls—all add up to easy, relaxed 
ironing with a professional hand-ironed look. 


RANGES - REFRIGERATORS - DISHWASHERS - DISPOSALLS” - WATER HEATERS 
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| aded with advanced features to make 
your selling job easier, Hotpoint’s Auto- 
matic Home Laundry is setting all-time 
sales records in every market in the country. 
Here is distinctively mew automatic home 


laundry equipment with matchless per- 





formance and enduring matched beauty. 


Here is a new triumph in home laundry 







engineering to put new life in your home 
laundry sales. Talk it over with your 


Hotpoint distributor. 








of Proqness! 


The Hotpoint Deluxe Automatic Washer {c:- 
tures the spectacular and exclusive WOND-R-DIAL 
...A single dial that controls the entire washing 
action. It provides for two separate washing cycles— 
One for delicate fabrics and one for sturdy washables 
Water temperatures, washing time, and washing 
method are all controlled by the WOND-R-DIAL . . 
Your customers can wash their way automatically Just 
load it—set it—forget it! 


The Hotpoint Deluxe Automatic Electric 
Dryer offers exclusive benefits found only in 
Horpoint’s famous SEALED DRYING CHAMBER. 
No lint or humid, moist air is discharged into the 
laundry area... And no venting is required. No 
dusty outside air is taken into the dryer through an 
air intake opening . . . There is no need for intakes or 
vents in the sealed Hotpoint Dryer. 
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FOOD FREEZERS - AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS « DEHUMIDIFIERS - CABINETS 
HOTPOINT Co. (4 Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 





Start your 


CHRISTMAS 
SELLING 


early ! 


or 


your store—at a saving of $6.45! 


Arvin Lectric Cook is actually 4 appliances at one price 

Sandwich Toaster, Steak Grill, Double Griddle, and Auto 
matic Waffler! Open wide, cooking area equals 3 ten-inch 
skillets. Converts in seconds to automatic waffler with heat 
control and signal light. Beautifully styled in chrome for 
instant appeal to gift-shoppers $29.95 


There’s not a minu 


Styled by famed Raymond Loewy Associates 
exclusively for Arvin! Plastic on steel, Saffron Yellow finish, 18 by 25 
inches. Converts instantly from a tray to a sturdy coffee table stand- 
ing 16 inches high on black wrought-iron legs. Your customers will say 
That’s for me!’ when they spot this sensational Pre-Xmas offer in 












e 


Your customer buys either Arvin 
Lectric Cook or Arvin Coffee Perk 
at the regular price and gets this 
new Arvin Convertible Tray-Table 









Arvin Automatic Coffee Perk the perk that can’t burn out, 
even when dry! Makes four to nine cups of perfect coffee, 
always uniform strength as desired. Keeps coffee hot auto- 
matically without boiling. Will re-cycle immediately if more 
coffee is wanted. Easy-to-clean wide opening and well. Solid 
brass, chrome-plated inside and out. A wonderful gift. $29.95 


in This Week Magazine, Ladies’ Home Journal, and Woman's Ho 
Bee COLOR ADS corccice win tas wersmen Reching to yor: steve! Free dlapiey 
material, newspaper mats, radio spot announcements. 


Electric Housowares Division, Arvin INDUSTRIES, INC., Columbus, Indiana 
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Repeat Promotion 


Westinghouse will repeat _ its 
“Blessed Event” day promotion on 
September 23 of this year, according 
to J. J. Anderson, laundry equipment 
manager for the Westinghouse electric 
appliance division. 

This year’s Blessed Event day pro- 
motion, the second put on by West- 
inghouse, will be used to introduce 
two of three new low-priced ap- 
pliances. Westinghouse will present 
a new model LS-7 Laundromat and 
DS-7 Clothes Dryer to parents of 
twins born on September 23, Ander- 
son said. The parents also will receive 
a supply of baby food. 

An intensive advertising program in 
volving television, consumer maga- 
zines and dealer window displays will 
be used to support the promotion 
The initial advertising will get under 
way September 7 

Anderson said the number of win 
ner’s of last year’s Blessed Event pro 
motion was higher than anticipated 
with 303 sets of laundry equipment 
presented free to parents of twins 
born on September 23, 1952 


Switch Pays Off 


A hard-hitting new “‘scatter-shot’’ 
tvpe advertising and promotion cam 
paign to keep the name Broil-King in 
the public eye is paving off, according 
to Lou Bernard, general sales man 
ager 

Sales of Broil-King broilers and rotis 
series for the first six months of 1953 
are almost 50 percent ahead of the 
same period in 1952 and Broil-King 
“intends to regain its No. 1 position 
in the industry,” Bernard said. 

Since he took over as sales managér 
last February, Bernard has obtained 
advertising on some 20 radio and tele- 
vision programs, both national and 
regional, plus frequent spot commer 
cials. He also is featuring Broil-King 
on a wide variety of promotional ac- 
tivities, including a documentary film 

A former television producer, 
Bernard has emphasized short, punchy 
advertising on as frequent a basis as 
possible, and as economically as pos 
sible. Broil-King’s radio-TV spots often 
have a tie-in with local dealers and are 
aimed at regional audiences. 

Although Broil-King’s advertising 
has switched its emphasis, the firm 
continues to advertise in newspapers 
and magazines. They will be used ex 
tensively in the forthcoming Christ 
mas gift promotion campaign. 


Blanket Campaign 


Northern Electric Co. will make its 
first strong bid for a larger share of the 
nation’s p beet bed covering business 
this fall with a major magazine adver- 
tising campaign and a nationwide 
strengthening of its distribution net 
work. 

Che firm’s advertising will appear 
in eight large-circulation magazines 
and numerous trade journals, accord- 
ing to Dud Woodman, manager of 
sales and advertising. 

Woodman said Northern Electric 
has added new distributors ‘from 
coast to coast.” 
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oar nee §6PERK UP sagging 
‘ appliance sales 
: 


with the NEW 4-WAY 


Palmaire St, 
ee 


iT HEATS HUMIDIFIES 
a ln aan 


a 


COOLS CIRCULATES 


OE i 


Provides year ’round comfort! 


IT'S PORTABLE! Never before so versatile a product at 
such rock-bottom prices —and with such high profit margin 
to you! At the touch of a finger, your customer can dial 
“personal weather"—heater, humidifier, cooler, air 
circulator—in any room in the home. Dozens of uses: 
nursery, den, kitchen, rumpus room, sun porch, base- 
ment workshop. Handsomely finished in two tones of 
green ... attractive with any style of home decoration. 






































priced right 


for volume sales 


Be +6 4% 







As a Humidifier, Palmaire Jr. ends winter dryness. 
Helps prevent furniture cracking. Relieves scratchy 
throat. Soothes uncomfortable nasal conditions. 4,600 
BTU Heat output. Operates safely, silently, economi- 
cally. Uses only 1350 watts, A.C. current. Bears Under- 
writers’ Laboratories Seal. 


Your customers will read about Palmaire Jr. in TIME, 
GOOD HOUSEKEEPING, SUNSET and HOLLAND'S mag- 
azines. They'll be looking for it in your store! 


A GREAT NEW ITEM 
poe BY A FAMOUS MANUFACTURER... 


pes PALMER MANUFACTURING CORP. 
ATTRACTIVE Phoenix, Arizona 

ACCESSORY STAND! America's Largest Manufacturer of Evaporative Coolers! 

Adds beauty and util- A subsidiary of McCRAY REFRIGERATOR CO., INC. 

ity. An “extra” profit 

item for you! 









PALMER MANUFACTURING CORPORATION, Dept. P-3 T 
2200 West Filmore Street, Phoenix, Arizona. 


Gentiemen: | am interested in obtaining information about 
the Palmoire Jjr 


rc 
| 
| 
Don’t Miss ; 
this BIG-PROFIT-MAR- | fam a Dealer [] | am a Distributor (1) 
GIN item backed by a | 
reliable manufacturer | 
with a liberal and de- | 
finite Distributor and | 
Dealer Policy. | 
| 
| 
| 


WAME. ccccsccvesevcccccecees 


COMPANY NAME.........-/ 


DEALERS AND 
DISTRIBUTORS 
WANTED! 


ADDRESS.......... 


ES ee em 












Perfection’s sensational, new line of vented gas heaters has 
All porce- 


throughout. Lifetime written 


been newly styled to build more business for you. 
lain-enameled inside and out 
burner guarantee and 20-year written combustion chamber 
guarantee. Four competitively-priced models from 20,000 to 


65.000 B.t.u’s. 


Designed for steady sales! Eight 
unvented models of gas heaters 
. four with radiants. Priced to 
move fast. Built for manual or 
automatic operation, with LOO”, 
safety valve. Porcelain-enameled 
exterior. Lifetime written burner 
guarantee. 8,000 to 30,000 B.t.u’s. 





Perfection Stove Company * 7420-B Platt Ave. * Cleveland 4, Ohio 


65 years of fine products 


Cr rfec (ion 
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Routing a Record 


tric’s Ontario, Calif., 


DISPOSITION of o record-breaking August shipment of irons from General Elec- 
plant is explained to small appliance division manager 








Willard Sahloff, right, by W. H. Dennler and J. F. Stark, manager and sales mana 
ger respectively of the firm’s electric housewares department. The shipment 
equivalent to 50 carloads, is believed to be the largest single shipment ever 


made in the industry. 


Sinks for the Dealer 


Youngstown Kitchens introduces five new sinks 
which allow appliance dealers to compete for kitchen 
business previously handled by specialists 


\ new design concept which will 
illow appliance dealers to compete for 
kitchen remodeling business hereto- 
fore handled by firms specializing in 
ustom-built sinks has been = an- 
nounced by Youngstown Kitchens. 

[he new concept is embodied in 
five new sink models which combine 
the advantages of steel cabinet sinks 
with the custom-built appearance of a 
counter-top sink. With this new met 
chandise any Youngstown dealer—and 
not just the plumber or the sink spe 
cialist—can meet almost any customer 
preference by literally building a cabi 
net sink to the customer’s specifica 
tions. 

The new sinks—called “Diana en 
semble sinks” by Youngstown—are 
porcelain on steel from front to back. 
(hey can be joined to base cabinet 
tops by a narrow stainless steel sealer. 
\ custom appearance is created by 
using the same stainless steel back- 
splash and front trim on the new 
sinks as is used on Youngstown bas¢ 
cabinet tops. 

In addition to the new ensemblk 
inks, the firm has made other style 
changes in the remainder of its line, 
including the adoption of distinctive 
“V” shaped handles for the entire 
line. Four special purpose base cabi 
nets and a new wall cabinet have been 
idded to the line. 

\ new merchandising approach will 
see all the firm’s sinks and cabinets 
being merchandised as “Diana-style” 
kitchens. (The firm’s trademark makes 
use of a figure of the goddess Diana.) 
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Dealers were shown the new lines 
last month and national advertising 
will break in October publications 
his will be highlighted by a double 
page, four-color spread in an October 
issue of the Saturday Evening Post 

Dealers have also been provided 
with a promotion package and _ all 
sales literature and tools have been 
restyled to show the “‘Diana-stvle”’ 


Calendar Salesman 
Ben-Hur Manufacturing Co. is so 


liciting sales prospects through dis 
tribution of a calendar to purchasers 
f Ben-Hur freezers. 

lhe copyrighted calendar offers 
premium gifts to each newly registered 
Ben-Hur freezer owner who recom 
mends the names of friends. For each 
prospect who buys, the tipster is given 
1 prize that would retail for $5 to $10 

Sales manager R. C. Graves said the 
program is totally sponsored by Ben 
Hur, and does not directly imvolve 
dealers or distributors, except after 
prospects, names are received. 

\ sheet of four prepaid post cards 
is found under the top month of each 
calendar. Attractive personalized 
premiums are offered owners who sub 
mit names of prospects who buy. II 
lustrated prize lists are enclosed in the 
pocket of the calendar. 

Mechanics of the program were de 
veloped by Graves and Paul Miles of 
Brown and Bigelow. 
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Bendix Goes to the Banks 


The “Bendixplan” for financing of television sets 
helps keep local bank capital available for TV credit 
and allows dealers to operate without a reserve 


(he Bendixplan for local bank 
financing, which provides limited 
liability for distributors and no re- 
serve for dealers, is proving to be 
highly successful stimulus for tele 
vision retailing. 

Officials of the radio division of the 
Bendix Aviation Corp. reported re- 
cently that the new financing plan 
was being warmly received by banks 
and television dealers all over the coun- 
try. 

What It Is. ‘The Bendixplan is an 
agreement between Bendix, the dis- 
tributor, the dealer, and the local bank, 
with Bendix guaranteeing performance 
and assuming ultimate liability. ‘The 
dealer is not required to maintain a 
10 percent bank reserve, and mai 
thus use his working capital to better 
advantage. 

Under the Bendixplan, should the 
the dealer’s customer default in pay- 
ment of the loan on a TV set, the 
dealer has two alternatives. He may 
repossess the set and resell for his 

econd profit” if he feels the repos 

ion will help him. If not, he can 
refuse the set and turn it back to the 
distributor. 

This will benefit the dealer in the 
event of a sudden strike, flood, or 
local depression which might result 
in a rash of defaulted payments in the 
course of a few wecks, Bendix believes. 

Should the distributor be forced to 
take the set back, he is protected by 
a limited liability plan. During the 
first three months of the contract 
the distributor's liability is 85 per- 
cent of the original purchase cost from 


Sign Changes Hands 





Bendix; during the fourth, fifth and 
sixth months, 65 percent; during the 
seventh, eighth and ninth months, 55 
percent. After nine months of the 
contract have elapsed, the distributor 
is responsible for only 40 percent of 
the cost, should a dealer’s customer 
default in the loan. 

How It Works. The basis for this 
operation of diminishing liability is a 
trust account set up by the bank for 
Bendix. In addition to its own rate 
of interest, the participating bank 
charges the consumer an additional 
two percent handling charge on the 
total loan. Building up over a period 
of time, this fund is used to cover 
defaulting loans. 

Bendix believes that by working 
through local banks, both consumers 
and dealers strengthen their own 
financial ratings in their communities. 
However, Bendix still maintains a 
separate working agreement with 
Commercial Credit Corp. for other 
forms of financing. 

(he Bendixplan was announced 
January 1, 1953, at the Chicago Furmi- 
ture Show. It was officially released 
March 4, and “the results have been 
istonishing and gratifying,” accord- 
ing to Bendix officials. 

The Bendixplan is an adaptation of 
several bank plans that have been in 
existence for some years. But Bendix 
believes it is the first attempt to 
idopt localized plans and place the 
result on a national scale. The firm 
bases its confidence on actuarial rec 
ords built up over a period of years 
by successful regional plans. 


CONTRACT FOR MOTOROLA, Inc., to take over the world’s largest illuminated 
sign, the Calvert sign on Chicago’s Outer Drive, is signed by Edward R. Taylor, 
Motorola vice president, seated. The 18-story sign on Randolph Street will be 


refurbished to display Motorola sequence. 
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It’s Perfection’s new Monterey Model Oil Space Heater. This luxury- 


styled (but not luxury-priced) low-boy is finished in a delightful blend 


of blond and tan color tones, highlighted by gold furniture trim. It’s 


designed to go with the light modern home furnishings so popular 


today. Immediate delivery for your fall promotions! 


The “ 


”* features such Perfection “exclusives” as the stainless 


steel midget pilot and 10-year Multi-Heat burner guarantee (best in 


the business). Fully automatic operation optional; heat director doors; 





long-life silicone finish and a whole 
batch of other good talking points. 
Delivers 63,000 B.t.u’s. 


Perfection oil space heaters in mahogany- 
blend finish available in six fast-selling 
models—all popularly priced. The “Big 
Switch is on” to Perfection. Ask about 
the new sales training helps available 


to Perfection Dealers. 


Perfection Stove Company * 7420-B Platt Ave. * Cleveland 4, Ohio 





65 years of fine products 


Cc dovbincstiotas 
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CHICAGO 
1954 


NATIONAL 
HOUSEWARES 


AND HOME APPLIANCE 


MANUFACTURERS 
EXHIBIT 





MANUFACTURERS ASSOCIATION 


Incorporated not-for-profit 


NATIONAL HOUSEWARES | 
| 


1140 Merchandise Mart, Chicago 54, Illinois 
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The Supermarket Moves In 


A new survey shows more and more big food stores, 
particularly in the Southwest, are stocking housewares 
as one means of bolstering sagging food profits 


Supermarkets are expanding into 
the housewares field and are threaten- 
ing to take a large bite of small appli 
ance store sales in certain areas, 
according to a report by Selling Re 
search, Inc., national store audit or- 
ganization. 

Fifteen percent of the 543 chain 
and independent food stores intet 
viewed throughout the country re 
ported they were stocking housewares 
rhis is believed to be about a three 
percent increase over a few years ago. 

The supermarkets’ invasion into the 
small appliance retailing business is 
recognized as a real threat in the South- 
west, where two out of three big food 
stores currently are stocking electrical 
appliances, according to the report. 
By contrast, the East South Central 
states reported only 3.1 percent and 
New England only 8 percent. 

Supermarket operators interviewed 
in ‘Texas and Oklahoma said they had 
taken on traffic appliances because 
their high brand identity, compara 
tively low retail price, and good 
mark-up helped bolster sagging food- 
store profits. Dealers frequently ex- 
plained that when given proper dis- 
play and promotion, sufhicient turnover 
could be developed to make house 
wares highly profitable items. 

The report notes that electric kit 
chen and alarm clocks were most in 
evidence in stores handling appliances, 
with 67.1 percent distribution. Other 
appliances with high distribution were 


irons, 57.6 percent; toasters, 52.9 per 


Selecting the Winners 


JUDGES EXAMINE photographs of housewares 


McCall's contest. 


cent; coffee makers, 50.6 percent; mix 
ers, 40 percent; and lamps, 40 percent 
There was little difference between 
chain and independent stores in the 
handling of electrical appliances, ac 
cording to the report. A total of 15.35 
percent of the chains stocked appli 
ances while in the independents th: 
distribution was 15.8 percent. 

Of the stores handling appliances, 
one-third were giant supermarkets with 
20 or more employes. Only about 10 
percent of the small stores, employ 
ing one to three persons, were trying 
to retail housewares. 

Ihe heavy concentration of super- 
markets entering the housewares retail- 
ing business in the Southwest was 
attributed to that section’s known 
willingness to experiment. 


Cook on Us 


“Cook on Us,” a plan whereby con 
sumers receive a year’s supply of elec- 
tricity free, is the latest electric range 
promotion now being introduced by 
Deepfreeze Home Appliances. 

Persons who purchase any of the 
four Deepfreeze electric ranges during 
the promotion will be given $25.00 
checks to cover the average cost of 
cooking electrically for one year. 

Deepfreeze has prepared merchan 
dising kits consisting of two 54 by 20 
inch wall or window banners, two ad 
vertising mats, 100 handouts and 100 
post cards for direct mail use 





window displays entered in 


Top honors, a scroll and $100, went to Noonan Hardware 


Co. of Santa Monica, Calif. The contest was open to 1,000 stores who participated 


in McCall's June-Bride promotion. 
Ink’’; Charlotte Montgomery, ‘Tide’; 
Elizabeth Herbert, ‘‘McCalls’’; 
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Left to right: Carroll Swan, Jr., 
Jack Leach, ‘Advertising Agency 
and Phillip Patterson, ‘Sales Management’’. 


“Printers 
'; Mrs 
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KEEP YOUR EYE ON ROYAL 


Royal has been a leader in vacuum cleaners 
for nearly half a century. During all these years 
thousands of dealers have profited with Royal. 
Today, Royal is planning ahead for a future of 
even greater leadership. These plans mean 
still greater profits for dealers with a Royal 
franchise. Keep your eye on Royal! 
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For the millions of women who know from experience that an 
upright cleaner fills their needs better than any other type, Royal 
gives you the features that sell — 


@ 3-Way Cleaning Action — sweeping-vibrating- 
suction-cleaning on a “cushion of air.” 

@ “Toss-Out” Dust Bag — no dust bag to empty. 

@ AdJUSToRITE Indicator — automatically shows correct 
adjustment for most efficient rug cleaning. 

@ Dirt-Finding Searchlight. 

@ Lifetime Construction — light weight, durable. 

@ Attachment Kit — for all above-floor uses. 

@ Floor Polisher — motor-driven attachment. 

@ Choice of Models — for “price” and “quality” markets. 


And for the millions of women whose needs are best served by an 
all-purpose, tank-type cleaner, Royal gives you the features that sell — 


@ Super-Suction — for fast, efficient cleaning. 

e “Toss-Out” Dust Bag — no dust bag to empty. 

e@ “Super-Speed” Rug-Nozzle. 

@ Full Set of Attachments — for every cleaning job. 

@ Liquid Sprayer. 

e De-Mother. 

@ Floor Polisher. 

@ Lifetime Construction — light weight, durable. 

e@ Choice of Models —for “price” and “quality” markets. 


And for the many women who know that nothing else can 
take its place—the Royal Motor-Driven-Brush Hand Cleaner. 























yYAL VACUUM CLEANER 


co. Cleveland 8, Ohio _ 
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Radio Battery Market Has Largest Growth in History! 


Series and football in the fall, basket 
ball and other sports in winter are a few 


Surveys show that during 19523 the 
number of portable sets in use will reach 
84% million—more than a million sects 
over the 1952 figure! Minimum battery 
requirements for these sets should bring 
$41 million at retail prices with the 
market still growing! 

Baseball in the spring, beach-and 
picni listening in summer, World 


Music 
and Sports 


are always 





in season... 


"EM 
UP 


of the year-round uses of portables. 
They can be used by workers on the 
production line; by office-workers for 
lunch-hour entertainment and by exec 
utives to keep up with the latest busi 
ness and financial news. 

Farmers and rural residents need 










portable radios, as do soldiers, young 
men and women at college and travel 
ers on boats, trains and buses. 

Promotion of these year-round uses 
pays the dealer rich dividends, not only 
in portable radio sales, but also in in- 
creased battery-replacement sales — a 
market which holds promise for tre 
mendous development! 





FRONT FOR BIGGER SALES! 


New “Eveready”’ 
No. 437 “B” Battery 


@ Far longer life than any other 
complement its size! 

@ Higher initial power ourcput! 
®@ Balanced service life, when 
used in complement with 
@ Famous “EVEREADY” No 

964 "A" BATTERIES 


The terms 





BIGGER SALES! 


bigger! 


Eveready”, "Mini-Max Nine Lives 


ITH the world series under way... footballs flying... back- 
to-school partying...camp-fires lighting the crisp autumn 
air —it’s your cue to get portables and batteries UP FRONT for 


Now's the time to cash in on the terrific eye and ear appeal of 
smart, new portable radio receivers, powered by long-lasting 
“Eveready” batteries — your best-selling battery brand! 

Remember, too, that portables are really portable only when 
they are supplied with fresh, dependable batteries. Sell the porta- 
bility feature, use your “Eveready” battery display kit, enjoy 
the profits of repeat “Eveready” battery sales...big and growing 


and the Cat Symbol 


are registered trademarks of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N. Y. 


District Sales Offices 
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National Carbon Limited 


Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 


IN CANADA Montreal, Toronto, Winnipeg 
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Compatible Lighting 


The lighting industry is embarking 
on a new program to increase the num- 


| ber of portable lamps in American 
| homes and make it possible for the 
first time for consumers to buy lamps 


in pre-selected “roomfuls” and “house- 
fuls.” 

Aims of the industry were outlined 
at a recent Cleveland meeting attended 
by more than 200 electric utility ex- 
ecutives, portable lamp manufacturers 
and leading retailers from across the 
country. 

Highlight of the Cleveland meet- 
ings was a model lamp fashion festi- 
val, at which new portable lamps and 
a new way to buy them were unveiled 
Stress was on lamps that combin« 
good styling and comfortable lighting. 

Lamp and shade stylists chose 17 
harmonizing portable lamps in onc 
price range. Next they selected other 
lamps in various styles and _ price 
ranges and grouped them into com 
patible “roomfuls” and “housefuls.” 
his plan will make it possible for a 
consumer to obtain adequate, har 
monius lighting in the desired price 
range, for the entire house, or several 
TOOTHS. 

At present, there are less than five 
portable lamps in the average Ameri 
can home, according to industry fig- 
ures. ‘The new lighting program, co 
sponsored by the Lamp and Shade In 
stitute and General Electric’s lamp 
division, will emphasize the need for 
additional portable lamps for adequate 
lighting in the home. 


Campaign for Fall 


Sylvania has announced plans for an 
extensive fall television advertising 
campaign which will get underway 
with a double-spread full-color ad in 
Life September 7 

It will be followed by 30 insertions 
in eight national publications over a 


four-month period. ‘They include 
Saturday Evening Post, Collier's, 


Look, Coronet and Better Homes and 
Gardens, plus two Sunday supple 
ments, This Week and American 
Weekly. 

A nationwide “Jamboree” will in 
troduce the new Sylvania TV line for 
1954 at the dealer level. Sylvania 
dealers will hold special ‘TV merchan- 
dise showings starting the third week 
in September. Store traffic incentives 
will include a radio-clock to be given 
as a prize in each store plus free In 
dian headdresses for children 


Looking for Dealers 


RCA Estate’s fall plans call for a 
highly concentrated advertising cam- 
paign to promote the firm’s ranges 
and a two-month drive to recruit new 
dealers, RCA executives announced 
recently. 

The dealer drive will last from Au- 
gust 3 to September 30 and is in- 
tended to strengthen the present 
dealerships and to franchise new deal- 
ers, according to Gordon P. Hentz, 
general sales manager. 


1953—ELECTRICAL MERCHANDISING 
































LIFE promotes - 
| RCA Estate 
Ranges 
TV GUIDE 
promotes 
RCA Estate 
Ranges 
DENNIS DAY 
on national TV 
promotes RCA — 
Estate Ranges — 
BIG. ite 
_ PROMOTION | 
KITS. | 


promote RCA | 














r 
’ 


_ promotes RCA — 
| Estate Ranges © 




















promotes 
RCA Estate 
Ranges 
EBONY | 
promotes 
RCA Estate 
Ranges 
pigs “ALICE FAYE 
, ot) on ‘national radio 
promotes RCA reanals OCA 
Estate Ranges i 3 
. go e Ranges 
LOCAL TV 








Estate Ranges | 








Estate Ranges 
Today 
SALES AIDS «op AN GE - LOCAL 
GALORE RADIO SPOTS 
to help you promote 
promote RCA i RCA Estate 
Estate Ranges . Ranges 
= GAS aa 
as a, | 
| BEST pane RANGE 4 
a 
(= 
a di . and pro 
| renal tian 
i Estate gvertising: anges ' sis tot 
ach’s bid in pb grate R .hriputo® 
y starts sions *° 6 “a ach FF 
see 
moron 1 S ° a 
geclet® ere si oe 26 
‘ + side 
t anchisé EST ate nero yan ( rica Subs 
* ., Corpora” 
ES A Radio 
ELECTRICAL MERCHANDISING—SEPTEMBER, 1953 PAGE 229 








Economy-Minded Parents Boost Demand for Home Hair Cutting Sets 


Late market reports prove the new Raycine DeLuxe Home 
Hair Cutting Set has quickly won the enthusiastic approval 
of today’s savings-wise parents. This smartly designed set 
provides every instrument needed to give children a pro- 
fessional-type hair cut—plus an interesting, illustrated 
booklet giving simplified instructions: “How To Cut 
Hair.” The set contains the famous Oster quality Raycine 
Electric Hair Clippers, forged steel barber shears, and 
a tapered barber comb—packaged with the instructions in 
an attractive and sturdy case to protect the instruments 
and keep them together. 


A real opportunity for dealers to profit 
Designed for display value and sales appeal, as well as 
to give buyers high quality equipment, the Raycine DeLuxe 
Home Hair Cutting Set gives dealers an excellent chance 
to capitalize on today’s market opportunities. The set is 
styled for today, priced right for today, and quality-built 
to give long, dependable, trouble-free service to the user. 
It’s the kind of merchandise sales-minded dealers like to 
feature. For further information on the new Raycine 
DeLuxe Home Hair Cutting Set, write to John Oster Mfg. 
Co., Dept. 119, Racine, Wis. 
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ELECTRIC 


HOME HAIR CUTTING SET 


) Raycine Deluxe 


The biggest thing to hit 
your market since home 
permanents. 


Here is your opportunity 
to meet the rapidly grow- 
ing demand and beat 
competition for a home hair cutting 
set that actually starts saving dollars 
the first day it is used. 





©1953 


SE AF 


k 


CE LEE, NIGER EEE 
MAIL THE COUPON TODAY! 
JOHN OSTER MFG. CO., Dept. 119, Racine, Wisconsin 


Please rush to me complete information on how | can cash in on the 
brand new Home Hair Cutting Set. 





Name 
Address 

Completely illustrated, easy-to-follow 
instruction book included with every 
set, shows how to cut hair at home - 

e 
the easy, money-saving woy. City 

a OW CTR RE iS 
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Sales Up 35 Percent 
| 


White Products Corp. of Middle- 
ville, Mich., has recorded a 35 per- 
cent increase in sales over last year, 
is expanding its distribution network, 
and expects increased sales activity 
this fall. 

This was the announcement made 
recently at a summer sales conference 
for divisional managers of the White 
firm, which manufactures gas and elec- 
tric water heaters. 

A. D. Vining, general manager of 
White products, said sales for 1953 
were 35.7 percent ahead of sales for 
the same period last year. He also 
discussed production innovations and 
improvements. 

A highlight of the meeting was dis 
cussion of the “Mr. Water-Hotter”’ 
contest involving the firm’s 12 divi 
sional sales managers. A cash award 
will go to the divisional manager 
who reports the highest percentage of 


| quota. 
White Products also sponsors a 
“Miss Water-Hotter” national con- 
test during the year through the 


firm’s distribution and jobbing organi- 
zation. 


Dominant Market 


The major market for air condition 
ing will continue to be in the room 
unit class rather than in cooling sys- 
tems for entire buildings. 

That is the opinion of Salvator 
Giordano, president of Fedders-Qui- 
gan Corp., who recently addressed the 
New York Society of Security Ana 
lysts. 

When one considers such 
factors as relative cost and the greater 
adaptability of the room unit to houses 
already built, I believe we can con 
clude that the room air conditioner 
will continue to dominate the field for 
a long time,” Giordano said. 

He added that he would “not be 
surprised” if total industry output of 
air conditioners for 1953 was close to 
the 1,000,000 mark and sales approxi- 
mately 800,000 units. 

“We have every reason to anticipate 
that, barring unforeseen business de 
velopments, 1954 will be substantially 
better than 1953,” Giordano said. 
“All indications are for a continuation 
of the upward trend.” 


Retail Stability 


Most retailers who offer their stores 
for sale these days are doing so only 
because of ill health, retirement, in- 
vestment or relocation, according to 
Alexander Haagen, of the National 
Business and Property Exchange, Inc. 

Haagen said there were 34,500 
more new business started in 1952 
than in 1951. Business failures were 
four percent fewer in 1952 than in 
1951. 

“We have found remarkable sta- 
bility in the retailing industry,” 
Haagen said. “When businesses are 
offered for sale, we usually find the 
seller is trying to find a better loca- 
tion, enlarge his heldings, is in ill 
health, or is seeking to retir.” 
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$500,000 Expansion 


Torrington Manufacturing Co., 
manufacturer of propeller fan blades, 
blower wheels, spring coiling ma- 
chines, and auxiliary mill machinery, is 
constructing a half-million dollar plant 
iddition. 

The new, single-story facility is ex- 
pected to be completed before the end 
of this year, according to S. W. Farns- 
worth, chairman of the board. It will 
provide 46,125 square feet of addi- 
tional floor space 

Farnsworth said the new construc- 
tion program adjacent to Torrington’s 
ir impeller division at Torrington, 
Conn., was made essential by “con- 
stantly growing demands for air im- 
pellers by the nation’s cooling, heating 
ind ventilating appliance manufac- 
turers.” 

Farnsworth added that plans cur- 
rently are being completed and ground 
soon will be broken for a new plant 
it Oakville, Ontario, Canada,” to meet 
the steadilv-increasing needs of our 
Canadian The appliance 
field is growing rapidlv there, too.” 

The Torrington addition marks the 
firm’s 15tl r expansion program 
since 1900 worth said. 


ustomers 


h major 
F'arns 


Accent on Time 


lelechron has announced a fall ad- 
vertising program with a completely 
new approach designed to sell the 
consumer on the superiority of elec 
tric time and the “accuracy” and “low- 
cost” of Telechron products. 

Che firm said it had switched its 
advertising emphasis after reviewing 
surveys which showed a potential of 
84,000,000 electric 
minimum of thre 
every wired home. 

Advertisments will dramatize situa- 
tions where accurate timing is vital 
ind will aim at the price-conscious 
with the display: “Tele 
chron clocks start at $3.98.” 


clocks based on a 
electric clocks in 


consumer 


New Plant Readied 


Lux Clock Manufacturing Co. an- 
nounced recently that its new ‘Ten 
nessee plant will be completed by 
November 1. 

Ihe plant, under construction at 
Lebanon, Tenn., will open with 22,- 
500 square feet of floor space. The 
basic production unit is a 250 by 60 
foot clear-span wing which provides 
maximum flexibility for speedy setup 
ind change-over of assembly lines. 

The $250,000 plant will employ 
about 300 workers when it begins 
operations, according to Fred Lux, 
president of the firm. The work force 
later will be expanded to over 1,000. 

“Tnitially, we will do only assembly 
work,” Lux said. “Eventually, we plan 
to get into fabrication processes which 
will require very close tolerances, in 
cluding advanced work in powdered 
metal forming of parts.” 

A company spokesman said Lux 
sales this year will probably be 50 per 
cent greater than any other vear in 
the history of the company. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


eT” 


SANNA 





“Ours isn’t and we 





a big retail trading area 











have only two salesmen, but we figured that 
if we had a well-planned fan campaign we 


could get big-city volume. First we com- 


pared fans for style, features, co-op adver- 
tising plans and factory co-operation. The 
Viking “944” out on top every 


time so we decided to back it to the hilt. 


Fan came 


“Next we laid out advertising plans that we 
resist. We 
showed them transcribed radio commercials, 


knew our customers couldn't 











live one minute spots, newspaper ads, three 





“Sure all of our customers 
want fans but they won't 
buy them from us unless 
have them 
and they like the fan we 
That's why Ken 
Greene’s promotion worked out so well. He showed 
me how I could get volume fan sales — then he sold 
me the Viking “944”. This 22” cool-weather maker is 
the largest size fan practical for windows. It’s safety 
grill protects the kids and it’s mighty easy to install. 
But you know all that. It sold and sold fast. That's the 


important thing.” Says Zack Smith, Smith Appliance 
Co., Fairfield, lil. 


they know we 


“ 





have. 


HERE’S KEN GREENE’S OWN VIKING STORY 





More, 800 Were Sold by 
March 1, 1953." 





different types of window signs, a direct mail 
campaign featuring a free home trial. We 
urged them to use door-to-door selling and 
even helped them hire the salesman. By 
March 1, we had sold 800 Viking fans to 
dealers . . . altogether we sold 2000. Just 
goes to prove that with the right promotion 
and a mass market fan like the Viking “944”, 
volume sales are possible.” That's how Ken 
Greene of Mt. Vernon Electric Supply, Mt. 
Vernon, Ill. became one of Viking’s out- 
standing distributors. 


“This is no big city market. 
Out here we can’t wait for 
customers to walk in. We 
have to go out and get ‘em. 
That takes advertising and Ce 
easy-to-handle factory sup- 
port. Viking’s Co-op Plan along with Ken Greene's 
ideas plus Viking’s financial support to help pay for 
the campaign did the trick. I got one Vadnit ( Viking 
Advertising Unit) coupon worth $3.00 with each 
Viking “944”, That took care of half the cost of each 
$6.00 worth of advertising I did. The “944” itself did 
the rest of the selling job.” That's the story from John 
Uzzle — Uzzle Appliance Co., Carrier Mills, Ill. 


See your Viking Jobber Today about This Remarkable Viking “944” Window Fan. 
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ELECTRICAL MERCHANDISING “most useful 


Distributor executives have long recognized ELECTRICAL 
MERCHANDISING as the greatest promotional force in the 
appliance-radio-TV Industry. They’ve voted it their 
“Most useful publication for sales-making ideas’ and 
use it to sharpen up their sales efforts and direct their 
sales force. But this is not surprising. ELectricaL MEr- 
CHANDISING has always been a prime source of money- 
making sales ideas. It still is. Dealers and distributors 
buy it because it helps them sell electric housewares, 
major appliances and radio-TV sets profitably. 


Issue after issue is loaded with promotions proven in 
the field all over the country. ELecrricaL MercHANDIs- 
ING’s easy-to-read features are edited to make a sales- 





minded audience think of selling .. . and you know that |, SHOBE, INCORPORATED, a big Memphis, Tennessee, distributor. 
A ‘ . . . . 7 » covers 91 counties in five states and serves 2,400 dealers. Shobe 
selling is always easier with sound sales ideas. Distribu- distributes over $5 Million worth of major appliances, electric 
p ‘ P Te housewares and radio-TV products each year from one of the most 

tor executives certainly know it because they insist that modern establishments of its kind in the country. 


their salesmen use the sales ideas found in ELEcTRICAL 
MERCHANDISING. 


How any publication is received, read, used and saved 
by its readers tells a lot about its value as an advertising 
medium. Here’s how ELectricAL MERCHANDISING plays 
a part in the sales efforts of a mid-Southern distributor- 
ship. We believe it is a significant tip off on why 
ELEcTRICAL MERCHANDISING is regarded so highly by 
distributor executives ... key men in your sales efforts. 





FLOOR SALESMEN find eetures of effective displays in ELectrricaL 

MERCHANDISING. Here Vic Neef, city salesman, highlights a few dis- 

play ideas while Bob Miller catalogs them for future reference. 

They are always ready to help dealers solve display problems. . . an- 

other way that Exvecrrica, Mercuanpisinc helps them sell. 

Leading distributorships across the country share Shobe’s experience. Top dis- 
tributor executives use ELECTRICAL MERCHANDISING and direct their salesmen, the 
men who sell dealers, to read it for sales ideas. Distributors read the advertise- 


ments for product features of the brands they carry and of competitive brands. 


They regularly build dealer promotions around ELECTRICAL MERCHANDISING sales 
ideas and plan their programs accordingly. Sales-minded distributor executives 
clip sales ideas for future reference and use them in sales meetings . . . service 
managers read it for management hints to keep customers happy. 


These are just a few of the many ways that ELEcTRIcAL MERCHANDISING sparks 
distributor selling efforts. 


But ELectricaL MERCHANDISING, written primarily for dealers, also offers adver- 
tisers a basic circulation of the greatest paid dealer audience. Dealer readers rate 
ELECTRICAL MERCHANDISING as the outstanding appliance-radio-TV publication for 
sales-making ideas. 


SEPTEMBER, 1953—ELECTRICAL MERCHANDISING 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1953 





for sales-making ideas” 
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CY SHOBE, President, reads ELEcTRICAL MERCHANDISING from cover SALES MANAGER, C. M. Nevill (Standing), another long-time 
2 to cover every month ... has done so for years. Many of his best subscriber, uses ELecTRICAL MERCHANDISING regularly in_ sales- 

promotions come from ELEectrRICAL MERCHANDISING. Shobe read ‘‘How meetings to outline successful dealer promotions to be taken by 
to Sell Freezers With a Food Plan” in May, 1952, before manufacturers Shobe territory salesmen to their dealers. ELEcTRICAL MERCHANDISING is 
gave him full details of their plans. read by every Shobe salesman ... each one of them a subscriber. 





TERRITORY SALESMAN Bill Shepherd calls on a dealer with Etec- READERSHIP IS SOLID in Shobe's . . . all of it useful. Ralph 

TRICAL MERCHANDISING under his arm to propose a promotion in the 6 Moriarty, Sales Promotion Manager, clips ‘When Do Washers Sell 

issue which will help his dealer make money . . . and get Shobe an “Best?” for the Shobe Promotion Scrapbook. Since the scrapbook, 
order. Dealers find it much easier to sign the order when they have a and Shobe were organized, most of the promotion clippings have come 
proven sales idea. from ELECTRICAL MERCHANDISING. 


Every month leading distributors and dealers get the kind of ideas they need to 
sell their local market from ELectricAL MERCHANDISING, Use this great promo- 
tional force regularly. It can help you get your share of the national market. 
Sell your product to an audience constantly sold on SELLING. Use Evectricau 
MERCHANDISING the Industry’s Best Seller to sell YOUR PRODUCT best. 


ELECTRICAL @ 
SERVING THE APPLIANCE-RADIO-TV INDUSTRY I | LE ( i ( , 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. \| | hi ( H \ \ 1) \ \( 
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“PLUS” SALES FROM CHRISTMAS SEASON PREDICTED 


AS RESULT OF HANDYHOT HOLIDAY PROMOTION 


The “Gingham Path to Plus Profits” is 
the dealer's Aighway to extra Christmas 
sales, according to Adam F. Hepp, sales 
manager of the Chicago Electric Division 
of the Silex Company, Chicago. 

By selling Handyhot,’ Mr. Hepp said, 

the dealer is able to offer his customers a 
line of quality appliances that is ‘just dif- 


ferent enough’ to have unusual gift appeal. 
He has an opportunity to ring the cash 
register selling electric housewares that 
are not duplicates of other stock items.” 

The Handyhot Counter Merchandiser 
program is designed to help the dealer 
reach this unsaturated market—and to 
cash in on self-service buying habits and 
impulse sales. 


Each colorful gingham display carton is 
self-contained and concentrates a complete 
sales department into less than one square 
foot of counter space. 

Sales-testing has proved the traffic-stop- 
ping ability of Handyhot Counter Mer- 
chandisers—a “must” for fast Christmas 
selling in crowded stores. 

Holiday sales are almost here! Investi- 
gate this Handyhot PLUS PROFIT produc- 
ing plan today! Write to Chicago Electric 
Division of the Silex Company, 6333 W. 
65th St., Chicago 38, Dept. EM-95. 
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SELL the unsaturated market 
with Handyhot specialty appliances! 


Dynamic Handyhot Counter Merchandisers are your sales- 
men on the Gingham Path to PLUS PROFITS. Telling 
and selling, hour by hour, they cash in on self-service buy- 
ing habits with a traffic-stopping product story. Each 
self-contained display is a complete and colorful sales de- 
partment in itself—earning extra sales for you by reaching 
the unsaturated market with Handyhot Specialty Appli- 
ances. Find out about these self-selling “Plus Profit’”’ 
opportunities with Handyhot products. Write today 
for complete details. Address Dept. EM-95. 
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Deluxe 
TRAVEL IRON 
AC-DC. 6 to display carton 
Cat. No. 1178 List: $7.50 


Plus Profits 
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lectric 

4 QT. ICE CREAM FREEZER 
UL. 1 to display carton 

Cat. No. 2204 List: $27.50 
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Portable Electric 

CLOTHES WASHER 
UL. 1 to display carton 
Cat. No. 2602 List: $39.95 


> 


Handyhot Specialty Electric Appli- 
ances shown in display: 1 qt. Ice 
Cream Freezer No. 2201, list: $19.95; 
Twin-burner Hot Plate No. 1600, 
list: $13.75; Directional Heater No. 
1210, list: $7.95; Portable Whipper 





How Many Dealers? 


How many dealers does it take to 
cover a market? 

One answer to that question is pro- 
vided by a survey recently completed 
by the Asheville Citizen-Times Co., 
publishers of daily newspapers for 
Asheville, N. C., and surrounding 
area. 

The publishing company __inter- 
viewed 68 television and electrical ap- 
pliance dealers in Asheville and a few 
nearby communities. 

The survey was broken down to 
show dealer representation in Western 
North Carolina. The name and num- 
ber of brands each dealer carried was 
the substance of the survey, completed 
last spring. 

Here, in part, were the findings of 


| the survey: 


Refrigerators (18 brands) 

1 brand had 6 dealers 

2 brands had 5 dealers 

2 brands had 4 dealers 

4 brands had 3 dealers 

4 brands had 2 dealers 

5 brands had 1 dealer 
Television (21 brands) 

1 brand had 10 dealers 

1 brand had 9 dealers 

2 brands had 8 dealers 

1 brand had 7 dealers 

1 brand had 5 dealers 

1 brand had 4 dealers 

6 brands had 3 dealers 

7 brands had 2 dealers 

1 brand had 1 dealer 
‘ans (12 brands) 

1 brand had 14 dealers 

2 brands had 3 dealers 

1 brand had 2 dealers 

8 brands had 1 dealer 
Radios (18 brands) 

1 brand had 17 dealers 

1 brand had 16 dealers 

2 brands had 12 dealers 

1 brand had 7 dealers 

2 brands had 5 dealers 

4 brands had 2 dealers 

7 brands had 1 dealer 
Ranges (19 brands) 

1 brand had 6 dealers 
brands had 5 dealers 
brands had 4 dealers 
:. 


brands had 3 dealers 
brands had 2 dealers 
brands had 1 dealer 
Washers (19 brands) 
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No. 2000, list: $8.95; Popcorn Pop 
per No. 2101, list: $7.50; Standard 
5 


brands had 7 dealers 
brands had 6 dealers 
brand had 5 dealers 
brands had 4 dealers 
brands had 3 dealers 
brands had 2 dealers 
| 6 brands had 1 dealer 
Mixers (7 brands) 

1 brand had 22 dealers 
brand had 18 dealers 
brand had 10 dealers 
brands had 2 dealers 
brands had 1 dealer 








Juicit No. 2700, list: $14.9 


Sunkist Approved 
DELUXE JUICIT 
AC only. UL. 3 to carton 
Cat. No. 2701 List: $21.50 
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Record Shipment 


The largest pre-season shipment of 
portable steam radiators ever made by 
Electric Steam Radiator Corp. left the 
company’s Paris, Ky., factory in early 
August. Growing demand for the units 
and shortages experienced last year 
were cited by company officials as rea- 
sons for “unprecedented pre-season 
selling.” 
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FREE DISPLAY UNIT! 


A limited number of 18"x 37" Handyhot Counter Mer- 
chandiser units are still available. Each is in bright red 
gingham with Christmas season adapter. Display area 
for 6 Handyhot appliances. Write today, or see your 
distributor. First Come — First Served! Dept. EM-95. 
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CHICAGO ELECTRIC Division of The Silex Company CHICAGO 38, ILL. 
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) “GIVE YOUR CUSTOMERS ‘ 
24 MONTHS TO PAY... 


GET ALL YOUR MONEY 
TODAY!” 


ee ee ae 


... that’s the Bendix TV Finance Plan! 


Here’s a finance plan that takes the gamble 


ei y 

as _ 

Fieri.” a 
tlie 


out of TV selling. Bendix has it, exclusively! 


@ No reserve ...no recourse! 

@ Gives you full sale price immediately. 

@ Allows you to operate with all of your working capital. 
@ No reserve deposit required from you by banks. 

@ You can accept paper for 24 month payment. 


@ The Bendix TV Finance Plan gives dealers complete pro- 


tection against loss. 


@ Bendix guarantees you and the bank against loss by 


repossession. 


@ Pick up the phone and call your nearest Bendix TV Dis- 
tributor! Get all the details today. 





BACKED BY 


GREAT 


GUARANTEES © oy 
45 soveensad 


“Bendix Television and R ado 


BALTIMORE 4, MARYLAND 
A DIVISION OF BENDIX AVIATION CORPORATION 
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"Cook Up"  pibtitable business 


WITH THESE 


HOT 
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Nationally 
Advertised 

in LIFE 
Ladies’ 

Home Journal 
Good Housekeeping 

Better Homes & Gardens —and on 
NBC and CBS National TV 

and radio networks 
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backed up by a 
real program of 
national ads - 
TV and Radio! 










Summer Relief 


Air conditioning helps provide a 
closer-knit family, an improved home 
life, and more congenial domestic re- 
lations, according to the results of a 
contest in the Chicago area sponsored 
by Carrier Corp. 

Carricr’s Chicago distributor, Tem- 
perature Equipment Corp., asked per- 
sons of both sexes to tell in 100 
words or less why they would like to 
have a room air conditioner. Five 
room units, installed free of charge, 
were offered as prizes. 

Most of the housewives entered in 
the contest said they would like to 
have air conditioning because __ it 
would make for a happier home lifc 
A number of men said they felt air 
conditioning in their homes also 
would help them to perform thicir 
jobs. 

Relief from summer heat and 
humidity was the primary concern of 
night shift workers who took part in 
the contest. Other reasons given wer 
better health, relief from hay fever, 
and less housework, according to thx 
housewives’ vote. 

The bedroom was the room most 
often listed as the choice for the air 
conditioner. Second most popular 
was the living room. 


Utility Approach 


Hotpoint Co. has announced a new 
advertising campaign in three maga 
zines designed to stress the “utilit 
value of electric dishwashers. 

Gordon C. Hurt, Hotpoint adver 
tising manager, said the firm had de 
cided on this approach because “‘the 
appliance business has been trying to 
‘out-feature the features’ on low satu 
ration appliances with only fair r 
sults.” 

The new Hotpoint washer cam 
paign will play down features of the 
Hotpoint dishwasher. It will empha- 
size the utility value of the appliance 
in short, simple ads with not more 
than 80 words of copy and no cuts 
or photographs. Silhouette outlines 
will be used for illustrations. 


Ten-fold Increase 


The residential air conditioning in 
dustry may increase ten-fold in the 
next few years if the industry presents 
a “solid front,” according to Ned 
Cole, chairman of the air condition 
ing committee of the National Associa 
tion of Home Builders. 

At a two-day meeting of the com 
mittee recently, Cole pointed out that 
the present $75,000,000 industry 
could become a $750,000,000  busi- 
ness, but first must consolidate itself. 

“We must have this solid front be- 
cause under present conditions the 
FHA and VA do not have adequate 
information and assurance to give the 
air conditioning field the support in 
financing institutions that it deserves 
and needs,” Cole said. 

He called for a pooling of research 
data by manufacturers so that a stand- 
ard base for overall design require- 
ments could be worked out. 
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=A and summer homes—any place where 
revert 








: The RHAPSODY 
Diamond- 
— Brilliant 


Picture 


tor ony $QQ39 


Slightly higher in 


Base Extra the South and West 
af si 
i THE TELEVISION SENSATION OF THE YEAR! 
i Only $299.95* for a Capehart with 24-inch picture 
A The Rhapsody’s handsome ebony, mahogany or bisque Floratone finish was especially 


developed for use in recreation rooms or children’s rooms, as well as living rooms, 


a cabinet is subject to hard wear or unusual 
weather or atmospheric conditions, Diamond-Brilliant Picture ... exclusive Symphonic- 


Tone ... Twin-Power Chassis is engineered for UHF reception. I/'s 
1 Leader In New Markets... A Sales Booster In Old Markets! % bf 
AA 
Tosh CAPEHART-FARNSWORTH COMPANY . hk 
Fort Wayne 1, Indiana 7 





A Division of International Telephone and Telegraph Corporation 
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3 GooD 
SIGNS TO 
FOLLOW 


| 
| 
| 





PRICE 
LEADERS 
IN EVERY 
BRACKET! 





CAPEHART 


POLAROID’ 


PICTURE 
SYSTEM 


for a new 
dimension in 
picture viewing 





| Today’s Hottest, 
Newest, and Most 
Sensational 


CLOCK-RADIO 
"The Executive” 


at only 


$3.995° 
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Year-Round Sales? 


Fedders-Quigan Corp has launched 
an intensified national program to con 
vince dealers that room air condi 
tioners can be sold on a year-round 
basis. 

Spearheading the campaign was a 
recent full page ad in Life magazine, 
and a series of large space insertions 
in newspapers in key markets coast-to 
coast 

“There were many sales of room 
air conditioners during the last quar 
ter of 1952, to the surprise of the 
trade,” said Robert E. Cassatt, sales 
manager, refrigeration appliances di 
vision. “This year we plan to expand 
this trend by extending our active 
selling and merchandising, which be- 
gan in January, through December.” 

The company currently is supply- 
ing distributors and dealers with a 
complete package of sales promotion 
aids, such as mailing pieces, window 
streamers and dealer cooperative ad 
vertising. 


for Sales 


Servel, Inc., is offering its dealer 
salesmen “miles for sales” in its Holi- 
day Fare Campaign which will con 
tinue through September 15. 

Dealer salesmen must sell 10 re- 
frigerators during the period of the 
campaign. For these sales, they will 
be credited with 1,000 miles to be 
used at any time for traveling any 
where they choose. Additional mile- 
age will be added for each refrigerator 
sold thereafter. 

The mileage credits are based on 
airline fare, but can be used for any 
type of travel—automobile, rail, bus, 
steamship—or to pay hotel bills and 
meals. Miles may be split up to in- 
clude members of the family. 

Latest phase of the Holiday Fare 
promotion is the “Meet Us in Miami” 
campaign, open only to distributor 
salesmen. A distributor salesman is 
eligible for the grand prize of an all 
expenses paid, four-day holiday at one 
of the leading shorefront hotels in 
Miami if he meets his distributorship 
sales quota. 


Miles 


Range Sales Upped 


Sales of electric ranges wer 
boosted in Pennsylvania this spring as 
the result of a special offer to “buy 
your electric range now and operate 
it free for the remainder of the year.” 

The promotion, backed by an ex 
tensive advertising and promotion 
drive, was the product of a combined 
effort by the Pennsylvania Electric 
Co. and dealers in west-central Penn- 
sylvania. 

Final tabulation after the campaign 
showed 1,483 sales of electric ranges, 
1,289 to customers on PENELEC 


lines. A total of 550 dealers took 
part. 
Penelec customers who bought 


ranges received a book of seven $2 
coupons to be applied to their electric 
bill. Dealers paid the company $7 
for each $14 coupon book issued. 
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Revco Winners 


Winners of the Revco Inc., na- 
tional distributors’ salesmen “new 
dealer” contest have been announced 
by J. W. Rietzke, sales promotion 
manager for the freezer manufacturing 
hrm. 

Alan Holms, sales representative for 
Globe Electric, Seattle, Wash., won 
the grand prize, a 1953 Mercury Mon- 
terey automobile. Holms and his wife 
were flown to Detroit for the presen- 
tation. 

len other major prizes were 
awarded, based on points obtained 
during the 18-week contest. Points 
were awarded for each new dealer ob 
tained, on various size freezers sold 
to the new dealer and on various 
freezers sold to food plan clubs. 


Promotion Briefs 


@ Thor Corp. has renewed sponsor 
ship of “Quick as a Flash,” weekly 
television program over ABC net 
work, effective September 10. The 
sponsorship is on an alternate week 
basis and will advertise Thor washing 
machines, ironers and other home ap 
pliances. 


@A new combination hassock, TV- 
seat and storage chest is now being 
offered as a trade-in special with the 
Eureka “Roto-Matic”  canister-type 
vacuum cleaner. The chest is uphol 
stered in Boltaflex plastic and comes 
in a light green shade that harmonizes 
with any setting. 


@ Hotpoint, Inc., has renewed its co 
sponsorship of “The Adventures of 
Ozzie and Harrict,” half-hour televi 
sion show, effective September 25. 
Hotpoint will split sponsorship of the 
ABC-TV family show with The Lam- 
bert Co., with the two firms taking 
alternating Fridays. 


@ Three houseware items, having a 
total retail value of about $70, recently 
were made available to General Elec 
tric major appliance dealers to pro- 
mote sales of G-E 1ll-cubic foot 
chest-type freezers. Included were a 
rolling tray cart, a deluxe assortment 
of frozen food packaging supplies, and 
a food-saw cutting board set—all sold 
it nominal cost to dealers. 


@A “World Series” sales contest in 
volving $15,000 in cash prizes for dis 
tributors has been announced by 
John A. Hurley, vice president in 
charge of sales for Whirlpool Corp 
All Whirlpool distributors are divided 
by quotas into three sales leagues, with 
winners in each league to be deter 
mined by percent of sales quotas at 
tained during the contest period. 


@ Shick Electric Shaver has announced 
a comprehensive advertising and pro- 
motion campaign to stimulate fall 
sales. It is the “Ride the Winner’ 
drive which will run for seven weeks 
and lead into the holiday program. 
Advertisements in national magazines 
and two television shows will spear- 
head the drive, which begins Septem- | 
ber 14 and lasts through October 31. 





BURNHAM Duality PORTABLE 


STEAM RADIATOR 





HERE ARE oe SALES-PACKED REASONS WHY: 


1 It’s an electrically operated steam 
radiator that delivers completely 
safe and dependable heat. 


2 It’s made and backed by a 
nationally known heating appliance 
firm with a 78 year reputation for 
unquestioned quality. 



























3 It’s built of cast iron for lifetime 
service. 


4 It’s equipped with the finest heating 
element and thermostatic controls 


available. BURNHAM PORTABLE equipped 


with easy-rolling casters. Dual 
automatic thermostat controls room 
temperature and saféty of opera- 
tion. Primary thermostat cuts off 
radiator at a pressure of 10 to 
12 Ibs. p.s.i. Secondary thermostat 
controls room temperature. ideol 
for bathrooms, nurseries, rumpus 
rooms, sun porches, garages, 
camps —in fact perfect wherever 
ond whenever heat is needed. 


5 It’s priced to give the dealer a good 
profit and the consumer a good 
value. 


6 It stays sold and creates demand 
for additional units. 


7 It costs little to operate. 


8 NATIONALLY ADVERTISED! 
UNDERWRITER APPROVED! 


BURNHAM STATIONARY 
MODEL. A self-contained avuto- 
matic heating unit. Thermostatic 
controls operate similarly to those 
on Portable Model. Ideal especially 
for homes supplied with low cost 

electric power, 


BURNHAM Portable 
STEAM RADIATOR 


There’s a big and waiting market for these Burnham Cast-Iron 


Portable and Stationary Steam Radiators. This is shown by 
increasing consumer demand wherever they are sold Customers 
know real value when they see it—and this quality radiator is 
built for life-long service and efficiency. It’s a big profit maker! 
NATIONALLY ADVERTISED for years in leading home maga- 
zines. 
GOOD DEALERSHIPS OPEN 
ae ee ree ee ALL. GQUEON, WIRE OR TELEPHONE TODAY 


r 

i BURNHAM CORPORATION ! 

j Electric Radiator Dept. EM- 93 ' 

}| Box 351, Zanesville, Ohio i 

i Please send literature and sales manual on! 

i Burnham Portable and Stationary Steam ! ° 
i Radiators. } 

/ SS ae t 

S SUEME pie cidanss eatsebpaneests sce ' ELECTRIC RADIATOR DEPARTMENT 
i) Sa chnsheueds 6 tea wees De cnannes 

be on memeeermesmecmwwed Bex 982 





Zanesville, Ohio 


SEPTEMBER, 
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one good reason why 


Magazine 
editorial 
sells 
appliances 


This is the scene in our hallway at 
McCall’s. Here are new washers, 
freezers, driers, ranges, ready to be 
tested from ground up by McCall’s 
editorial staff. 





When new appliances hit the market, 
they get a thorough going-over from 
McCall’s technical experts. That’s the 
way we get to know all about appliances. 
That’s why McCall’s articles on 
appliances are packed with authority 

... why women act on them. 


We become just as well acquainted with 
our readers... to know their 
ever-changing needs. That’s how we’ve 
built one of the most loyal groups of 
women readers in the magazine business. 


What do appliance 
merchandisers think of this? 


They think McCall’s editorial pages 

sell a lot of appliances. So far in 1953, 
appliance manufacturers and utilities 
have bought over 1,235,000 reprints and 
blowups of McCall’s appliance editorials 
... proof of the sales power packed 

into these pages. 


Remember: Only a women’s magazine like McCall’s can consistently 
influence family appliance purchases. Only McCail’s can do this job so well. 


M. C If 
e a S ...OVER 4,500,000 CIRCULATION 
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ZENITH'S COMPLETE 








IS YOURS IN SEVEN 


The System is sound evidence of leadership in Radionics. 
From the tip of the needle to the tone of the speaker, it’s 
Zenith quality ... in High Fidelity! It’s Zenith-built of 
matched components. It’s Zenith-balanced for best per- 
formance. 


It’s the one and only home high fidelity system with con- 
tinuous variable-speed turntable and Stroboscope to insure 
perfect recorded pitch and tempo. The built-in Strobo- 
scope ‘‘speedometer”’ provides a positive, precise control. 
You see when you're playing records at their exact recorded 
speed. A dot of light permits minute adjustments no other 
instrument can provide. You hear every record at perfect 
pitch and tempo for the life of the player. A Zenith exclu- 


y : 





d 
1. NEW—Variable ALL-SPEED Cobra-Matic Changer 
with Stroboscope. The only home record player that plays 
any speed from 10 to 85 RPM, automatically changes 7, 10 
and 12 inch records, and has instant visual synchronization 
for all current record speeds—including the brand new 167% 
“talking books’’—without speed adaptors. 


ray 


The Stratosphere—L2894H. Zenith 27- 
Inch TV and FM-AM radio-phonograph in 
custom styled cabinet of hand-rubbed 
Cherry veneers and solids. 
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The Rodgers—L2287R. Zenith 21-Inch 
TV and FM-AM Radio-Phonograph in 
beautiful Mahogany finish cabinet. 


sive that’s a standout selling point . . . for without this 
speedometer to assure true reproduction, the finest system 
may not reproduce music properly. 


The Sets are made to order for your market today. 
Customers want the finest in sound reproduction. They want 
High Fidelity in complete Radio-Phonograph or TV-Radio- 
Phonograph combinations that offer more for the money... 
extra use and value in addition to High Fidelity sound. 


Zenith gives you the answer! Not a “‘token”’ set or special 
custom-priced instruments, but a complete High Fidelity 
system in 7 attractive combinations! Check your Zenith 
Distributor now. And get full information about Zenith’s 
High Fidelity promotion program. 





2. NEW—Zenith Stroboscope Speed Indicator. The 
positive, visual way to play any record at its exact recorded 
RPM for best high fidelity reproduction. Dot of light detects 
turntable errors inherent in even the finest home record play- 
ers. Instant adjustment assures true recorded pitch and tempo 
from records for the life of the player. 





The Wentworth—L2291E. Zenith 21- 
Inch TV and FM-AM Radio-Phonograph 


in superb Afara wood solids and veneers. 
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HIGH FIDELITY SYSTEM 





3. NEW — Zenith High Fidelity Cobra Tone 
Arm. Extended high frequency response... 
up to the practical limits of audibility. New 
high fidelity pickup has pressure-sensitive ele- 
ment. Floating action for extremely low record 
wear. Virtually temperature proof. 





. 

6. NEW—Dual-Range Tone Controls. 
Cover high and low frequency ranges separ- 
ately. Give infinite tone combinations and 
compensate for variations in recording qual- 
ity. Calibrated dial for resetting tone combi- 
nations. 


Backed by 35 Years of Leadership 
in Radionics Exclusively 


deed ddd ddd 











The Barry —L2593H. Zenith 24- 


Inch TV and FM-AM Radio- Inch 


Phonograph in ultra-modern 
Cherry veneers and solids. 


The Austin—L2592R. Zenith 24- 
and FM-AM Radio- 
Phonograph in select Mahogany 
solids and veneers. and veneers. 
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SELLING COMBINATIONS! 


ei ea 


4. NEW—Heavier Turntable with Rubber 
Base. More Zenith improvements for high fi- 
delity. Turntable is heavier, for smoother oper- 
ation. Records ride on a cushion of rubber and 
air that eliminates sound-distorting slippage 
and lint. 


a 


7. NEW — Zenith-Built High Fidelity 
Speaker. Has frequency range formerly pro- 
duced only by dual-unit speakers. High and 
low ranges greatly extended. Middle frequen- 
cies produced smoothly. 12 inches! 13.2 oz. 
Alnico magnet! 50% increased tonal response! 








® 
The royalty of television and RADIO 


ZENITH RADIO CORPORATION e Chicago 39, Illinois 








1953 












5. NEW—Zenith 10-tube FM-AM Radio 
with High Fidelity Amplifier. Precise, drift- 
free FM-AM tuning . . . no returning neces- 
sary. New high fidelity push-pull amplifier 
extended in both high and low frequency range 
without distortion. 





ZENITH HIGH FIDELITY 


is the undistorted “natural’’ sound 
thatresults from reproducing more 
of the higher frequency overtones 
that are present in a “‘live"’ per- 
formance. The various instru- 
ments are more clearly distin- 
guished. The music gives the 
illusion of being played right in 
the room! To achieve this effect, 
Zenith reproduces the frequency 
range formerly found only in 
custom-built sets...virtually every 
overtone the average human ear 
can hear from any instrument. 


ms 











The Morley—L1083E. Zenith 
FM-AM Radio-Phonograph con- 
sole in modern Afara wood solids 


Also makers of Fine Hearing Aids 


COPR, 1963 





The Bryon—LIO86R. Zenith 
FM-AM Radio-Phonograph con- 
sole in traditional Mahogany 
finish cabinet. 
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AIR CONDITIONED COMFORT: Dormeyer’s Marvin Allesee, right, talks business 
with distributor Joseph L. Milhender, center, and Jordan Marsh buyer Jack Dona- 
Setting is unique air conditioned closing room behind Dormeyer booth. 


hue 


SHORT S 


eee... 


LEEVE COMFORT: General Electric’s W. H. Sahloff, newly named divi 


sion manager for small appliances, visits with David Chandler and Murray Barten 
of the Jay Co., New York. 


Optimism at the Sea Shore 


PITTSBURGH BUYER O. F. Chambers gets a top level 


pitch on Casco iron from Harry Davi 


assistant vice-president for Casco 


newly named 


SALES PLANS for Hoover products are outlined for 
New York 


Bc ry | 


left 


distributor 


and 


field 


Joseph Kurzon 


ales 


ry nage f 


center 


Walter 


by Bill 
Munz 


SHOW BUSINESS is analyzed by Bernard Sears, gen 


eral sales manager for Rival 


OPERATION for a Broil-Quik 


plained to Mr. and Mr: 


by 


Milton Nathanson 


Edgar 


Baltimore buyer Paul! 
Hohman, center, and Gene Zebrowski, right, of Riva 


fryer-cooker is ex 


Wolf 


of 


Philadelphia 


SEPTEMBER, 


Good attendance, good spirits 
and good weather at the Atlantic 
City Housewares Show are reflected 
in manufacturers’ opinions that fall 
business should be “very good”. 


“We're here to say hello to people’—That’s 
the way many an electric housewares manufa 
turer explains his presence at the Atlantic City 
Housewares Show 

“I’m here because people would wonder about 
my not being here’—That’s the way one of the 
industry’s biggest distributors justifies his trip to 
\tlantic City in mid-July 

Both statements underline the fact that the 
Hlousewares Show isn’t really an order-writing 
show for many electric housewares manufacturers. 
hus, you can’t talk about how many orders were 
or were not written during the show—and you 
can’t base your estimate of the show’s success on 
the business done during its week-long run 

But at the July show there were other indica 
tions that the 1953 Show had been a successful 
one. Consider, for instance, that 

Attendance was good 

Almost without exception, every manufa 
turer looked forward to ‘“‘very good” fall busines 
Chere was no pessimism apparent on the factory 
level as firm after firm reported that business had 
begun to pick up in late June and carly Jul 

Reaction to special deals and promotions wa 
particularly good 

Ihe weather was good. Housewares buver 
ire almost resigned to hot, humid weather during 
the show. This year, early arrivals found pleasant 
but fairly moderate summer weather awaiting 
them. Even inside the mammoth auditorium thx 
heat wasn’t as bothersome as usual 
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CLEANING UP display with a new Cadillac cleaner 


J ). Down right ind 0. A Kirkpatrick of 
nt Mf “3 


FEATURES OF alarm clock in Sessions line are ex 
plained to Jerry Dobkin, center, of Chicago, by D. A 
Lapham, left, and C. L. Allen of Sessions 


SALES MANAGER Adam Hepp handles the pitch at 
Chicago Electric booth as president S. M. Ford, left, 
and Lee Woodham of Dallas watch 


ained ORDER for new Santa display deal from Charles 
to Lé Taufenbach, right, | ule manager R. H Landau of Pittsburgh is written up by H. H. Martens 
Sutcliffe r vice-presi Elmer D enter left, and Bill Freund of Nesco 


MERITS of a Camfield coffee maker are expl 


NEW COFFEE MAKER LINE is explained to |. D. Wolf, 
Jr., of Pittsburgh, and Paul Pala of Akron, right, by 
Universal's Stan Fisher 


. 


“ 


QUESTIONS from visitors are answered by Westing- 


AREAL . house’s Ralph Sorenson, second from left, and Fred 
Edwards, left 


BAKER’S CAPS AND APRON 
} | 


¢ Ih firn 
t ) 


S are donned by Cory’ H. Schlegel, H. H. Roehm and president J. W. Alsdorf 
rf 


eseis Wile ahasnener deal FOR MORE PICTURES SEE PAGE 246 
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NEW GIANT STORE 
TRAFFIC BUILDERS 


5100,000 


PRIZE CONTEST 


Get Betty Furness 
in your window now! 



























Get ready! Get your big new promotion kit now! It’s sensational! 
Terrific! A sure-fire, red-hot, traffic-building promotion. The biggest 
and best that ever hit the TV industry. Once it breaks, people will 
come a-running to your store for a chance to win some of the weekly 
$10,000 prizes. 

Everybody with eyes and ears from coast to coast can’t help 
hearing about this tremendous contest. It'll be plugged over TV by 
Betty Furness, the Westinghouse super salesman, on Westinghouse 
Pro Football .. . on Westinghouse Studio One . . . in full-page, full- 
color ads in LIFE and THE SATURDAY EVENING POST ... and 
in full-color Sunday Supplements plus newspaper ads. 

So get with it. Get hold of your distributor right now. Get the 
story. Get the kit. Get ready, and you'll go with Westinghouse. 






= ae, 





2 


‘GOLDEN KEY 


| ‘ 
/ \ GRAB BAG PROMOTION 
ir teeth into and sell fast. 


Now for the first time here’s a sure-fire sales promotion... the key to 


Cash in with the Pros! Cash in with Westinghouse! 


fast sales. It'll build traffic quicker’n a peep show. Sell sets slicker’n 
greased ice. It’s simple. They come to your store to win a prize... 
and you win a sale. Get the details fast—for fast selling. 


THE PRO 


The finest line in Westing 
ret 





DUCT 


hou i 
se history . , . demonstrable features 






ail salesmen can get the 
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Why Westinghouse 
Television and Radio 

Is The Fastest Growing 
Profit Line 
In The Industry 


ms profit-packed promotion kits that | 
ee will really sell merchandise. | | 
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| you CAN BE SURE...1F ITS ocean, 


| Westinghouse =~ 


WESTINGHOUSE ELECTRIC CORPORATION TELEVISION-RADIO DIVISION ° METUCHEN, N. J. 
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RECEPTION accorded Seth Thomas clock brings smiles MERCHANDISING PROBLEMS ore discussed by manu TOTALING UP orders for Broilking produc 
to faces of H. E. Blackburn, left, and R. C. Carman facturer’s rep S. G. Sherman, left, and Bert Mitchell! smiles to face of general sales manager 
both of Seth Thomas general sales manager for Son-Chief Electric left, and manufacturer rep L. E. Mull 


SALES PITCH ON Knapp-Monarch liquidizer is demon TOTE TRAY giveaway is demonstrated at Arvin booth FEATURES of Roto-Broil roti 
strated by sales manager Donald Arlen for Les Neiditz by R. H. Williams for Glen Smith, center, of Indianap Michaels, left, and Arthur 
manufacturer's Rep olis and ad manager J. M. Jewell Latter is general sales manager 


QUESTIONS from grocery man William Preis of Grand PRODUCT AND PROMOTION ore explained to Ed DISPLAY of a Superstar broiler is set up in Stern 
Union are answered at Oster booth by John Oster, Jr ward Fox, left, and Nat Leeds of Leeds Fox, New York Brown exhibit space by |. Edelman, left, treasurer of 
center, and Carl Hellbero by J. D. Mcltlhenny, Waring Products vice-president the firm, and Rube | e 
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GOSH—WHAT A GIFT LINE 
CAMFIELD HAS THIS YEAR! 








i 

























e Now, with more 
eye- and sales- 
appeal than ever: the 
world’s only toaster 
with complete con- 
trols at each end! 
Retail price... 


$2395 





Famous CAMPIELD “King” 
Automatic Coffee Maker 





New Stainless Steel “Princess” 
Automatic Coffee Maker 














e The big, family- 
size Coffee Maker that 
makes from four to 
ten cups of perfect 
coffee. Strength selec- 
tor. Completely auto- 
matic. Retail price... 


$2 gs 







e Completely auto- 
matic, this brand-new 
Camfield brews as few 
as two cups or as 
many as six. Ideal gift 
for the small family 
or office “‘coffee 
break”. Retail price 


$9495 

















New CAMFIELD Sleepmaster 
Electric Blank-ettes 









New CAMFIELD Sleepmaster 
Electric Blankets 












e Convert regular 
blankets into warmer, 
more comfortable bed 
coverings. Sanforized 
and mercerized. Four 
colors. Gift packaged. 
Retail prices, from 


$3195 















* @ Real warmth and sleep- 
ing comfort without exces- 
sive weight. Single or dual 
controls. Single or double 
bed size. Four colors. Re- 
tail prices, from $3995 











70 GET THOSE EARly Biro PROFITS —_ 


saan. rats COUPON TOPAY/ 








for full details! (Also available in Canada: 


M. 1. Ensley, 26 Queen St. East, Toronto, Canada) 


SS all-new electrical gift line— | 
provides you with five ways to make gift profits this year! ; [") Plone cond we Sill dots Conttihil tiateamadae a 
The big, new Camfield line—from new coffee makers, to | including catalog sheets and Dept. EM-93, Grand Haven ‘Michigan | 
: . . * ’ ’ 
new toaster, to new electric blankets and blank-ettes— stoi oa . panchs wen 
P - . extra gi sales and profits wi 

gives your customers a wide selection and price range from —|_the new Comfield line of elec: Gentlemen: | 
which to choose. And it lets YOU trade up or down with trical gifts. No obligation. NAME__ vikeial | 
gift shoppers, depending upon how much they want to” | [7 Please rush me____Toosters, mene | 
spend for a gift. Whatever the Camfield gift they choose, | ee sin eg os aaa 

43 eee ag ; ——. “King” Coffee Makers, 
it’s sure to be a “big” gift, though moderately priced— | ____ Blankets, and ___ Blank- CITY - —ZONE ——- 
and sure to have a good profit for you in it! Write today ettes, through my distributor __ avant 
| | 
| | 
d 


CAMFIELD MANUFACTURING COMPANY e Grand Haven, Michigan L 
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SWAPPING business worries for a game of dominoes during tne summer meeting of the American EASY CHAIRS in the lobby of the Grove Park Inn provide relaxa- 
Home Laundry Mfrs. Assn. in Asheville, N. C., are Ed Doll, left, Lowell and Gus Burns of Easy tion for AHLMA‘s George Lamb, left, and Ironrite’s Hal Biddle 


The Laundry Men Go 


INTRA-COMPANY conference in hotel lobby finds INFORMAL visit finds ‘Electrical Merchandising’s”’ LINGERING after business session winds up are R. J. 
V. F. Peterson, left, and H. L. Clary of Norge ex Harry Hahn and Lever’s Harold Andres, left, chatting Sargent, left, of Westinghouse and Reginald Lenna 
changing notes with AHLMA president W. R. Dabney, right. and John M. Wicht of Blackstone. 


2 Fe 


SPORT-SHIRTED Frank Simpson, left, of Thor visits OPENING remorks and welcome are handled by T. C WHIRLPOOL executives C. E. Morgenstern and P 
with Whirlpool’s Robert Mitchell Craig of Mullins, general convention chairman Eduard Geldhof, right, pause at registration desk 
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ROCKING CHAIRS on the porch of the Inn satisfy Edward Meyer, left, and 
H. C. Kunkelman, right, of Bliss & Loughlin. Center is AHLMA‘s Dave Hays. 


South 


AHLMA holds its semi-annual meeting in Asheville, 
N. C.; formal business sessions are held to a minimum 
as guests go picnicking, enjoy a barbecue—and, as 


usual, play lots of golf. 








NEW BOOKLET being published by AHLMA is introduced by public relations man 
Bill Shaw 
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profit from the 
sales appeal of 


appliances powered with... 


Lamb Electric 


SPECIAL APPLICATION MOTORS 


FRACTIONAL HORSEPOWER 
ee - 
~~ -- 


Series motor parts engineered 
for floor polisher; — 
to food mixers and ather 
household appliances. 



















Lightweight universal motor 
for portable devices requir- 
ing a self-ventilated, high- 
speed motor. 


e The quiet, 
dependable operation of 
appliances equipped with 
Lamb Electric Motors 
makes them easy to sell 

. assures fast turnover 
... builds customer good 


Compactly designed turbine will —— all factors which 

provides dependable opera- 7 7 

ee result in increased store 
profits. 


This is one of the reasons 
why more and more 













THEY'RE dealers are featuring 
POWERING Lamb Electric motored 
AMERICA'S li 
appliances. 
THE LAMB ELECTRIC COMPANY 
_— KENT, OHIO 


TS 
produc In Canada: Lamb Electric — Division of 


Sangamo Company Ltd. — Leaside, Ont. 


nh Electric : 
owe ORS 
APPLICA MOT 
pEcIAL he 
* RACTIONAL HORSEPOW 
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PACKAGED TV-high fidelity set put out by Stromberg-Carlson is shown to Earle 
Fittinger by Clifford Hunt and Emerson Dickman 





AMPRO’'s hi-fi tape recorder gets the attention of 
Mr Joy Caldwell 





Oklahoma Record and Supply 
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BASEBALL TELECAST temporarily occupies the attention of delegates to the Music Merchants Show. Ap 
proximately 8,000 music merchants attended the Chicago show, July 13 to 16 


MANUAL CONTROL of Webster Electric recorder i 


examined by Georgia Neruda 





OTTO DEUTSCH of Webster-Chicago demonstrate 


the new Webcor Musicale high fidelity set 


Music Show: The Hi Fi Bandwagon Rolls On 


Eight-thousand music merchants at the Chicago show preview 
the 1954 lines, air some old gripes about TV, talk over industry 


problems, and try to determine what hi fi means to them. 


With high fidelity calling the tune, 
some 8,000 of the nation’s music 
merchants gathered in Chicago July 
13-16 to preview the 1954 lines and 
talk over industry problems, old and 
new. 

\ total of 273 exhibitors had prod 
ucts represented, an increase of 20 
over last year’s show in New York, ac 
cording to William Gard, executive 
secretary of the National Association 
of Music Merchants. 

In the radio-phonograph field, all 
the talk was about hi fi—with the em 
phasis on what high fidelity is, and 
what it is not. Frank Freimann, presi 
dent of Magnavox, warned that the 
term high fidelity should not be used 


and Bob Baldwin his idea 
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too loosely, lest there be a loss of 
public confidence at a time when the 
country is becoming conscious of thi 
new product. 

An oft-heard complaint about high 
fidelity had to do with parts jobbers 
Many of the musi 
cated they would prefer to wait for 
packaged hi fi, rather than bother 
with jobbers and become involved in 


merchants indi 


technical problems. 

l'alk about television 
some familiar gripes—the main one be 
ing that music merchants aren’t mak 
ing any money with TV. Harry F 
Callaway, president of NAMM, said 


present margins prevented merchants 


produced 


from giving good service 


PRR Fe i. “ 


Ken Gillespie, outlines 
» Cliff N. Rigsbee RCA 
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Admiral 


Reaffirms 
~One-Line-per-Year 
with all-new 54 TV 


“Is Admiral going to stay with a single annual TV line?” This question was asked repeatedly at 


the recent TV Distributor conventions held by Admiral in New York, Chicago and SanFrancisco. 


The answer is an unequivocal ‘‘Yes!’’ Admiral’s position was made perfectly clear in the 
closing remarks of Sales Vice President W. C. Johnson to the assembled Admiral Distributors, 


in the following statement: 


‘“You can give your dealers 100 per cent assurance that the new line just presented will be 
our current line for a whole year. We are sticking rigidly to our one-line-per-year policy! We are 
convinced that this policy makes more profits for both distributor and dealer. It means that 
both of you can afford to carry a bigger, more complete inventory. And, for the long view, it will 


mean an increase in public confidence leading to a steadier rate of consumer buying.” 














WORLD’S LARGEST TELEVISION MANUFACTURER 


..- OVER 3 MILLION SATISFIED OWNERS! ' 
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CLIP AND 
RETURN THIS 
COUPON TODAY 


on this GUARANTEED 
Ben-Hur Sales 


Promotion Plan... 





BEN-HUR MFG. COMPANY 


Dept. EM, 634 E. Keefe Ave., Milwaukee 12, Wis. 


QUICK! Give me all the facts about BEN-HUR'S SENSATIONAL 
PRE-TESTED, PRE-PROVED PROMOTION. 


Nome . 
Address 


GRIP ‘eeccccccccccceccceen e008 














Ls 


tt 


RADIO-TV 





A Green Light for Color 


The FCC indicates it will approve a compatible 
color telecasting system, possibly by the end of 1953, but 
leaves the door open for any eventualities. 


Color television took a big step 
nearer reality last month when the 
FCC proposed rule-making _ that 
would lead toward adoption of the 
compatible system submitted by the 
National ‘Television System Com- 
mittee and backed by a large part of 
the industry. 

There were indications that final 
approval would come before the end 
of the year, barring major objections, 
and that the first shipments of color 
sets would arrive on dealers’ floors a 
few months later. 

The FCC’s action on August 
actually was a notification to the in- 
dustry that it is ready to O.K. the new 
specifications, but that it is leaving 
the door open for any developments. 
The Commission gave the industry 
until September 8 to file comments, 
and until September 23 for counter- 
comments. With many of the big 
manufacturers already lined up behind 
the NTSC system, there was a good 
possibility that lengthy hearings 
ould be avoided 

All six commissioners voted un 
animously to propose the rule changes 
leading toward adoption of the com 
patible system, which would replace 
the present field-sequential system 
ipproved in 1950. The FCC noted 
that it probably would have adopted 
the compatible system three years 
igo, if a “‘satisfactory” one had been 


available 


Record of Memories 


The CBS  field-sequential system, 
which requires the use of adapters for 
black and white sets to receive color, 
has never proved satisfactory to the 
rest of the industry. CBS has now 
switched its support to the compatible 
system. 

NBC has transmitted a number of 
color programs to affiliates, and CBS 
recently received permission to put 
color on its network for sustaining 
programs between September 10 and 
December 10. Neither DuMont nor 
ABC has as yet requested such permis 
sion. 

The “rules change” green light 
came only about two weeks after Dr. 
W. R. G. Baker, NTSC chairman, 
filed a petition with the FCC stating 
that “highly successful” tests had been 
made under the proposed new stand 
ards. The FCC said it was satisfied 
that the petitioners had made the “‘re- 
quired showing” of meeting the com 
mission’s criteria. 

Che matter of a signal on the air 
in Washington was deferred. ‘The 
NTSC has requested that it be waived, 
and the FCC said it did not feel the 
signal demonstration would be neces- 
sary. However, it said it would decide 
at a later date whether the signal 
would be required. 

Petitions recommending the NTSC 
ystem already have been filed by 
RCA-NBC, Philco, Sylvania, G-E, 
ind Motorola. 





A RECORDING made by the late Serge Koussevitsky, director of the Boston 


Symphony Orchestra, is selected by Dr 


Koussevitsky’s widow, Mrs. Olga Kousse 


vitsky, at the Berkshire Music Festival. With Mrs. Koussevitsky is Leslie J. Woods, 
vice president and director of engineering cf Philco Corp. Shown also is Philco’s 
Phonorama, new high-fidelity phonograph, which had its premiere at the Festival 
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CONGRATULATIONS from Capehart president Fred Wilson are extended to J. H. 
Riddel after latter's presentation at Chicago distributor meeting ‘ast month. 


From left to right, Hoy McConnell, Riddel, and Wilson, all of Cap 


shart and 


Normcn Krug, Newark distributor for the firm. 





| Your Highway to Pro 


CALIFORNIA distributors John Nicolay and S. D. Paine (of Thompson & Holmes, 


San Francisco) pose with Capehart’s gag traffic light and road sign 


Emphasis on Cabinetry 


Capehart gathers its distributors in Chicago and 
shows them a line with emphasis on design and on finish; 
offers 24-inch set at $299.95 


Ihe belief that fine cabinetry is 
again about to play a major part in 
television purchasing was apparent in 
the Capehart distributor convention in 
Chicago August 3-4. Few manufac- 
turers have placed such emphasis on 
design in modern, colonial, period, 
using blonde, conventional and rare 
woods. ‘Tooled leather made its ap 
pearance in TV decor and scuff proof 
cabinets promise to get a play. Even 
last year’s eve-striking “Greek key” de- 
sign is carried over. 

In its staging Capehart stressed the 
theme that the television set is the 
center of all eyes in the home. 


I'eature of the higher priced Cape- 
hart models this year will be Polaroid 
screens to weed out reflections and 
glare. ‘I'wenty thousand volts will be 
delivered to the picture tube for 
brightness and clarity, and an 82- 
channel tuner is to be had 

Big bargain of the line is a 24-inch 
table model, with wrought iron I 
at $299.95 list. 

On the program were Fred D. Wil- 
son, president, General William H. 
Harrison, Philo T. Farnsworth, An- 
thony Wright, J. H. Riddel, Hoy Mc- 
Connell, §. A. Morrow, Steve Conroy 
and Ted Ostman. 


gs, 
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Motor Repairman 
Protects Against Overloads 
With KLIXON Protectors 


STAMFORD, CONN.: William R. Palmer, Jr., owner of 


Palmer’s Electric Motor Repair Shop, speaks from many 





years of experience in repairing motors. 


“It has been our experience as electric motor repair 
specialists, that equipping motors with Klixon motor 
protectors has greatly lessened the number of motor 


burnouts due to overloading.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 






The Klixon 


motors in electrical appliances and other 


Protectors 





illustrated keep 


motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 





Automatic motor operation. 


eset 





SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2509 FOREST ST., ATTLEBORO, MASS. 
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Color to Save the TV Day 


A research economics firm predicts color TV will 
temporarily dampen sales, but will eventually come to 
the rescue with an all-time record high in 1957. 


The initial impact of color telev: 
sion will have a slightly depressing 


| effect on the T'V market in 1953-54, 


but will eventually boost sales to a 
record high of 7.7 million sets in 1957. 

[his is the prediction of Boni, Wat 
Mounteer & Co., New York 
consulting economists. They drew up 
the five-year recently at the 
manufac 


kins, 


forecast 
request of an 
turer 

In a nutshell, here is what the re 
scarch firm predicts: color will knock 
200,000 sets off the total TV sales 
this vear, and close to half a million 


clectronics 


in 1954. But beginning 1955 and 
thereafter, the yearly total will be 
greater than it would have been if 


color were not available. 
Che figures do not mean that the 
advent of color actually will result in 


| an immediate drop of black and white 


sales in 1953 and 1954. ‘They are ex 
pected to imcrease during this two- 
year period. But the economists be 


lieve they would be even higher if 
color ‘I'V were not on the horizon. 


Ihe forecast predicts sales of 6.5 
million ‘T'V sets in 1953, 7 million in 
1954, slightly over 7.5 million in 1955, 
almost 7.7 million in 1956, and 7.7 
million in Without color, TV 
probably would reach a peak of about 
7.43 million new 1954, but 
would begin a steady decline there 
after. With color a factor, say the re 
searchers, sales of black and white sets 
alone will take an even sharper dip, 
eventually dropping to about 4 million 
ets in 1957, 

However, Boni, Watkins does not 
color ‘IV sales will exceed 


en 
O5/. 


sets in 


belic Ve 




















Award for Achievement 


black and white sales at any time dur 
ing the five-year period included in 
the report. Even by 1957, the per- 
centage of color sets will make up only 
+5.5 percent of the total. 

The report assumes that the first 
few color receivers will be sold next 
vear following approval of a compat- 
ible system, and that carly color sets 
will cost more than three times as 
much as black and white sets of the 
same size and cabinet stvle. 

Because of the high cost and the 
difficulties of picture tube production, 
early sales of color will not be high, 
according to the They 
predict sales of color sets will not 
reach 2 million until after 1956, but 
they will shoot up another million in 
the next year. ‘This sharp rise is ex 
pected to somewhat counterbalance 
the sharp dip in black and white sales 
during the same period. 


cconomusts. 


Foreign TV Lags 


The television industry in Europe 
is making rapid strides but the peoples 
of the Continent have not taken to 


IV as wholeheartedly as Americans. 
That is the opinion of Frank 
Andrea, president of the Andrea 


Radio Corp., Long Island, N. Y., who 
recently returned from a_ ten-week 
trip abroad. 

Andrea said the development of 
television in Europe is hampered by 
small-scale buying and also by poor 
and irregular programs in some areas. 
Ilowever, he pointed out that by 1956 
there will be new stations in Naples, 
Palermo, Genoa and Rome 


TROPHY FOR HIGHEST achievement in national sales of Fada television for 1952 
is presented to Fred P. Pursell, right, Fada distributor for northeastern Pennsy!- 
vania. Others left to right: Stanley Marks, Fada vice president; J. M. Marks, 
Fada president, presenting the award; and Kenneth Watson, general sales mana- 
ger for Pursell. 
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SETTING NEW 
SALES RECORDS 


Coast to Coast 


In city after city, dealers rate Hoover Steam or Dry Iron 
tops in sales—tops in profit—tops in performance! 








Straight across the country— New 
York, Cleveland, Chicago, Detroit, 
Milwaukee, Minneapolis, Los Angeles 
—dealers say the same: ‘Sales are 
hitting new highs and we’re really 
making money!”’ Don’t get left out! 
Ask your Hoover distributor about 
the tested selling plan that is selling 
these new irons in volume. 


THE HOOVER COMPANY 
Special Products Division 
North Canton, Ohio 
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ens Sagat wa Gi. Si, } i 


F id 
; Se 
‘ . 0, 
45 sovinrne OS 
/ — 
. 3 . 4 
7 


Made by the mckers of the famous Hoover Cleaners 
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Mr. Dealer: 


Here is a fast-growing item with dual- 
market profit possibilities for you. Vocatron 


is a remarkable time-and-step saver device 


V 


customers. 


PLUG-IN WITH 
PORTABLE 







for both your home-owner and your business 


VOCATRON. 


AND YOU PLUG-IN FOR 


_ Big Time Sales! 







U.S. Pot. 2,632,812 


“Portable Versatility”... Sensation of the Intercom Business! 


VOCATRON is the first practical, portable wire- 
less intercom. It requires no special connecting 
wires, It’s as easy to install as a desk lamp. When 
you plug in your VOCATRON, you communicate 
over the same electrical circuits that give your 
building or home light and power. VOCATRON 
has been copied by many—duplicated by none. 
By simple demonstration your customers can 

instantly see the exceptional... 

e EFFICIENCY e CONVENIENCE 

e AND ECONOMY OF VOCATRON! 







VOCATRON Stondard 
Model CC-20(D) 


Two Units 
Ready To Use 


S4r° 


additional units 
$42.38 each 


*Prices subject to change 


* hhh 
‘ 


For 105-125 volt single sided, single phase elec- 
trie service supplied by outlets from single fuse 
box and meter. For homes, small offices, close 
operational locations. 
Dealer Demonstrator Unit CC45 x 20 combines both 
Stendard and Long Ronge Models 


NEW CABINET! NEW STYLING! 
NEW ELECTRONIC IMPROVEMENTS! 


VOCATRON cabinets of durable grey plastic with 
swept back front and grille have been newly styled 
by a leading designer. Volume control knob with num- 
bered positions gives easy positive control. Electronic 
improvements result in even more faithful tone and 
voice reproduction. 


See VOCATRON at the 


National Business Show! 
Grand Central Palace * Oct. 19-24 * Space #374 
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Never Before in the Intercom Field Such Com- 
plete Sales Support for You! Brand new dealer 
folder and envelope stuffers are just off the press! 
Window streamers, window and counter displays, 
demonstrator carrying cases, and newspaper mats 
have all been prepared for your immediate use. 


Backing all this is a powerful inquiry-pulling 
national advertising campaign in TIME, PATH- 
FINDER, NATION’S BUSINESS, AMERICAN 
BUSINESS, MANAGEMENT METHODS, MO- 
TOR, AND OTHERS. 


1} ALL DRESSED UP...AND GOING PLACES: 


For 105-125 volt outlets supplied by 220 volt 
split phase or three phase power transformers 
using separate meter or fuse boxes or for long We 
range transmission over heavily loaded electric 
lines. Ideal for building to building operation. 
Pilot light and carrying handle, 1 extra tube. 


VOCATRON Long Range 
Model CC-45 


Two Units Ready To Use 


"992- 


additional units 
$49.75 each 


*Prices subject to change. 


INCORPORATED 


528 Vocaline Building, Old Saybrook, Conn. 
Please send, without obligation, additional information 
about VOCATRON. 


NAME 
COMPANY 
STREET 


city ZONE STATE 
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Color Conversions 


A plan for converting black and 
white TV sets for color reception has 
been drawn up by Sightmaster Corp. 
and will be available ‘immediately 
when color broadcasting begins,” 
Sightmaster president Michael L. Kap 
lan said last month. 

Although some industry officials 
have said that conversion units for 
color reception would be so expensive 
that most people would probably pre 
fer to buy a new set. Kaplan thinks the 


| conversion can be done for an average 
price of $2.50. (Most set makers think 


early color sets will cost about $1,000.) 


| The Sightmaster plan will be made 


available to distributors, dealers and 
department stores. 
Che firm has alreadv had some ex 


| perience with converting old sets. In 


1951 a conversion department was set 
up to change over small screen sets to 
larger screen-sizes. That experience, 
Sightmaster officials said, will expedite 
the work of color conversion 


TV for Hotel Guests 


‘Two large hotel chains have pur 
chased a total of 5,800 television sets 
to provide television service in guest 
rooms. 

Schine Hotels bought 2,000 RCA 
Victor television sets for installation 
in five hotels located in Florida, Cali 
fornia, and New York state, and 
Statler Hotels purchased 3,800 Du 
|Mont TV sets for use in New York 
City, Boston, and Hartford. 

The receivers to be placed in Schine 
| hotels are table models with matching 
bases and finished to complement 
room decor. The Du Mont sets aré 
finished in Statler satin walnut and 
| will be installed on specially designed 
metal bases. 

The New York Statler, with 2,200 
| rooms, will be the largest 100 percent 
| T'V-equipped hotel in the world, ac 
cording to Du Mont executives who 
bi sroemcnen receipt of the order. 


| 


| 
| 


| 
‘Baseball Does It 


Radio sales in Milwaukee have sky 
rocketed since the coming of major 
league baseball to that Wisconsin 
town. 

Ray O. Hebenstreit, vice president 
and general manager of Admiral Dis- 

| tributors, Inc., said “our sales of Ad- 
miral table, portable and clock radios 
are up 200 percent over 1952.” 

Hebenstreit added that dealers’ re 
pair departments throughout the city 
are jammed with old radios awaiting 
repairs and in some cases the set 
owners face a two to four week waiting 
period. 

In one recent promotion, Heben- 
streit said, purchasers of Admiral 
radios were offered a free grandstand 
seat to a Milwaukee Braves home 
game. The response was almost over- 
whelming, with orders coming from 
as far as 200 miles away, he said. 

The Braves home games are not 
televised, but are broadcast over two 
radio stations 
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Mutual Help for UHF 
Loi 





NOVEL PROMOTIONAL campaign that 





fb once THE ARving 





helped distributor, dealers and new 


UHF station was developed in Boston with a 27-inch Arvin television set as the 
award to the winner of a test pattern design competition for station WTAO-TV, 


Boston’s 


first UHF transmitter. Shown with the set are Frederick S. Bailey, left, 


manager of WTAO-TV, and William F. O’Brien, Arvin district manager. 


Down on the Farm 


With the increasing number of 
new television stations and recent im 
provements in “fringe” area recep 
tion, the nation’s rich farm market is 
rapidly becoming a major factor in 
sales of ‘I'V_ receivers. 

Chat is the opinion of Irving Ros 
enberg, director of operations, re 
ceiver and cathode-ray divisions, Allen 
B. Du Mont Laboratories, Inc. 

In a recent address to an industry 
group at East Paterson, New Jersey, 
Rosenberg pointed out that until the 
“freeze” on new television § stations 
was lifted last year, large-scale tele 


vision coverage was not available in 
farm areas. Now almost one-third of 
this countrv’s 5,000,000 farms are 
within range of a TV station, and it 
is possible that by the end of the 
vear “half of our farms will have 
access to television service,’’ Rosenberg 
said. 

“This important market is growing 
as spectacularly as the television in- 
dustry itself,” the Du Mont execu- 
tive said. He added that new TV sta- 
tions are constantly opening up new 
farm markets with an aggregate po- 
tential of “‘several millions of dollars 
annually” for the television receiver 
industry. 


Mountain Music Merchandising 
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TEXAS WILDCATS, a group of hillbilly singers, sign contract with George’s Radio 


and Television Co., 


of Washington, D. C., for a series of radio shows aimed 


at the hillbilly market in the Middle Atlantic states. The appliance firm is 
represented by George Wasserman, president, seated, right. 
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ELECTRIC 
HOUSEWARES 


STANDARD 
a 


q 


= 
a 


THRIFT-O-MATIC 


3 to 5-Cup 


No Wonder They 
Sell So FAST! 


SMALL quantities of coffee can be made auto 
matically ONLY in a small automatic percolator.... 
like the 3 to 5-Cup EMPIRE “Thrift-O-Matic”! Just 
what the 40 million small families of America want! 
Prevents wasting expensive coffee. When larger 
capacity is needed, sell the popular 4 to 8-Cup 
Model 1942 EMPIRE Automatic Percolator, To be 
ready for all occasions, sell customers both styles! 


e Just plug it in—no regulating! 

¢ Automatically stops perking! 

¢ Keeps coffee serving hot for hours! 
¢ Makes perfect coffee—everytime! 
WRITE TODAY for Catalog and Prices 


Another F ast-Selling FC pig 


ELECTRIC TABLE GRILL : fit : 


he “2 

ams up with tt 

Cu Cottee-Quickie , “Perco 
“tps” & Baby 





Time and Labor Saver! 


lated beauty, 
Pe nag _— grillin suricce— 
pianerapeccans rd line of profita- — 
moet ectrie Housewares you 
C) 
can feature! 


The METAL WARE @ozforazion 


200 Fifth Avenve 
New York 
~ 


Merchandise Mart 
Chicago 


TWO RIVERS, WIS. 
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America’s only 
Electric Range Timer 
with the exclusive 
Bell-Chime Signal 
and one-button, 
one-turn 


4-hour setting! 





YOUR Time REMINDER LINE 


THE LUX CLOCK MANUFACTURING 


COMPANY © WATERBURY 20, CONNECTICUT 


ie. Sede 
dg -# 














“Leaders in room 
Heaters since 1894” 
GAS-OIL-CO/ 


VY Exclusive COLE “Tilt-A-Way” Cabinet 
for easy cleaning. 





J/ A complete line of both single and 
dual burner models. 


a/ Glass lined (porcelain) 
heating units. 


ao Sold and serviced 
nationally thru 
leading Dis- 

tributors. 


Write tor catalog 


BLAST MANUFACTURING CO. 


| 
| 
| 
Racine Avenuve-.+ Chi Littakel ks | 


COLE HOT 


$8} 15 South 


cago 9 
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Wanted: Doorbell Ringers 


Color television won't hit its stride until 1956, 
says Hallicrafters; and dealers will have to sell the black 
and white market until the ship comes in 


Believing that color TV is. still 
three years away, Hallicrafters Co. is 
urging its dealers to concentrate on 
“doorbell ringing” to exploit the pres- 
ent replacement and second-set black 
and white market. 

Hallicrafters president William J. 
Halligan, speaking at the company’s 
recent 20th anniversary sales conven 
tion, said Hallicrafters was ahead of 
the rest of the industry in color ‘TV 
research. But he predicted that the 
color market would not hit its stride 
until about 1956 

“At that time the industry will en- 
ter into the greatest boom period it 
has ever seen,” Halligan told the dis 
tributors. He forecast a “bonanza” 
period which would last for 10 years 

“But nothing has been in 
vented to take the place of doorbell 
ringing and personal conversation with 
the prospect,” Halligan said, empha 
sizing that dealers should not let the 
manufacturer carry the burden of pro 
moting the product 

Other new company developments 
discussed by Halligan included. 

Transistors. Hallicrafters is a “full- 
vear” ahead of the rest of the industry 
in development of transistors, the tiny 
germanium crystals which do the work 
of vacuum tubes with less power, ac 
cording to Halligan. This is a result of 
the company’s million-dollar invest 
ment in research, 

Radio Sales. Halligan reported radio 
sales were up 94 percent this year. 
The company’s high-priced new world 
wide portable is being made and sold 
at the rate of 50,000 a vear with de 
mand “‘still increasing,” according to 
Halligan. 

Communications Receivers. Halli 
crafters six most popular communi 
cations receivers, heretofore sold 
through radio parts jobbers, will now 
be released through regular distribu- 


Headquarters for Show 





cnc PARKING 


MANAGEMENT OFFICE for 


SEPTEMBER, 


the First 


Annual 
proudly pointed to by Bill Scott, president of the Electronic Emp!oyers Association 
The show, which begins October 2 and ends October 11, will be at the Santa 
Monica pier on the Ocean front. Admiring the Los Angeles office is Spade 
Cooley, Western musician, left. 





DELICATELY CARVED new Hallicrafters 
clock radio of French provincial design i: 


displayed by model. Face of the clock, 
resembling a genuine period piece, is of 
spun brass and time setting indicators are 
in black scroll. The speaker is located in 
the top of the set, which will be on the 
market in October and will sell for ap 


proximately $59.95. 


tor-dealer channels. They are four and 
five band sets, plus an FM receiver 
covering police, weather and civilian 
defense calls. 

New Lines. A full line of eight basic 
IV models in 29 styles will be 
marketed by Hallicrafters. ‘Tuning 
controls are mounted on a dash-board 
like panel fixed at a 30 degree angle 
instead of perpendicular. Also shown: 
two self-contained high fidelity sys 
tems. 

Financing. A new dealer financing 
policy was announced. The company 
guarantees repayment of merchandise- 
secured loans made by banks to its 
dealers. Banks are not required to 
make fixed commitments of amounts 
to be used only tor Hallicrafters mer 
chandise. 


NRE 


National Electronic Show are 
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BEFORE THE SHOW: Raytheon president C. F. Adams, Jr., 
new Raytheon TV chassis to actor Edward Arnold 
to 


explains features of 
who presented the new line 
1500 distributors and dealers at national sales meeting last month 


Who's Afraid of Color? 


Not us, Raytheon officials tell 1500 dealers and 
distributors; firm plans te use color “leverage” to 
become “major factor” in the industry 


\ frank discussion of the means bi 
which the firm hopes to become a ma 
jor factor in the 
highlighted the 
meeting of the 


tepping-stone to industry leadership, 
\rgento explained. “Color television 
presents a tremendous leverage to Ray- 
theon, Companies who have tube 
facilities are bound to be the leaders 
in the held of color television. Ray- 
today the world’s largest 
manufacturer of special tubes and Ray- 
theon will be at the top when color 
television breaks.” 


television industri 
annual national sak 
Raytheon radio and 
television division Chicago _ last 
month 

Vice-president Henry I. Argento 
told 1500 distributors and dealers that 


‘Ravtheon intends to do what it takes 


in 
theon is 


to become one of the real factors in \n advanced research and develop- 
television we have the desire, the ment group whose primary job is color 
name and the start and the mone esearch has been set up, Argento 
with whicl lo it.” revealed 
vith which to do it revealed, 


\ key plank in the new Raytheon Raytheon’s television § division 


platform is the use of color I'V as a 


CX- 


panded its sales by two and a half 








AT THE SHOW: Lowell, Mass., dealer F. L. Monette, makes notes on prices and 


after new Raytheon line is unveiled 


feoture 
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eee 
Please note that all inquiries, Parts & Service 
wees i. Sei Orders for all Horton Products: Washers, lron- 
~‘) ))\\ _) ers, Dryers and Jacobs Launderall are to be sent 
SS i} 4 to our new Pittsburgh address. 
See A he Latest Price List for Repair Parts is available 


—if you have not received your Free copy— 
- write us. 
































TOPFLIGHT APPLIANCE 
MERCHANDISING MANAGER 


Major national manufacturer is creating 
important new position. Job entails crea- 
tion, administration and field application 
of program which will teach his 250 sales- 
men how to become merchandising con- 
sultants to a network of 10,000 key retailers. 
Merchandising experience on considered 
purchase, consumer items required. Age 
35-40. North-central location. Much travel. 
Write, 


Salary open. giving complete 


details, to 


P-8761, Electrical Merchandisine 
330 W. 42 St., New York 36, N. Y. 
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Tele Vue 


TOWER 


1H WE 
LE: 


Nationally Advertised, 
and Internationally 
Sold! 





Helps get clearer TV pictures! 


@ Easy installation 


! 
for one man 


@ Easy to 


antenna Or rotor 


service 


@ Neat Transit-wrap 
protects all the way 


@ Newspaper ad mats 
and Direct Mail 


pieces available to 


dealers 


EXCLUSIVE: 


Safety-Ratchet Reel 
for cable locks 
instantly if handle 
is released! 


TELE-VUE TOWERS, Inc 
701—49th St. S., 

St. Petersburg, Florida 
Eost Street, Erskine, Minnesoto 
2301 University Ave. SE., 
Minneapolis, Minnesota 


Increase YOUR NET PROFITS with this tower! 








e “Related - Item” 
Buying is 
Multiplied 


e Impulse Sales 
Increase Sharply 


“a 


Fur ‘Sit STORE FIXTURES 


Unlimited Flexibility. . . Individual Steps Removable 

Easy to Effectively Display Merchandise of any size or shape 
All merchandise is Easy-to-See. . .Easy-to-Handle. . . Easy-to-Buy 
More Selling Space. . .50% more than Conventional Equipment 
Brings you more money per square foot of floor space 

Sliding Doors in Base Permit Easy Access to Storage Space 
Expert fly built of Strong Veneers by Fixture Craftsmen, 

Beautifully finished 

Shipped Completely Assembled. . .Ready to Make 

Immediate Sales for You 

co. 702 COMMERCIAL ST. 


' ADD SALES CO. DATE 
§ 7O2 COMMERCIAL ST. 

* MANITOWOC, WIS. 

PLEASE SEND ME FREE FULLY ILLUSTRATED CIRCULAR ON 
FLEXO-STEP STORE FIXTURES WITH PRICE LIST 





wis. 


MANITOWOC, 


ee eee nem « 











CITY. ccccccccvcccccccces cccccecescccosocescoesessssoceccesecece 3 
Lo ananssasdecnasaweneuneunceesoas 
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AFTER THE SHOW: 


breath after presenting new Raytheon line at distributor-dealer meeting 


times during the past year, Argento 
said, and vice-president William F. 
Dunn told the Chicago group that 
‘our determination is to storm the 
top production ranks of the TV in 
dustry.” 

In discussing market problems fa 
ing the industry, Dunn said that the 
trade should continue to enjoy good 
business for the next six months “and 
probably for the next twelve.” He said 
that color receivers would not be on 
the market before next spring and re 
echoed Argento’s sentiments that Ray 
theon was in a position to capitalize 
on the appearance of color, 

In a line presented by movie actor 
Edward Armold (with supplemental in 
formation from William J. Helt, gen 
eral sales manager of Raytheon tel« 
40 models were unveiled. More 
than half are equipped with built-in 


vision 


VHF-UHF $2 channel reception fa 
cilities, operating on a single knob 
tuner Iwo models feature VHI 


sales manager William J. 








Helt relaxes and catches hi 


UHF-AM radio and phono, 


and four 


include VHF-UHF-AM radio with a 
phono jack. 
The line ranges from 17 to 24 in 


and aluminized tubes 
are available on some models at extra 


picture screens, 


cost. Suggested retail prices start at 
$199.95 and run to $595 with a full 


year's warranty on picture tubes and 


parts. Shown were ten table models, 
E 
28 consoles, and two radio-phono 
combinations 

George M. Hakim, director of ad 


vertising and sales promotion for Ray 
theon said that the firm was embark 
ing on “the most extensive advertis 
ing and promotion plan” in company 
historv. He said the industry faced 
three separate marketing problems 
(highly saturated metropolitan areas 
new markets, and single or dual chan 
nel markets adding a new UHF sta 
tion). The Raytheon promotion plans 
ire flexible enough to be used in any 


of these areas, he said 


3-D Success Story 
Columbia Records reveals some details of the 


success of its 360” hi fi phonograph and adds a new 
feature to the unit with a third speaker 


Last winter Columbia Records 
called the press into its New York 
headquarters and let them listen to 
something new in the way of moder- 
ately priced reproducing equipment 
the Columbia 360 record player. 

Impressed with the set’s perform 
ance, reporters wanted to know how 
many such units Columbia thought 
they might sell. Obviously not quite 
sure of themselves, Columbia officials 
hopefully predicted sales of 25,000 
units in the first year. 

Early last month Columbia held an- 
other press conference. They had 
something new—an_ external third 
speaker for the 360—and they were 
updating their production guess of 
last December. President James Conk- 
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ling reported that already the firm has 
sold 30,000 units and by the end of 
its first year on the market would have 
sold over 50,000. Something of a 
tribute to Columbia’s product is evi 
dent in the number of other manufac- 
turers now introducing similar mer- 
chandise, officials pointed out. 

The new external speaker plugs into 
the 360 by means of a jack. Provision 
for addition of the new speaker has 
been made in every unit marketed by 
the firm. Connected with the twin- 
side speaker system in the 360 
the matching XD unit approximates 
the life-like sound produced by bin- 
aural or stereophonic sound systems. 
Base and lower-middle frequencies 
orignate in the 360 while upper-mid 
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dle and high frequencies radiate from 
the external speaker. The XD unit 
is housed in a cube-like cabinet about 
seven inches on a side and is available 
in blonde, limed oak and walnut fin- 
ishes. An electric clock is built into 
the face of the unit, which has a sep- 
irate volume control. 

Phe price of the additional speaker 
is $24.95. 

Columbia also introduced two new 
models of the 360, which made its 
bow last year as a table-model unit. 
Now, it is also available as a con 
olette and as a portable. 


Debut of the 400 


Wilcox-Gay Corp. has entered the 
high fidelity field with a new table 
model automatic player for all type 
records. It is known as the Wilcox- 
Gay 400. 

The specially designed three-speed 
changer makes use of a turnover cera- 
mic pickup cartridge with sapphire 
needles, and a push-pull amplifier. 
I'wo side-mounted speakers feature 
\lnico magnets. 

Che cabinet is styled with a rounded 
front and has a built-in acoustic cham- 
ber. Loudness and treble control are 
located at the right side of the cabi- 
net. 

Irequency response of the unit is 40 
to 12,000 cycles. The four-tube ampli- 
fier delivers three watts of audio out- 
put. 

I'he 400, introduced at the Chicago 
Music Merchants Show, retails for 
$129.95, with a slightly higher list 
price for limed oak. The company 
expects to promote the hi fi set in 
general and class magazine advertising. 


TV Briefs 


@ LaPointe Electronics, Inc., has pur- 
chased Circuitron, Inc., manufacturers 
ot printed circuits, it was announced 
recently by Jerome Respess, president 
of LaPointe. Circuitron, presently lo 
cated in New Jersey, will be moved to 
Rockville, Conn., where it will occupy 
space in a factory building near the 
main LaPointe plant, Respess said. 


@ CBS-Hytron engineers have com 
piled a time-saving substitution chart 
for television picture tubes which is 
now available without charge from 
distributors or from the firm’s main 
office at Danvers, Mass. Use of the 
eight-page chart is expected to aid 
service men and dealers “in selecting 
possible substitutes for the confusing 
variety of ‘I'V picture tubes.” 


@Channel Master Corp. has an- 
nounced publication of an informa- 
tive new booklet, “Antennas and 
Boosters.” It’s purpose is to help in- 
stallation men understand qualities 
which determine the performance of 
I'V antennas and boosters. 


@ Pacific Mercury Television Manu- 
facturing Corp. has scheduled con- 
struction of a new 121,000-square foot 
manufacturing, engineering and office 


plant at Van Nuys, Calif. Eventually | 
all Pacific Mercury operations will be 


consolidated on the new site. 


| pends the modern, com- 
pact gas control for water 
heaters that’s solving automat- 
ic control problems for a 
steadily increasing number of 
manufacturers. And small 
wonder — the Model 50 Gasa- 
pack and your burner can be 
installed or removed for ser- 


are easily accessible for quick 
servicing or replacement. Not 
only that, this dependable con- 
trol gives you the safe, simple 
operation and uniform water 
temperatures that add real 
sales features to your heaters. 
Get all the facts about this 
trouble-free control. Write to- 





It’s the talk of the trade! 


Simple, efficient, one-unit water-heater control provides close, even temperature 
regulation . . . cuts installation and service costs 


vice as a single unit. All parts 














day for Bulletin ern cat 











Strap-on thermo bulb 
eliminates need for spud 
projecting into the tank, 
There's no possibility of 
water entering the gas 
line or of gas mixing 
with the water. 











Model 50 Gasapack can 
he mounted integrally 
with the burner. Thus, 
for servicing or install- 
ing, the complete as- 
sembly can be installed 
or removed as a unit, 





Only the Model 50 Gasapack gives you all these features. . 


@ COMPACT BODY SIZES... only 35% x 54% x 34. 
Permits neat, compact heater design and installa- 
tion, 


@ PRECISION MADE of non-corrosive material. Posi- 
tive seal valve seats, impervious to all gases. 

@ LARGE BUILT-IN PILOT FILTER reduces pilot outages 
from impurities in gas. Capacity 3 cu, ft. of air 
per hour at 70° F. 

@ SIMPLE WATER TEMPERATURE CONTROL LEVER — 
easy to set for warm, normal or hot operation. 

@ CONTACT TYPE THERMO-BULB clamped to outside of 


water tank maintains precise temperature control 


with complete safety in operation, 
THREE-POSITION CONTROL KNOB regulates main 
and pilot valves. 

100% SHUT-OFF SAFETY PILOT mechanism closes 
valve if flame is extinguished. 

PILOT MOUNTINGS and pilot burners can be adapt- 
ed to any water heater or burner design. 

PILOT AND MAIN ORIFICES instantly removable 
from front of control, Fast, easy changeover for 
any type of gas. No need to remove or dismantle 
control to suit varying gas requirements, 


A-P CONTROLS CORPORATION 


2400 N. 32nd St., Milwaukee 45, Wisconsin 


In Canada: A-P Controls Corp., Ltd., Cooksville, Ontario In™. For Export: 13 E. 40th St., New York 16, N. Y., U.S.A. 
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«++ Gases... Refrigerants 











Heleringer’s, Inc., Louisville, Kentucky 


AV youre on display 


with an open-vision Pittsburgh Store Front 





distinctive open-vision Pittsburgh Store lustrous, clean-cut Pittco Store Front Metal 


: | > . . , 
LA Front like this presents your merchandise glass-holding and decorative members 


to the public quickly clearly, impressively. Why don't you use the attraction power of a 


Even after closing time your appliance store modern Pittsburgh Store Front to pull more 


i ! ? For complete information 
goes right on selling business your way? Fon | 


Pittsburgh Products used in this modern on Pittsburgh Products as well as examples of 


ittention-getting installation include large other Pittsburgh installations, return the cou- 


panels of clear-vision Polished Plate Glass, and pon below. No obligation whatever. 











> ee es ee ee ee ee ee ee ee ee ee es eee 
Pittsburgh Plate Glass Company | 
‘ " I . Room 3330, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa 
| Store ronts Without obligation on my part, please send me a FREE copy | 
| e of your modernization booklet How To Give Your Store | 
‘ The Look That Sells 
and Interiors ania : 
ame | 
® el 

- by Pittsburgh RRR renee | 

e 4% 
| City State ..cccccccsece | 
_—™ i ae ceuiincuipnadabacimmemainuese 

PAINTS GLASS CHEMICALS BRUSHES PLASTICS FIBER GLASS 










PITTSBURGH PLATE GLASS 


CANADIAN PITTSBURGH 


COMPAN Y 


INDUSTRIES 


IN CANADA: 


LIMITED 
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@ Du Mont Television’s revised “Bluc 
book” of product and sales informa 
tion for television receiver salesmen is 
now available through distributors of 
the receiver division. This year’s 66 
page Bluebook has been divided into 
three separate sections, with particular 
stress on aggressive sell-ups and step-up 
sales, according to Dan Halpin, gen 
eral sales manager. 


@ Wincharger Corp., wholly-owned 
subsidiary of Zenith Radio Corp.. will 
construct a new manufacturing plant 
in the Sioux City, Iowa, area. The 
new factory will be located on high 
ground to be safe from flood waters 
that caused considerable damage to 
the Wincharger plant last June, off- 
cials said. 


Vote of Confidence 


The great majority of 5,000 tele 
vision set owners interviewed recently 
believe TV servicemen are “compe- 
tent, courteous, and prompt in an 
swering calls, and fair and reasonable 
in their charges.” 

Ihese were the results of a nation 
wide survey made by Elmo Roper; 
noted market research expert. The 
study was sponsored by RCA Victor 
ind the RCA Service Company. 

I. C. Cahill, president of the RCA 
Service Company, said in a letter to 
managers of Better Business Bureaus 
that the survey “represents a rousing 
vote of confidence from the people 
best able to evaluate 'I'V service—th« 
television set owners themselves.”’ 


Service Briefs 


@ A new booklet titled “How to Give 
Your Television Set the Service it De 
serves” has been prepared by the RCA 
Service Company. ‘The 12-page book- 
let depicts the television service tech- 
nician as a respected business man 
who has spent years in training and 
made a large investment to provide an 
essential service to the community 


@ RETMA, in cooperation with the 
Washington ‘Television Interference 
Committee, has prepared two educa 
tional aids on the causes and cures of 
IV interference for distribution to all 
I'V service dealers and technicians in 
the greater Washington, D.C., area 
\ number of causes of the T'VI prob 


lem are detailed 


Service School 


RETMA last month began recruit 
ing students for its first pilot training 
course for television technicians. The 
course will be taught in New York 
ind will get underway in September. 

RIT MA = member-companies have 
provided about $80,000 in money and 
equipment for the program, which is 
designed to develop an industry-ap 
proved upgrading course for ‘T'V serv- 
icemen to be used in trade and voca 
tional schools 

Applicants for th 


course WCrc¢ 


New York pilot 
limited to servicemen 
\pplica 
tion forms were distributed through 
set and parts distributors 


with three years experience 
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Sales: Higher than Ever 


Financial reports from 12 manufacturers disclose 
a steady upward climb in first half sales and profits, plus 
some predictions of continued new gains 


Record high sales for the first half 
of this year, or greater earnings than 
for the same period last year, were re- 
ported in recent financial statements 
issued by a dozen appliance, house 
wares, and TV-radio manufacturers. 

There were no decreases in earn 
ings listed in the 12 statements re 
leased to stockholders, though one 
firm reported a decline in sales. Eight 
of the 12 reported record first half 
highs and the remaining four said 
earnings were better than for the first 
six months of 1952. 

Here are short summaries of the 
individual financial statements re 
leased by the 12 firms: 

Motorola. First half 


sales were 


$109,532,968, compared with $69,- 


793,051 in 1952. This represents an 
all-time high for the radio-TV firm. 
Earnings after taxes were more than 
a million dollars higher than 1953. 
President Paul Galvin said he looked 
for a “satisfactory last half’ in tele- 
vision. 

Philco. First half sales were $238,- 
522,000, a record for any similar 
period in the company’s history and 
44 percent above the first six months 
of 1952. Net income after taxes was 
$6,900,000, than two million 
dollars over the same period last year 
President William Balderston forecast 


ord 


more 


in earnings and sales for 
the remainder of the year 


new re 


Westinghouse. First half — sales 
totaled $780,489,000, a= six-month 
high for th d 14.5 p 


cent over the same period last year. 
Net income was $35,660,000, repre 
senting about a four-million dollar 
President Gwilym A. Price 
said consumer products showed the 
largest gain over 1952. 

Magnavox. No first half figures re 
leased, but sales for the fiscal year 
ended June 30 were 62 percent higher 
than the previous 12 months. Presi 
dent Frank Freimann said the com 
pany’s sales for the year “will be ap 
proximately $60,000,000, the largest 
volume in our 34-year history.” He 
predicted “substantially” higher sales 
for the current fiscal year. 

Thor. First half sales totaled $19, 
300,529, compared with $14,422,251 
for the same period last year. Board 
chairman Raymond J. Hurley said 
profits for the 1953 period were 
$444,288, more than $100,000 higher 
than for the first six months of 1952. 

Sylvania. Net sales for the first six 
months totaled $149,092,932, an all 
time company record for a half-year’s 
operations. ‘This figure compared with 
$104,226,623 in the first six months 
of 1952 and $130,796,814 in the last 
half of 1952. Net income for the first 
six months was $5,169,092, 
cent higher than for the corresponding 
period of 1952. 

RCA. First half sales were $410 
686,162, representing a 34 percent in 
first half of 1952 and 
in all-time record volume. Earnings 
for the first six $38.- 


increase. 


cc? 
2£ pel 


rease over the 


months wer 


) 5, compared with $13,336,730 





THE ONE-MILLIONTH Mary Proctor Hi-Lo ironing table produced by Proctor Elec- 


tric Co. i presented to Mr 
f its information center. It was Mr 
1949 resulted in a bran 


Tier 


thot ir 
right Josept general 


strict manager 


ELECTRICAL 


1 new product for the 
mercnandis 


and Oswald MacCarthy 
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Paul Riedel, the company’s Mary Proctor and director 
Riedel’ 


; Original idea of sit-down ironing 
company Other left to 
Tom Kenna, Chicago 


listrict mar 


ing manager 


New York 


ager 


1953 


Model X$SSO 
with shelf, rotated 


Model 
XT500 


Sold throwgh recognised 


distributors amty! 


Universal 


WE WOODCRAFTERS nc. sce rowres non. 


ee ee and Vetevision industry 



















The First Truck 
Designed to Handle 
HOME FREEZERS 


and All Types of Domestic 
Appliances 

Escort’s Model DF-66 Appliance Truck 
was designed to eliminate all problems 
of appliance movers who must move 
everything from oversized home 
freezer units to pianos. 

Five big features including 2 sets of 
6” wheels and the famous roller-bear- 
ing Crawler Tread. 


Write for information and descriptive 
folder. 


tscort 


APPLIANCE TRUCKS 





los e 
Crawls U “8 rters 
——P ~Dow, ° 
* oo lair s 
STEVENS APPLIANCE TRUCK CO. 
Norton Road P.O.Box 897 Augusta, Ga. 
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BIRCH GAS LOGS 


Very attractive and practical. Model LB-24 Logs are so 
“birch-like” that it’s almost impossible to tell them from 
genuine logs. They sell on sight for around $38.00 retail. 


AGA _ approved LT », 
for all gases. ; 
24,000 BTU. Bar 
steel assembly, 
cast iron burner, 
brass valve. Size 
24” wide, 11” 
deep, 17” high. 





















Model L-24 Logs, some 
@s above but in “ook.” 


ORDER FROM 
YOUR JOBBER 


or write for litera 
ture on full line of 
Electric and Gas 


Heaters, lroners, etc. 








IT'S THE BEST 
OF ITS KIND 






with the New 
THERMADOR Automatic 
Radiant Heat Fan \ 


/ 


Order 
r'uHerMADOR Automatic Radi- 








A MUST [or 
the nev 


your fall heater line! 


heater your 
They'll see 


rmador’s intensive 


ant Heat Fan now — the 
customers will insist on 
advertis 
them two kinds of 
instant 


from The 
ing that it gives 
heat RADIANT 
with infra-red rays.. 





spot heat 
. CIRCULATING 


QUICK TURN-OVER 
HIGH MARK-UP 
LARGE SALES VOLUME 


quickly heats the entire room...with 


more safety and heating features. It 


costs them $29.95 (including govern- 
And you make the 


ment excise tax) 


money ! 











Order the new THERMADOR Automatic Radiant Heat Fan this Week 


HEAVILY ADVERTISED * WELL MERCHANDISED * WIDELY DISTRIBUTED 
Dealer Inquiries Invited 
THERMADOR Electrical Manufacturing Co. 


5119 District Boulevard * Los Angeles 22, California 
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over the 


same period of 1952. No 
figures available for RCA Victor alone 

Hoffman. Sales for the first half 
were $24,688,235, compared with 
$15,196,383 for the same period in 
1952. The figure is an all-time high 
Pre-tax profits for the first six months 
of 1953 were $2,020,525 


Stewart-Warner. All-time high sales 


of $67,338,941 for the first half of thi 
vear, compared with $62,201,606 for 
thi me per <d of 1952. James S 
Knowlson board hairman and 
president id “it appears that busi 
mi will continue good for the bal 
ince of this year 

Shick. Net sales for the first half 
we $7,213,323, compared to $5 
329,232 for the same period in 1952 
Profit before taxes was $1,194,269, 
compared to $1,116,288. 

Perfection Stove. Profits before 
taxcs imcreased 47 percent, from 


$769,334 during the 
to $1.136.640 for 
of 1953. President D 


“inprovement 


first half of 1952, 
the first six months 
S. Smith said 
during the 
will continue during 


evidenced 
first six month 


the second half of the year.” 
Nesco. Net earnings of $454,935, 
compared to $230,122 for the first 


half of 1952. However, sales declined 
from $15,978,943 for the first half of 


1952 to $15,671,111 for the initial 
six month period in 1953 
Battery Improved 

A new flashlight battery with a 


chemical sealant which prevents bat- 
tery leakage has been developed by 
Olin Industries, Inc. 

The new Olin leakproof battery 
contains ‘“‘solinite,” which prevents 
leakage under normal conditions and 
eliminates the need for thick insula- 
tion and for an outer metallic battery 
jacket 

Che largest 
history 


advertising campaign in 
of Olin’s electrical division is 


underway to promote the new battery 


Good Design Winners 





New Heater Plant 


A new line of major appliances will 
be produced at the $2,000,000 plant 
which Pennsylvania Range Boiler Co. 
plans to construct at Croyden, Pa. 

The first new appliance line to be 
marketed will be introduced early 
next year. Two other appliances will 
be introduced time in 1954. 
Currently, the company produces 250 
types of gas and electric water heaters 
bearing the Pennsylvania and Brad 
ford brands. 

Production of the company’s new 
lass-lined water heater will be shifted 
to the Croyden plant upon its com- 
pletion 


SOTNIC 


Stock Purchased 


Sale of 50 percent of the Derschug 
estate voting stock of the Easy Wash- 
ing Machine Co. to the Murchison 
Brothers, an investment partnership, 
was announced recently 


Murchison Brothers 1s 


a co-partne! 


ship consisting of John Dabney 
Murchison, 31, and Clint W. 


Murchison, Jr., 29, sons of Clint W. 
Murchison, prominent independent 
oil man of Dallas, ‘Tex. 

Following announcement of the 
sale, two new members were clected 
to the board of directors. ‘They were 
James H. Clark and William H. 
Bowen, executives of Murchison 
Brothers. 

W. Homer Reeve, president of Easy, 
said that except for the election of the 
two new members to the board of 
directors, the transaction did not affect 
the management organization, present 
policies or the future plans of the 
company. 

Murchison Brothers has substantial 
investments in more than 50 widely 
diversified business enterprises, in- 
cluding holdings in oil companies, 
banks, insurance companies, chemical 
companies, and a steamship lin 





NORGE TIME-LIME automatic washer and clothes dryer are examined by Edgar 


Kaufman, Jr., left, 


Clary, vice president of Norge 


director of the Museum of Modern Art, New York, 


and H. L 


The appliances have been selected for the Good 


Design display at Chicago’s Merchandise Mart 
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Long-Term Loans Up 


\ppliance manufacturers’ _long- 
term borrowing from life insurance 
compani nd other institutional in- 

Imost quadrupled between 
nd | ho 

\ ling to the 1953 Yearbook 
I te Placement Financing, 12 

manufacturers obtained 
10 of financing in 1952, as 
ins of $14,090,000 to 13 
inies in 1951. The latter fig- 


not include a $300,000,000 

loan to Westinghouse Electric Corp. 
L.argest loan in the appliance group 
52 of $25,000,000 
percent 25-year notes, placed 

ith several institutional investors for 
Manufacturing Co., makers of 
vacuum cleaners 


was an 1Ssuc 


wing machines, 
nd other appliances. 

Whirlpool Corp sold $9,300,000 
7 16-vear notes to three 


rs 
companies in 1952, ac- 


+ percent 


nsurance 


ding to the Yearbook, published 
by Ek. V. Hale and Co., Chicago pn 
cement specialists 


Consumer Report 


Good Housekeeping magazine re- 


ently released its 1953 consumer 
panel report on ranges, refrigerators 
and freezers, based on returned ques 
tionaires from 1,948 panel members 
The report shows that 61 percent 
of panel members questioned own 
gas ranges, 38 percent electric. If buy- 
ing a new range, 58 percent said they 


would get an electric one, and 38 pet 
it would prefer gas 
Ouestioned about freezers, the panel 
members reported a 49 percent owner 
hip—13 percent the upright type, and 
‘percent the chest type Of those 
to buy freezers, 50 percent 
the upright type, and 4] 
e the chest typ 


( 1 


for 


t he 


Promising Market 


he New Orleans appliance market 
expanding and has a promising fu- 


tu cording to a survey by New 


Orl Public Service, Inc. 
\ low saturation of clothes dryers, 
h freezers and ironers is revealed 
in the utility's study of appliance 
hip among its customers, “Op 
portunities for Electric and Gas Ap 
ice Sales in New Orleans.” Local 
1 cleaner saturation is only 32.5 


ent, compared with 59.4 percent 


17.. 
itionailly. 


N Orleans also is slightly below 
the national figure in ownership of 

f it and disposers. 

Other statistics show a 7.3 percent 
ncrea in residential electric cus- 
tom from 1950 to 1952; a shift of 
2.6 percent toward home ownership; 
nd a 10 percent increase in buying 
0 during the same two-year pe- 


riod. The New Orleans family budget 
weraged $3,812 in 1952, compared 
with $3,453 in 1950. 

“There are no real limits to selling 
in New Orleans,” reports the survey, 
which suggests an aggressive sales ap- 
proach in two directions: pioneering 
untapped markets and replacing pres- 
ent equipment. 
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the METROPOLITAN 
VHF Industry Standard 
$4.95 list 


the BULLSEYE 
Smart 
for all UHF 

channels $4.95 list 


compact 


UHF - VHF 


the SUPER BULLSEYE 


all VHF & 
channels $6.95 


For 


SUPER-BULLSEYE 


SELL MORE TV SETS IN EVERY MARKET 


If yours is a straight VHF city you know how the Radion indoor antenna has sold TV 


sets for you. One out of every six sets sold is installed with a Radion Metropolitan! 


Now, if your city has UHF or is adding UHF service to existing VHF there's a Radion 


to help you sell...to give you the advantages of low installation costs and manpower 


saved. Radion is THE quality name in the field...most popular for appearance and 


performance. Stronger signals and more sensitive sets make Radion indoor antennas 


more practical than ever for a majority of your installations 


Sell Radion and you sell the best...and the best way to sell TV in volume 


in every 


market—is with Radion! 


GET THE DETAILS ON ALL RADION ANTENNAS...SEND TODAY 











UHF 
list 


























THE RADION CORP. EM-9 
1130 W. Wisconsin, Chicago 14, Illinois 
Please send information on the Metropolitan___ the Bullseye the 
Super Bullseye to: 
Name sei lechastaieatiincliieiaea 
C6 | on ‘agate ec iE 
Address pe Ee 
) _— ae il pe ee” eer ee ee 
Export Sales Div: Scheel International, Inc., 4237 N. Lincoln Ave., Chicago 18 
In Canada: A.T. R. Armstrong C 50 St. Clair Ave., West, Toronto 
CALL RADION OR YOUR NEAREST REPRESENTATIVE: 
Leon Adelman Co Maury Farber ( Hy Mates 
25 Chittenden A 200 Hertel Ave Hobart St 
New York, N. Y Buffalo, N. Y I burgh, Pa 
George E. Anderson ( ,Mloyd Fausett & Son Paul Prietsch 
1901 Griffin St Pinehurst Ter. 8.W Western Merchandise Mart 
Dalias,Texa , Atlanta, Ga San Francisco, Calif 
arl Goetze 
Allan B. Carpenter C¢ ~~ an ¢ any $e Michael Scott & Co. 
802 12th St 26 , AY ”) Edmunds Rd 
. Kansas City, Mo 1 
Denver 4, Colorado Allan A. T. Armstrong Welles! Hills, Mass. 
Robert J. Chafte 0 St. Clair Ave Byron Me Donald 
235 N. Buffalo 8 Toronto, Ontario, Canada (07 Condon Ave 
Portland, Oregon Edward Hoffman Los Angeles, Calif 
i Harry W. Densham ( 1641 Sheffer St James Guttridge 
2 S. 17th St St. Paul, Minn. 1010 Vermont Ave 
Philadelphia, Pa Eugene Loeb Washington, D. C 
4 0 ‘ 5052 N. Shoreland Ave Mc : Sales ( 
Poe f . L.~. - Milwaukee, Wise. Mena Seles St. 
* Sh , Ht Export Sales Division re ’ 
Shaker His., 0 Scheel International, Inc uenen, 
4237 N. Lincoln Ave 
Chicago. U1 
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3 TOP VALUES! 


Son-Chief is made to sell fast to many! It's the line that looks 
good ...is good...and wears a mighty appealing price tag! 


MAGIC MAID 
POP-UP TOASTER 





SPEED-MASTER 
WAFFLE-GRILL 





FRI-MAID 
Super Size 
DEEP FRYER 





BACKED BY 40 YEARS OF MANUFACTURING “KNOW-HOW” 


SON-CHIEF Electrics, Due. Winsted, CONN. 





Model 
202 U-V 


Peak Performance for Indoor UHF 
and VHF Television Reception 


Now — the nationally advertised, consumer accepted 
HI-LO TV Indoor Spiral-Tenna is applicable for both VHF 
and UHF with our exclusive UHF antenna adapter from 
channels| 2 - 83.| But, you still get the volume by selling 
at the same low, low price. 


The Hi-Lo UHF antennae adapter is available 
seporately for all previous HI-LO antennas e 


List Price $2.00 
Sold by recognized jobbers 





U.S Patent No. 2,495,579 Conadian potents 195! other patents pending 


ORDER HI-LO UHF-VHF TV ites TODAY! 
2 TV ANTENNA CORP. 
feb pees Rovenswood © Chicago 13, Ilinois 
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Place $100,000 Order 





‘3 











AN ORDER FOR more than $100,000 worth of new General Mills home appliances 
is drawn up by officials of the S & M Distributing Co. of Minneapolis. General 
Mills recently unveiled a new line of food mixers, grill-waffle bakers, automatic 
coffee makers and fryer-cookers. Left to right: John Sieff, of S & M; Bert Count 
buyer for S & M; Phil Sieff, president of S & M; and Lloyd G. Hocraffer, regional 
manager for General Mills appliances 


New Look for the Kitchen 


Equipment developed after study at Cornell's 
Housing Research Center may be available in the near 


future on a commercial basis 


Just around the corner from the 
production line is a kitchen developed 
by the Housing Research Center of 
Cornell University. For a dozen years 
investigators have been plaving with 
ideas that are now maturing into what 
may be called the kitchen of the 
future 

American Central's fund started it 
1 dozen years ago. Since 1947 five big 


industrial organization have been 
ponsorimg th ictiviti Revnold 
Metal Co., General Electric Corp 
Sears Roebuck & Co., Monsanto 
Chemical Co., and the Cooperative 
Grain League lederation 


Some of the features incorporated 
in this new type of kitchen are: 


1. A kitchen full of cabinets and 


equipment you can_ tal with you 
when vou move, or rearrange when 
vou feel like it 

Counters you can adjust to your 


own height 
3. A waist-high 
crator 
+. Pull-out travs instead of shelve 
in vour kitchen cabinet 
5. Sink with chair and foot-rest. 
There is 


horizontal refrig 


a sink center, a stove cen 


ter, a miximg center, an oven refrg 
erator and a serving center. Equip 
ment is stored in these units on a 
point of first use principl 

Each of these five units can be had 


eparately when the kitchen goes on 
the market. ‘Thev are arranged to fit 
1 kitchen Sxl2 ft. in size, can be 
grouped into an L- or U-shape. Each 
center has a lighting fixture supplving 
illumination. Each counter top can 
be adjusted to the height best suited 
for use. A range surface and kitchen 
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ountcr should be lower than vour 
sink top and serving counter, Cornell 


home cconomists at the Cornell 
inch center 

Doors on upper ¢ ibinets slide back 
il forth, and are made of plasti 
wer 

\t the back of the sink, flanking 
the faucets, are long narrow bins for 
MPs, ind for vegetabl like on 
ind pot toc 

he oven refrigerate enter ha 
horizontal refrigerator with pull it 
trays instead of shelves. The o 

ust high 


Glenn H. Beyer heads the research 
enter. Chances are, he says, that in 
the near future designs worked out at 
Ithaca will be available commercially 
to home owners. 


Markets Studied 


Illinois Daily Newspaper Markets 
Inc., has completed its eighth annual 
Ilinois consumer analvsis for 29 Hh 
nois markets, excluding the metro 
politan Chicago area 

Included in the 1953 report ar 
tatistics on ownership of cooking 
washing ma 
chines, and other consumer product 
Results were on the basis of brand 
preferences of those 
iles volumes. 


ranges, refrigerators, 


interviewed, not 


Home interviews were made by sp 
cial interviewers with « 


1] 


ills prorated b 
sections of each city in proportion to 
population in order to secure con 
sumer information Phe surve' 
covered areas with a total population 
f 1.068.872 
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Building Good Will 


\ housewares chapter of the Na- 
tional Conference of Christians and 
Jews was organized by 100 representa 
tive leaders of the industry during the 
}1ousewares Show in Atlantic City. 

Elliot V. Walter, vice president, 
Macy’s, New York, was named chair- 
man of the chapter, which will estab- 
lish founding memberships with a 
$100 entrance fee. 

All proceeds raised by this mem 
bership plan will be turned over to 
support the program of the National 
Conference of Christians and Jews, 


Walter said. 


Resumes Production 


Cory Cerp. has resumed production 
of its Cory electric coffee grinder 
and will be able to deliver them about 
September 15, J. W. Alsdorf, presi- 
dent of the Chicago firm announced 
recently. 

The Cory electric coffee grinder 
will be identical to the previous 
model. It will be known as Model 
DEG and will retail for $29.95, tax 
included, Alsdorf said. 


LETTERS 
To the Editors 


We would like to ask for a correc 
tion of a mis-statement made in your 
article “You Will Seli Power Tools 
Next’ appearing in the August issue 
of your magazine, relating to Cum 
mins’ discounts and method of dis- 
tribution. In each case the discount 
tated and the method of distribution 
is contrary to fact, and we find it hard 
to understand how such a conclusion 
vas drawn from the report you r¢ 
quested of us back in April. 

Your article stated that Cummin 


listribution was “‘direct’. Cummins 
do not now and never has sold re 
tailers direct—our distribution alway 
h been and will continue to be 
through leading hardware jobbers 


throughout the country 
Our discount was also misstated, and 


ve would like this corrected to our 


proper terms, which is 30% to recog 
nized retailers, which discount is of 
fered by the leading hardware jobbers 


that we have established in practically 
very city in the United States 

We would like to repeat again, a: 
we told you in our survey, the elec 
trical appliance dealers have proved 
desirable outlets and we are sure that 
the hardware wholesalers now han 
dling our line would welcome inquiries 


from sood applian ¢ dealers 
We would appreciate it if you would 
publish this correction in your maga 


zine to eliminate any confusion of 
misunderstanding that might have 
een caused by your article, and verify 
the fact that the Cummins line is 
offered to retailers on a 30% discount 
vasis through established hardware 
obhbers 
Very truly yours 

Cummins-Chicago Corp 

J. H. Slingerland, 

Vice President & Gencral 

Sales Manager 








£ @@ Remember... if it’s 
/ FIBERGLAS - insulated, 


that’s a 
good sign of quality!9® 








EVERY SUNDAY AFTERNOON, FIBERGLAS* PRODUCTS ARE 
ADVERTISED TO MILLIONS ON ““ARTHUR GODFREY DIGEST’ 


Broadcast by the entire CBS Radio Network of over 200 stations 










OWENS-CORNING 


FIBERGLAS 


Now more than ever, 
A swell feature to have... 


A swell feature to sell... 


OWENS-CORNING FIBERGLAS CORPORATION 
Dept. 104-1 Toledo 1, Ohio 


*Fiberglas is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with fibers of glass 
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Customers everywhere are clam- 
oring for this sensational new 
home ice cream freezer. And no 
wonder! This marvel 


ENTERPRISE 
home acl 
ICE CREAM FREEZER 


© Makes delicious ice cream automatically. 
e No salt! No ice! No mess! No cranking! 
e Works in any electric refrigerator. 


Compact, portable metal case is easy toclean 


i or > 
* Guaranteed by * 
Good Housekeeping 

















For your share of profits, call your distributor 
or write us for full information today! ¥ 


Cy 
, , 
45 soveanisto 


Makes 9-12 Servings (1'/2 quarts) 


Underwriter’ 


$ 9 RETAIL Laboratory 
Fed. Tax Approved 
Included 


Nationally Advertised! 


The ENTERPRISE MFG. CO. of PA, “som 





every home 
farm, office, business 

is already wired for Port-A- 

Phone each a live prospect 


for volume sales 


talk and listen 
WITHOUT WIRES 


just plug in and 










low-priced for mass sales Two 
units, complete, ready to use 

suggested list price, only $84.50 
pair. Additional units $42.25 each 
(slightly higher west of the Rockies 


end in the South) 


* NO WIRES... 
NO INSTALLATION 


* JUST PLUG IN 


* DESIGNED TO BLEND with 
any furniture 


* COMPLETELY PORTABLE 


* WORKS ON STANDARD AC 
or DC CURRENT 


* ECONOMICAL TO USE 








Available at leading distributors everywhere 


Write for “hard-hitting” sales literature 


A few choice territories still available 
for experienced representatives. 


ENGINEERING & MFG. CO. 


8026 N. Monticello Avenue * Skokie, Illinofd 


p (Chicago suburb) 
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Short Cut to Shipment 
































PARTIAL UNPACKING is all that’s necessary for final assembly of Hunter attic 


ventilating fan, shown here in unique new wire-bound packing case. A twist of 


the pliers 


Tenn., plant, from Indiana factory 
operation. 
dealer 


unit is shipped from factory t 


Manufacturer Briefs 
@ hive 


subsidiaries 


manufacturing and_ research 
of the International ‘Tek 
phone and ‘Telegraph Corp. have be 
come divisions of the IV&T) system 
by action of the stockholders. ‘Uh 
are Capehart-Farnsworth Corp., Fort 


Wayne, Ind.; The Coolcrator Co., 
Duluth, Muinn.; Federal ‘Telecom 
munication Laboratories, Inc., Nutley, 
N. ].; lederal lelephone ind Radio 
Corp., Clifton, N. J.; and Kellogg 


Switchboard and Supply Co., Chicago 
@A new $325,000 


General Electric tube warehouse at 


Easy to Clean 





removes four-sided wrap-around mat after fan shell arrive: 
Top and bottom stay bolted t 
Wrap-around mat is quickly wired into place after final assembly and 


with 


iddition to the 


at Memphis, 
shell throughout 


4 


7 minimum f packing and unpacking 


Clifton, N. J., is scheduled to be com 
pleted in mid-September. ‘Th 
construction will add 46,000 square 
fect to the existing 50,000 square feet 


new 


of floor space in the warehouse, mak 
ing it one of the largest electronic tube 
warehouses in the world, General 
Electric officials said 


@ Permaglas-Heating division of A. O 
Smith Corp. is constructing a $190, 
000 one-story warehouse to store 
more than 15,000 finished water heat 
ers at Kankakee, Il. ‘The additional 
48,000 square feet will double the 
present inventory-on hand capacity of 
5.000 units 


DEMONSTRATION KIT illustrating the advantages of porcelain enamel finishes 


is shown in operation above. The Porcelain Enamel Institute designed the kit 


Refer to 


for distribution to salesmen 
page 218 
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DISTRIBUTORS 
APPOINTED 





Admiral Corporation 

Announ nent has | n made of 
the appointment of thi new distri 
butors tor Admiral 

Pacific Appliance Distributors, Inc., 
Santa Barbara, Cal. 

Capitol Appliance Co., Indianapolis, 
Ind. 

Salisbury Distributors, Inc., Spo- 
kane, Wash 


Arvin Industries, Inc. 


['wo new distributors have been 
named to represent the company. 

Banks-Miller Supply Co., Hunting- 
ton, West Virginia 

Gross Distributors, Inc., New York, 
, e © 


Bendix Home Appliance Div., 
Avco Manufacturing Corp. 

Electric Appliance Distributors of 
Louisville, Kentucky have been ap- 
pointed Bendix distributors in that 
state, and the southern tier of In- 
diana counties 


Capehart-Farnsworth Corp. 


[Three new distributors have been 
named to handle the company line of 
television and radio 

Krug Distributors, Inc., Newark, 
N. J. 

Swanson-Nunn Sales Co., Evans- 
ville, Ind. 


Hawaii Piano Co., Honolulu, T.H. 


CBS-Columbia, Inc. 


Three new distributors have been 
appointed 

Pugh Furniture Co., Charleston, 
W. Va. 

Strauss-Bodenheimer Co., Houston, 
‘Texas 

Love Electric Co., Portland, Ore. 
Dazey Corporation 

Simpson & Co., New Orleans, La., 
and Memphis, Tenn., has been 


handle the company line 
in the southwest 


named t 


Crosley Div., Avco Mfg. Corp. 
George L. Johnston Co., Detroit, 


Mich., n named exclusive dis 
tributor for the division in the 
Detroit 


Deepfreeze Appliance Div., 
Motor Products Corp. 
Schueler-Dollar Distributors, Fort 
Wayne, Ind. have been appointed to 
cistril Deepfreeze produ ts 


Dexter Company 


Announ nt has been made of 
he appointment of two new distribu- 
tors 
Stubbs Electric Co., Portland, Ore. 
Badger State Distributors, Milwau- 
kee, Wisc. 


General Electric Co. 


Albany Hardware & Iron Co., 
Albany, N. Y. will distribute G.E.’s 


household appliance line in the area 


Hamilton Mfg. Corp. 


Remco, Inc., Chicago, IIl., has been 


named a distributor for the company. 





Tele Ku introduces 





Here Are Only A Few Of TELE KING’s 
Sure-Sell Features! 


®@ Bigger, Clearer Picture! 
Rectangular screen. 

@ Continuous, BUILT-IN UHF 
All Channel Tuning!* 
No Strips ...no additions needed. 











® Super Cascode Tuner! 





®@ Directional Sound! 
Auditorium tone quality. 
® Handsomely Styled Cabinets! 








all this and more... 
plus the biggest 
mark-up in television! 


TELE KING offers 17”, 21”, 
24” and 27” TV with all of these 
sales-attracting features. 


*Available at a sn 





ill added cost! 





Zt 
CORPORATION 
601 West 26th Street, New York 1, N. Y. 





e * ; : 
the NEw Wee Keg Sociiinen{<fimne 
a —s Year-R " 
| NOW the only AIR CONDITIONER that has 
the BIG TWO. ... in ONE unit... . AT NO EXTRA COST! 


; © coors in Summer... ZG in Winter! 













PA gan ee. Autometi c “Clim rate 
a (2) > “glue ¢ BY : 1.” . - +, 

Ae oe led ORE OL > fe MCT tl le eee ge 3 *. a Sg ie. J 
Ya ton “Weatherking’ also available, with all “Year ‘Rounder’ features except heating 


Te 5-YEAR WARRANTY! 


beats the heat of competition with the line that beats oll! 
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Speeds 


installations and 


repairs! 





Eliminates 


| costly call-backs! 
















mPROB 
Wr, 


VOLT-AMP TESTER 





Now you can equip every one of your 
service men with this time-saving 
pocket tool. The Amprobe Junior pays 
for itself the first month alone by taking 
the guesswork out of installation 

and servicing jobs. When your service 
man “Amprobes” it, he gets it right 
the first time and eliminates costly 
come-backs. One pocket size tester does 
the complete job: measures current 
instantly without shutdowns; measures 
voltage accurately on a full-size 
calibrated scale without guesswork. 


Write today for Catalog No. 132. 
Pyramid Instrument Corp., Lynbrook, 
N. Y. (Export Div.: 458 B’way, 

N. Y. 18. Cable: Morhanex). 


PICK THE RANGE THAT FITS THE JOB: 


MODEL “10”: 0-10 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “25”: 0-25 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “50”: 0-50 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “100”: 0-100 AMPS AC. 0-125/250 VOLTS AC. 


Other ranges for specific requirements also available 
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INCLUDING 
VOLTAGE 
TEST LEADS 
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Hoffman Radio Corp. 


Three distributors have been named 
bv the company. 

Savage & Son., Inc., Denver, 
Colorado 

Midland Electric Co., Cleveland, 
Ohio 

Sacks Electrical Supply, Akron, 
Ohio 


Kelvinator Division, 
Nash-Kelvinator Corp. 

Gerlinger Equipment Co., ‘Toledo, 
Ohio will distribute the Kelvinat: 
and Leonard line in the area 


Manitowoc Equipment Works 


Wallace Hardware Co.,  Inc., 
Morristown, Tenn., has been named 
a distributor 


Murray Corp. of America 


The corporation has announced 
the appointment of several new dis 
tributors. 

Philadelphia Distributors, — Phila- 
delphia, Pa. 

Allied Appliances, Inc., Denver, 
Colo. 

Associated Suppliers, Inc., Eugene, 
Ore. 

Peter Medema and Sons., Inc., 
South Bend, Ind. 


Quicfrez, Inc. 


Quicfrez has announced the ap 
pointment of 18 new distributors 

Baltimore Refrigeration Supply Co., 
Baltimore, Md. 

George J. Schultz, Inc., Norfolk, 
Va. 

Montague Brothers, Inc., South 
Hill, Va. 

George A. Pullen Co., Denver, Col. 

B. and M. Electrical Distributing 
Co., Rock Island, Hl. 

Gill Brand Products, Inc., Portland, 
Me. 

Artcraft Electric Supply Co., Salis- 
bury, Md. 

Upstate Distributors, Inc., Syracuse, 
3, Ae € 

Gilbert Brothers, Inc., Portland, 
Ore. 

Bader and Fox, Portland, Ore. 

Food of the Month Club of Ore., 
Portland, Ore. 

Schwary Brothers, Portland, Ore. 

Refrigerative Supply Co., Portland, 
Ore. 

H. P. Distributors, Camp Hill, Pa. 

Dyke Motor Supply Co., Pitts- 
burgh, Pa. 

Food of the Month Club of 
Seattle, Seattle, Wash. 

Refrigerative Supply Co., Seattle, 
Wash. 

Home Electric Co., Tacoma, Wash. 


Radio Corp. of America 


Four new distributors have been 
Nn med 

North Pacific Supply Co., Portland, 
Ore. 

Dulaney’s of Texas, Inc., Amarillo, 
lex. 

Carson Distributors, Inc., Saginaw, 
Mich. 

Ward ‘Terry & Co., Denver, 
Colorado 


Preway, Inc. 


Delta Hardware Co., Escanaba, 
Mich., has been named to handle the 
company’s product in upper Michigan 
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GLUTTONS * 
PUNISHMENT 





\ 
CORD SETS \ ~ 
for every possible need 4 
Widely used as standard 
by foremost manufacturers. 
For particularly exacting 
uses, specify COROPRENE, 


the neoprene jacketed cord 


S\ 


Ze 
' 


= 


re. 
ke 


” 





CORDS 


FLEXIBLE 


Dy 


CORNISH WIRE COMPANY, w: 
50 Church Street. New York 7, N. Y. 
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Republic Steel Kitchens 
Two concerns have 
public’s distributor chain. 
Modern Kitchens, Inc., Washing- 

ton, D. C. 


Remco, Inc., Chicago, Il. 


joined Re 


Revco, Inc. 


Two new distributors 
named by the company. 

A & M Distributing Co., Louis- 
ville, Ky. 

White Auto Stores, Wichita Falls, 
Tex. 


A. O. Smith Corp. 


The distributor organization of the 
company’s Permaglas-Heating Division 
has been increased by 
members. 

Peninsular Distributing Co., De- 
troit, Mich. 


have been 


seven new 


Harris Distributors, Inc., Little 
Rock, Ark. 
Southem Wholesale Co., Inc., 


Shreveport, La. 

Hyde Plumbing Supply Co., Mas- 
sena, N. Y. 

S. & M. Supply Co., Eau Claire, 
Wisc. 

Farris Plumbing Supply Co., New 
Orleans, La. 

Rumbold & Co., Atlanta, Ga. 


Steelman Radio & Phonograph Co. 
Two distributors have been named 
to handle the company line. 
Richard R. Legg Co., Portland, Ore. 


Ward Paden Co., Jefferson City, 
Mo. 


Thor Corporation 

Gustav Hirsch Organization, Inc., 
Columbus, Ohio is a newly appointed 
distributor for the corporation 


Tracy Kitchens 

Zork Hardware Co., El Paso, Texas, 
has been appointed a distributor for 
[racy Kitchen Products 


Harderfrez Div., 
Tyler Fixture Corp. 

Modern Appliance and Supply Co., 
New Orleans, La., has joined ‘T'yler’s 
chain of distributors. 


Westinghouse Electric Corp. 

Three 
pointed 
house. 

United Hardware Distributing Co.., 
Minneapolis, Minn. 

Pacific Wholesale Co., San 
cisco, Cal. 

Peaslee-Gaulbert Corp., Louisville, 
Ky. 
Whirlpool Corp. 

Goldberg Co., Inc., Richmond, Va., 
has been appointed a distributor for 
the corporation, 


companies have 


been ap 
distributors — for 


W esting 


l'ran- 


Raytheon Manufacturing Co. 


Higgins Distributing Co., Balti- 
more, Md., has been appointed a dis 
tributor for Raytheon 


Sylvania Electric Products, Inc. 
l'aylors, Inc., Dallas, ‘Vexas, has 

been appointed a distributor for the 

company 

Vocaline Co., of America, Inc. 


Graybar Electric Co., Inc., Long 
Island City, N. Y., has been named to 


handle the company’s product 


1953 


to appliances during movement and handling .. . 
premises during delivery. 


customers’ 





Build prestige with clean, modern Slingabout pro- 
tection. These sturdy Webb canvas jackets prevent damage 


and to 
Slingabouts are 


thickly padded, flannel-lined and equipped with strong 
handsling for damage-free maneuvering through narrow 
halls and doors. Slingabouts slip on and off easily, and 
can be used repeatedly for years of clean, protected 
delivery. Ask about Wrapabouts for TV sets. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 


Make 
Name 
Address 
City 


DRY-R-X Got what you WANT 


Clothes Dryer Exhaust 


VENTS 


Help Satisfy Dryer Customers 





Freeze Proot 
DRY-R-X 


@ Your clothes dryer prospects have 
heard about moisture, heat and lint. As- 
sure them they'll have no problem. . 
install Dry-R-X. 


@ A Dry-R-X exhaust unit is the simple, 
economical way to vent most makes of 
clothes dryers. All aluminum, it’s rust, 
weather and insect proof. New self- 
thawing feature eliminates any dangers 
arising from a frozen damper. 


@ Dry-R-X kit 
contains (A) 
Hood welded 
to 6” square 
mounting 
plate (B) Au- 
tomatic damp- 
er (C) 12 in- 
ches of 3” 
starting ipe 
(D) Finishing plate. 
Kit, with sufficient 
pipe itor average 
installation, lists at 
about $8.50. 





See your supplier or write us 


DRY-R-X COMPANY 


5521 Code Ave., Minneapolis 10, Minn. 





Refrigerators 
Range 
Washer 
Radio 
Check Tv 
Appliance Other 


(please specify) 


State 





MOVER 


Compicte Line 
Top Pertormance 
Profits 


Wator Coftowor 


{t's MODERN todoy—for softeners thot SELL! 
Because MODERN gives you ... a complete line, 
finest quolity materials and construction, exclusive 
features, dependable performance, profitable 
prices. Check MODERN— and see! 


« Complete line—auto- © Triple-duty minerals 
matic electric, single —to soften, remove 
control, brine tank, iron, filter out sed- 
and dry salt models. iment. 

¢ Domestic sizes from Extra heavy gauge 
30,000 to 100,000 steel tanks, electric- 
grains capacity. Com- ally welded and hot 
Soreial sizes to dip galvanized inside 
1,000,000 grains. and out. 

Attractive, clean- 

lined designs—hand- 

coney finished in 

white baked enamel. 

© Liberal 2 ag writ 
y. 







ten warran 
e Every unit priced for 
profits. 


WRITE FOR 





DETAILS 


AND PRICES 


MODERN WATER EQUIPMENT CO. 
Dept. EM, West Chicago, lilinois 
WATER SOFTENERS + FILTERS +» WATER HEATERS 
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Condi ti 





AIR 
oner 



































The market's everywhere, 


very aif conditioner needs one 
without it 
dirt 


protects against rain, 


in @ jitty-—tits 
self-extinguishing 


pertectly 


Neutral tone 


stays 


retail from $6.45 to $8.45 
Write for price list 


INTERNATIONAL AIR CONDITIONER COVER 
New York 12, N. Y. 


39 Gt. Jones St., 


a 
bd 
’ WAHL 


World's Largest Manufacturers 


of ELECTRIC HAIR CLIPPERS! 


e ELECTRIC HAIR CLIPPERS 


@ PORTABLE HAIR DRYERS 
@ POWERFUL VIBRATORS 


% © COMBS © SHEARS 


SSeS 


Ne 


~ 
7" 


a 


S 








ry FOLDERS 





A 
— 


“How to Cut Hair at ieomee” 
FREE DISPLAY AND MATS 


The WAHL line of Home Hair 
Cutting products offers excep- 
tional profit possibilities. Com- 
plete kits, individual clippers or 
other products 

All high quality 
professional type 
Send for full details 
gation 


but low priced 
equipment 
no obli- 


WRITE FOR DETAILS 





Please send f eta 
Home Haw cutting 
pr t 


City 






WAHL CLIPPER CORP 


Sterling, 
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COMPLETE KITS FOR 


HOME HAIRCU Le 





ready and waiting, 
—— for these new International Air Conditioner Covers 

every owner can't 
, drafts and 
Fits all air condi 


snow, 
saves costly servicing and repairs 

tioners (21 custom made models to choose from) 
Waterproof, 
durably 


, FULL PROFESSIONAL QUALITY: y 








hotnciterdiinbainaial 


and ever 


flame-resistant, 
stitched with 
black plastic binding and reinforced with stitched-in metal 


individually boxed in envelope type package 





do 


Attaches 


To 









NON-STOP 


IRONING 
with FEATHERWAY 






Easy Filling with Amazing 
Featherway THERMOFIL 


Now you can offer instant Non-Stop 
ironing with Thermofil. This smooth 
operating valve allows 5 second refill- 
ing for practically continuous ironing. 


Check these Advantages! 


Exclusive manufacturers of automatic dry 
and steam irons, Feather Way offers out- 
standing sales features like these: 


Super heated —m, 

penetrates ahead of | 

ironing surface to re- | 
move dry wrinkles re- 
sulting from automatic 
dryers. 
tested 





Every iron plant- 


| Also available, Feather 
Way Electric tron, quar- 
anteed finest on market 


NEW POSITIONS 





Thor Corporation 






HENRY C. BUCKINGHAM 


Election of Henry C. Buckingham 
is president of the ‘Thor Corporation 
has been announced. Buckingham 
succeeds the late John R. Hurley who 
recently died. The new president had 
been vice president in charge of plant 
operations since 1948, and has been 
with the company since 1935 


Ryan Industries, Inc. 


Pennsylvania Range 
Boiler Company 








HARRY LASKY 


Announcement has been received 
of the appointment of Harry Lasky 
as general sales manager of the Penn- 
sylvania Range Boiler Co. Lasky 
comes to the firm after serving as 
vice president and general sales man- 
ager of Raymond Rosen & Co., Phila- 


delphia distributors 


Free Sewing Machine Corp. 





Cc. T. STAFFORD 


C. 'T. Stafford has been named as 
general sales manager for the firm 
according to a recent announcement. 


In his new position Stafford will have 
of markets, merchandising, 
idvertising and sales promotion 


ch ITZ 
and 


Murray Corp. of America 


Howell Castleman has been named 
is district sales manager for the com 
pany. Castleman’s territory will cover 
the state of ‘Texas, Oklahoma, Arkan 
sas, Louisiana and New Mexico. 


Ben-Hur 
Ralph C 


pointed as 
manager for 
Deuster will 


has been 
district sales 
home freezers. 
Wisconsin and 


Deuster 
Milwaukee 
Ben-Hur 


COVeT 


ap 





for uniform heat, sue 
perior construction! 


Bonus Extras! 
Because Feather Way produces only irons, we 
can offer: A superior iron at competitive 
prices, better profit margin, increased turn- 
over, smaller inventory, less service problems, 
bigger profits Already, more than 500,000 
satisfied Feather Way customers. 


Please send catalogs and prices. 


AMERICAN THERMO APPLIANCE CO 
Grafton, Wisconsin 





the 
| svivania 


upper Michigan for the company. 


Stromberg-Carlson Co. 


Ulrich, Jr., has been 
1 sales representative for 
company in northwestern Penn- 
and the adjoining New York 


Ludwig J 
named as 


counties 


SEPTEMBER, 
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IRVING X,. BURG 


\ppointment of Irving X. Burg as 


general sales manager for the com- 
pany has been announced. Burg ad- 


vances from his former position as 


director of promotion and advertising. 


Norge Division 
Borg-Warner Corp. 


Appointment of John D. Newell as 
a field representative for the division 
has been announced. Newell’s head- 
quarters and territory will be out of 
Minneapolis, Minnesota 


Cory Corp. 


J. W. Wallace has been named east- 
ern division sales manager for Cory 
Corp. He has been with the firm eight 
years, most recently as sales manager 
of its midwest division. 


Hoffman Radio Corp. 


The appointment of James Crowe 
as mid-west district sales manager for 
the company has been announced. 
Crowe will make his headquarters in 
Kansas City, Mo. 










MERCHANDISING 








IT MAY BE : 
‘*Lovely To Look At’’ ' 


ghee 


“4 A 
<4 Fails ...So Does Your 
F Reputation 





Be Sure. . - Demand 
UNILECTRIC Wiring Systems 


in the products you sell 


For over 10 years UNILECTRIC has been 
“Wiring Headquarters” for the nation’s 
electrical industry. Over 130 leading man- 
ufacturers of refrigeration and other elec- 
trical appliances protect their products 
with UNILECTRIC Wiring Systems. 
Be sure of dependable 
in the products you sell by demanding 
UNILECTRIC Wiring Systems. 


performance 


There ‘is only ONE 
Standard of Quality at 


UNILECTRIC 














This intricate wir- 
ing harness for a 
jet auto pilot must 
meet the most 
tigid specifica. 
tions. A pilot's 
life and perhaps a 
major battle de- 
pend on if. 













The same work- 
monship . . the 
same standards of 
quality protect 
your product wir- 
ing and your pro- 
duct’s reputation 
for derendobility. 


BE SURE 
Make the 
UNILECTRIC 
Quality 
Standard 


Today millions of 
UNILECTRIC Wir- 
ing Systems pro- 
tect the perform- 
ance of over 190 
brands of appli- 
ances. 


YOUR Standard 


Investigate UNILECTRIC Today! 


Wore SYSTEMS 


UNITED MANUFACTURING & SERVICE CO 


South 6th Street . Milwouk 





ELECTRICAL 
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Avco Manufacturing Corp. 





PARKER H. ERICKSEN 





H. P. BULL 


Parker H. Ericksen, newly ap 
pointed director of sales for the 
Crosley and Bendix Home Appliances 
divisions has recently been elected as 
a vice president of Avco 

Phe appointments of ‘'T. 1. Mason, 
H. P. Bull, H. FE. McCullough and 
W. A. MacDonough to top posts in 
the newly consolidated sales depart 
ments of the company’s Crosley and 
Bendix Home Appliance divisions hav« 
ilso been announced. Mason has been 
named director of kitchen appliance 
sales for both divisions; Bull to a like 
post for laundry sales; McCullough as 
director of Crosley 
MacDonough as 


clectronic sales; 


advertising director 


Whirlpool Corporation 





ROBERT E. BECKWITH 


Robert E. Beckwith has been ap 
pointed director of market research 
for Whirlpool Corporation. Beck- 
with comes to Whirlpool from Flex- 
onics Corporation, Chicago, 
he was sales promotion manager 


where 


1953 





Counselor 


THE SCALE THAT 


tla The leuiite 


ANNOUNCES 
THE BIGGEST 
NATIONAL 
ADVERTISING 
CAMPAIGN 
IN SCALE 
HISTORY! 











W. A. MACDONOUGH 





INCLUDING 


FULL PAGE, 2-COLOR ADVERTISEMENT 


THE SATURDAY EVENING 


POST 


DECEMBER 12th ISSUE 
AND 
HALF-PAGE, IN COLOR, NOVEMBER 28th 


plus. 


LIFE 
NOVEMBER 23 — Half-Page in Color 
DECEMBER 7 — Half-Page in Color 
BETTER HOMES & GARDENS 
NOVEMBER — Full Column 
DECEMBER — Haif-Page in Color 
HOUSE BEAUTIFUL 
NOVEMBER — Full Column 
DECEMBER — Hailf-Page in Color 
SUNSET 
NOVEMBER — Full Column 
DECEMBER — Page in Color 
GOOD HOUSEKEEPING 
NOVEMBER — Full Column 
DECEMBER — 2-Columns in Color 


thy bl UG oy 





H. E. McCULLOUGH 


Hallicrafters Co. 






Model 239 
J Retail $7.95 
Denver, West, 30< higher 


COUNSELOR 
oR 


Good Housekeeping 


“ 
Pas corinne 


A. RAYMOND BERMOND 


A. Raymond Bermond has _ been 
named advertising manager of the 
radio division of the Hhallicrafters 
company. Bermond takes over his new 
duties after serving as assistant ad 
vertising manager for several years. 





THE BREARLEY CO. 
ROCKFORD, ILLINOIS 
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FACTS YOU 
SHOULD KNOW 
ABOUT UHF 
CONVERTERS 








PAGE 





Many converters on the mark 
day are unsatisfactory in fringe and 
shadow areas where signal strength 


is low Before you install a UHI 
converter in these area 


know these fact 


Signal power loss in the preselector 


seriously affects picture quality 


Most UHF converters us iidin 
contact shorted line tuners in the 
preselector with a fixed pe le 
of 6 db. The Turner convert uses 
High Q coaxial cavity tuners with 
no sliding contacts. Signal power 


loss is cut to 4 db. The resulting low 
noise tftigure keep picture qualtit 


high 


Oscillator radiation often causes dis- 
turbing interference with neighbor 


ing sets. In the Turner converter the 


oscillator tube socket and all asso 
ciated circuits are inside the coaxia 
cavity, self-shielded. Removable cov 
ers provide a second shield against 


radiation 


High amplifier noise figure can fur 
ther damage picture quality Che 
Turner converter uses a_ special 
broadband amplifier with Cascode 
circuit, It retains the  preselector 
signal savings without appreciably 


increasing the noise figure The 


Turner amplifier noise figure is 


only 4 db 


Whether you're selling converters 


tor installations in shadow or fringe 


areas of putting one im your own 


home, remember the Turner 
converter often means the difteren 


between good reception and bad 


EXCLUSIVE TURNER FEATURES 
Higher sensitivity 

Extremely low noise figure 
Exceptional frequency stability 
Double shielding 


Hi-Q silver plated coaxial cavities 


No sliding contacts 


OTHER MAJOR TURNER FEATURES 


Continuous single-knob~ tuning Hhur 
noted slide-rule dial »>matier size 
B'«6"'x6 Use with UHF or combir« 
tion antennas. Self powered, uses char 
nels 5 or 6. Complete installation ' 
structions for 110-120 volts é cy 


cles AC. Schematic included 


In VHI fringe and shadow 
areas, the Turner Booster is 
a superior performer, too 


rue TURNER company 


938 17th St., N.E., Cedar Rapids, lowe 


Export: Ad Auriema, Inc 

89 Broad St., New York 4, N. Y, 
Canada: Canadian Marconi Co 

Toronto, Ont. & Branches 


~ 
“4 
o- 


Apex Electrical Mfg. Co. 








/ 




















EDWIN A. HAMALA STANLEY SILBER 





lwo sales manager positions hav Vacuum Cleaner Co. of Cleveland 
been filled by the Apex Electrical Co He is with Apex from 1927 to 1939 
vith the appoitment of Edwin A vhen he left Apex to direct advertis 
Hamala as sales manager of the vac ing and sales promotion activities with 
uum cleaner division and Stanley Sil- — the Premier division of G. ] " 
ber a iles manager for the dish Silber was previously with the James New Haven Quilt 
washer division Manufacturing Co. He joined James & p d 

Hlamala was previously director of ight months before the first dish a Co. 

i ind advertising for the Roval vasher came off the firm’s linc 


1953 Catalogue 


All famous DREADNAUGHT 
products that will help you to pro 
tect your deliveries from damages: 
reduce delivery costs; make deliv- 
eries easier. Catalogue includes 
padded appliance covers, furni- 
ture pads and covers, movers and 
warehouse accessories. Write for 
FREE copy today. 


NEW HAVEN QUILT 
& PAD CO., INC. 


(Dept. E 753 
80-86 Franklin St., New Haven, Conn 


Deepfreeze Appliance Div., 
Motor Products Corp. 

















JAFFA SOF &s 
COMLIINOEEE 


CORD SETS 


The illustrated three- 













































































L. J. SORENSEN F. F. DUGGAN conductor heavy duty 

power cord set, with 

lwo top level 1 ] micnt 1] p dent. Fk. 1 Dugg in former general detachable ground 

pomtiment 7 7 been WW : | . in * : ~ ig . of m - gee jock, is typical pe yi 
the division Sorensen has been the Crosley division of Avco, will } 

cles ited from CC pre ick nt ind Deeptreez to take over as VICC presi complete LINE of UL 


























eneral manager ¢ xecutive vice dent and general manager APPROVED 


Gibson Refrigerator Co. Eicor, Inc. "> SETS 
























































_ 


We specialize in power cables, har- 
nesses and custom assemblies to gov- 
ernment specifications. 

Write for brochure! 


“National distributors and warehouse 






































FRANKLIN H. FISHER HUGH J. DALY for ANACONDA densheath television 
and radio wires and cables” 
\ppointment of Franklin HH. Fisher Hugh J. Daly has been named as 
, a ‘ ire 
imager of Gibson range sales has iles manager of the company’s tape {7 i/j i « (O™% 
> ; “ ° ‘S'R 7c Aa 
en recently announced Fisher's recorder division. Daly, previously 4 VLALGI USAR thd 
headquarters will be at the companv’s associated with Eicor during 1946, ’4 WIRE & SUPPLY co 
| 3 . 
offices locat in Gr vill in S returns after a period with the | ' 
= — > ee ae qd ' ies 2850 Irving Park Road + Chicago 18, II! 
Nhlichigan Redmond Company 
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Necchi Sewing Machine 
Sales Corporation 





J. J. MOFFATT 


ppointments have 


I'wo exe ( 
been annouaced by the 
J. Moffatt has be 


le manager, wl 


compa J 
en named as general 
ile James W. Robert 

t director for 


i 


mm becomes ad ISIng 


Schaefer, Inc. 





H. N. NAFSTAD 


11 N Nafstad ha 
assistant sales manager in 
the Pak-A-Wavy home fi 
for Schaefer, Inc. Tle 


with U.S. Rubb Cr 
\] 


beech named 
charge ot 
ezer division 
former] 


, in Minneap 


Wads 


Perfection Stove Co. 


Three executive personnel chang 
have been announced by the company. 
Mare Resek, formerly vice president 
of engineering, has become vice presi 
dent in charge of all company research 
\V. H. Haag is now vice president of 
engineering and pu 
Day has been 


cngimee»nng 


nanufacturing 
hasing, while W. M 
placed in char of the 


iepartment 


Odin Stove Mfg. Co. 


R. G. Halmer has been ipp 

iat mana of the Odin compan 
Announcement was made by D. O 
lomlin, ident of Odin, and of 

Dearborn Stove Company, n 
t Odin 


W Ownc! 


A. O. Smith Corp. 
Appointment of Kenneth E.. Lof 


n to the post of iles pl ymotion 
manager of the company’s Perma 
glas-Heating division at Kankakee, 
llinois has been announced. 


ELECTRICAL 


the hrm 


new position indicated will also as- 
ume a similar post with Necchi’s 
ister organization, Elna Sales Corpo- 


MERCHANDISING—SEPTEMBER, 





JAMES W. ROBERTSON 


Moffatt in addition to his 


tiny 


Magnecord, Inc. 










SIGNAL ELECTRIC MFG. CO. menominet 


rnd sports caMPING 
ELECTRIC LANTERNS 


SAFEWAY 
Travelite 
No. 958 








JOHN W. HINES 


\ppomtment of John W. Flines as 
director of sales of Magnecord, Inc., 
has been announced. Prior to taking 
over his new duties Hines had served 
in the post of mid-west sales 
for Enco Products 





INanagel 





FOCAL-RAY 














Beams... or 
Blinks AND 
Beams! Twin Switches. 
Red flasher cau- 
tions traffic, while 
side spot beam 
provides pow 
erful service 
light 
Base 






Westinghouse Electric Corp. 





Focal adjust- 
ment. Throws 
powerful spot-beam 
or floodlight by curn- 
ing lenshead 



























Pivot base — 







Pivot 
light stays ‘put’ 
at ANY angle 


Plastic handle 





be 
Forme 
e Lo 
Yi“ 


we 


Fb ELECTRIC 


LANTERNS are designed to 
meet the wide, profitable 


T urn night 
into day' Twin 
lights 





extra 


H. D. KELTY brilliant side 
Sports, Motoring, and Farm light with top 
- flagd light 
Appointment ea ee Market. Nationally Adver- ar 


sports light 


nerchandise manager for vacuum tised . . . Write for Empire 
leaners has been announced. In hi 
new post Kelty. will b I 
for the development of sales program 
to further sales of the company line 
of vacuum cleaners and floor polishers. 


ip or down 


Lantern Catalog. $4.75 


ponsibl 


The METAL WARE CORPORATION, Two Rivers, Wisconsin 
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TITAN 


Thermostat 
ELECTRIC HEATERS 


MODEL 22 


¢ It looks like a portable 
radio heats like an old- 
fashioned stove! It’s the 
answer to the smart house- 
wife’s demand for a really 
beautiful electric heater. 
Single control operates 
famous Therm-O-Dial 
Thermostat. 1320 or 1600 
Watts. Powerful fan. Ever- 
cool case. $19.95 retail. 


\T 
SELLS 


MODEL 
900 





¢ This big value heater is 
loaded with features for ir- 
resistible sales appeal. 
Proven profit makers in- 
clude two switches, amber 
signal light, thermostat, 
forced air and infra-red 
heat. 1320 and 1600 Watts. 

Evercool case. 
$24.95 retail. 

Write today for 
complete information. 


MANUFACTURING CO 


BUFFALO 10 


NEW YORK 
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DISTRIBUTOR NEWS 





_Model Warehouse 





OCTOBER is the date 
f the Motorola-Detroit Company 


tion, includes 


set for the 


air conditioned ttices 


ind a railroad siding which will acc 


Graybar Electric Company 


Lhe 111th location in Graybar Elec 
tric’s nationwide distribution network 
opened recently in Green Bay, Wis 
consin. According to John W. Peter 
son, who has been appointed man 
wer of the branch, “‘Graybar’s 
goal will be to provide complete and 


new 


accessible clectrical stocks to indus 
tries and appliance dealers in the 
area.” Ralph Wethern will be operat 


ing manager of the new branch, whil 
red Smith and Harold Baruth 
be representatives in the i 
In a ippointment S M 
Cook has been appointed manager of 
the companv’s Milwaukee 
placing R. J. Harkins retiring 


Cook had previously served a 


will 
regional 


branch r¢ 
who l 
man 


wer of power apparatus and signal 


Kansas Cit 


al 


ippara ll ile Il 


Brand New Distributor 





FORMAL OPENING of new Gross Distributing Corp 


is attended by company officials and local dignitaries 


city treasurer, East Orange 


pening 
Features 


Robert A Gri SS 


*— new warehousing and office facilities 


f the building n | 


ww under construc 


training room ) large truck dock 


date three fre wt cor 


Servel-New York, Inc. 


Bert Cole, 
manager of 


eastern regional sales 
Servel, In has 
named as a vice president and mem 
ber of the board of the Servel-New 
York Corporation, the company’s dis 


been 


tributing subsidiary in the New York 
metropolitan area and eastern New 
York state 
Van Deren Hardware Co. 

At a recent mecting of the com 


pany’s board of directors in the home 


offices at Lexington, Kentucky, the 
following officers were chosen. I’. Van 
Deren Coke was elected president; 
I’. B. Kieckhefer, vice president; and 


S. D. Coke to the 
the board of 


chairmanship of 
dire ctors 


building, East Orange, N. J., 
Left to right: Jay C. Wood, 
secretary, Gross Distributing Corp 


Sterett B. Prevost, vice president, Fidelity Union Trust Co.; William E. Dunkinson, 


president 
Gross Distributing Corp 


East Crange Chamber of Commerce 


Alfred P. Hummers, president, 


and Howard G. Zenk, vice president, Fidelity 


SEPTEMBER, 


Ouick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 












Model ST— 
for pipe connections. 





Mode! CT~—with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE 


for mak- 


ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 
dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B.SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 


SAVE*2"° 
| on every 
delivery 


SLIDES UPSTAIRS 
a 
Fax 
“ 
Qs 


DOWNSTAIRS 














im AND OUT OF 
TRUCKS 


WITH THE ANI ]S, 
APPLIANCE TRUCK 


Send one 
man 
instead 
of two 















SAVE THE COST OF AN EXTRA MAN 
by using an Easload Truck. It 
balances the load slides up or 
down stairs or in and out of trucks 
Has belt and ratchet type cincher 
i Rubber pads protect finish Large load balancing 
| wheels (10x2.7 have two positions 
| controlled by foot pedal 
lock. Note two small 

| wheels at toe of truck 
Save on deliveries; 

‘ order an Easload 

today! only 


$53.50 


FOB Los Angeles 






5 cushion tires) 








IT BALANCES THE LOAD 


COLSON EQUIPMENT & SUPPLY CO. 


1317 Willow Street «+ 


Los Angelcs, Calif 
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He Buys 
Old Sinks 


That's the way Fred Boese of Sterling, Ill., creates 
kitchen remodeling prospects. 
you take away a housewife’s sink she must have 


a new one—and that leads to a business of over 


$100,000 a year 


[ has been said that in vacation 

time a woman merely swaps a sink 

in town for one in some shack in 
the country—that it’s something to 
which she is always chained 

Fred Boese of Sterling, IIl., is one 
man who has discovered that even 
if a housewife can never be separated 
from a sink, she at least can be inter- 
ested in looking at a new one. His 
method is simple. He buys the old 
one from her kitchen. Of course she’s 
got to have a new one and this starts 
a chain reaction in which the house- 
wife sometimes completely remodels 
her kitchen. 

More women than you can count 
easily are staring under their old, one 
legged, too-high sinks and dreaming 
about cabinets to fill this empty space. 
From women like these a proposition 
in which the old sink price takes a bit 
out of the down payment on the new 
one gets action 


Thev see Fred Boese Sales Co. ad 
vertisements in the papers buying and 
selling sinks; they hear his proposi 
tions over the radio. These run seven 


times a week. They reach out 60 miles 
from Sterling, Illinois. Sears and 
Ward don’t hurt him, because they 
will not accept old sinks in trade. 

Before she knows it, the prospect is 
thinking of a complete new kitchen. 
In selling, says Mr. Boese, you need a 
man who can both measure and sell 
The big thing is to get into the house 
and check it over. One cannot call 
and sell cold turkey. Don’t quote cost 
Get the familv to want the things vou 
have to sell 


Most Buyers Pay Cash 


The average sale runs around $700, 


and 80 percent of these customers 


pay < ish. When they buv on time, 
and some take up to 36 months, 
Boese can dispose of their papcr on a 


non-T ul ba l 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


For, obviously, if 








THE HOUSEWIFE’S DESIRE to get rid of her old sink and replace it with one with underneath 
cabinets is awakened by dealer Fred Boese’s newspaper and radio offers to buy the old one. 


On planning, two men do this 
work. Sterling being a small town, 
without union complications, Boese 
is able to farm out installations and 
get them done promptly. His con 
tractor has his own electrician and 
plumber. 

About half the customers do then 


own installations, and Boaese hands 
them the plans with his blessing. 
Most customers are middle aged 


and own their homes. Fifty-five per 
cent of Boese’s business is remodeling, 
25 percent new buildings. About 25 
percent of his customers are specula 
tive builders. 

The firm gives them a choice of 
wood (Brammer) or steel (Youngs- 
town) cabinets. With the Brammer 
line, customer has his choice: set-up, 
unfinished or knocked down. The 
choice of the customer tips Mr. Boese 
as to his financial standing, as the cus 
tomer saves 20 percent on knockdown 
merchandise. If he doesn’t take it, he 
can be sold more. Ninety percent of 
his wood cabinets are sold finished. 

While Boese Electric sells only one 
appliance to ten remodeling jobs, 
there are signs that new items ar 
gaining ground. About 25 food wast 
disposers and fifteen dishwashers wer¢ 
sold last year. There is a trend to have 
the dryer and automatic washer in the 
kitchen these days, and that gives the 
firm a new talking point 


Less Financial Liability 


The Boese firm, whose volume runs 
over $100,000 yearly, got into the 
kitchen business because it wanted to 
avoid too much contingent liability 
on finance paper. All dealer paper on 
appliances today is on a recourse basis 
People who buy kitchens own homes 
ind are the best credit risks in the 
community. In selling them, Mr 
Boese discovered he could dispose of 
without recourse End 


the pape 
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OLD SINK OFFER lures the prospects to fisherman Boese’s Sterling, Ill., store tc 
find out how much he will pay—and how much a new, modern unit will cost 





KITCHEN FEATURES like new, built-in high ovens and dinette sets make pros 
pects realize how old-fashioned their present kitchens are and 
is a change 


how needed 
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PHOTOGRAPH BY SARRA 


and you'll find trusted brands build better business! 


We'd like to make you a little bet. 

If you'll tag a dozen items in your 
store that have fast, steady turn 
over, you'll find a dozen recognized 
brand names. 

Such brands are your best sellers! 

You know why. Your customers 
are pre-sold on brands. They come 
into your store with full confidence 


in certain makes. Naturally, brands 
like that take less time to sell. And 
your customers walk out pleased 
with each purchase. (If a complaint 
should arise, responsible brand 
manufacturers stand behind you in 
making good. 

That’s why you make more money 


and more friends, the more you 


promote and advertise recognized, 
responsible brands! Write for free 
material that can help you establish 
your store as a top brand names store 
in your community. 

BRAND NAMES FOUNDATION 

tne RPORATED 

A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 


Win national recognition with a Brand Name Retailer-of-the-year Award! 
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HTEST, 
URDIE 
- AT LO 





LIG 


Model 


602 
, Other mod 
els with 15 
a ft. strap, 


cinching 
rachet 
and/or stair 





roller 


i 


Welded tubular construction. Channel iron skids 
reduce wear and tear. Handholds where you 
need them. Barrel shaped cross bars for round 
or square appliances, Tailgate notch for safety 
Face of truck covered with durable grey non 
marring rubber—form fitted for protection of 
load. In use for over 8 years. 








Write for literature and name 
of nearest jobber 


Dutro Company 


3110 Adeline - Oakland, Calif. 


JOBBER INQUIRIES INVITED 
ATTRACTIVE FREIGHT ALLOWANCES 








q Solves the Problem of 
Mailing List Maintenance! 


Probably no other organization Ie eas 
well equipped as McGraw-Hill te 
solve the complicated problem of 
list maintenance during this led 
of unparalleled change In Industrial 
personne! 


McGraw-Hill Mailing Lists eever 
most major industries. They are com- 
piled from exclusive sources, and are 
based on hundreds of thousands of 
mall questionnaires and the reperts 
of a nation-wide field staff. All names 
are guaranteed accurate withla 2%. 


When direct mall 
advertising and sales promotien, eee 
sider this unique ard economical -— 
Ice In relation to your product. Detalles 


on ‘eaquest. 


planning your 





greta, 
Mo GRAW-HILL | 


DIRECT MAIL LIST SERVIER 








McGraw-Hill Publishing Co,, ine, 


DIRECT MAIL DIVISIO® 








‘o West 42nd St., New York, TB, @ ¥, 
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Atlanta Contest Winner 





COLLECTING her prize as winner of a Raytheon consumer contest is Mrs 


Adamson of Atlanta 


a. 


The contest winner submitted a 75 word statement on 


her reasons for believing the Raytheon television line was best styled for the family 
The prize a 1953 Ford, is shown being awarded by Earl Gunn, American Service 
Stores, an Atlanta Raytheon dealer, R. L. Wade, Wade Motors, where car was 
purchased, and M. H. Hopkins, salesman for the Hopkins Equipment Company 


of Atlanta, who originated the contest. 


State Distributing Co., Inc. 


Announcement has been made of 
the appointment of William A. Becker 
is sales manager of State Distributing 
Company, Milwaukee, Wisconsin. 
Becker has been associated with thi 
appliance industry for a period of 
twenty six vears, initially as a regional 
manager for Easy Washing Machine 
Co., and more recently as western sale 
inanager for Bendix Hlome Apphance 
ind as vice president in charge of sales 
for Rojars Distributors, Inc. of Mil 
waukee. He will continue the expand 
ing Operation program of the 
pany in the Wisconsin 
Michigan markets 


com 


and upper 


Motorola-Detroit Company 


James B. Charters has recently been 
named as a vice-president and general 


Winning Smiles 


manager of the company. Charters 
has been associated with the Motor 
ola organization for a period of nine 
vears, first as sales manager, and mor 


recently as branch manager 


Hoffman Sales Corp. of 
Missouri 


Davis Doss who has been district 
manager in Denver for the Hoffman 
Radio Corporation has taken over new 
duties as general manager of the Hoff 
man Sales Corporation of Missouri, 
Kansas City. Doss will be in charge 
of the expanding company sales pro 
gram which will build up to the be- 
inning of production this fall in the 
iew $1,000,000 Hoffman ‘TV factory 
which is now construction im 


North K WiSas 


under 
City. 





STAR distributor 
Motorola Silver 
Schreiber, Jr 

Nashville 


salesmen 
Jubilee convention 
Industries Sales Corp., 


and Willie Beck 


1953 


display keys 
held 
New Orleans; 
of Freck Radio 


them at the 

Left to right, are G. A 
Guy P. Hart, Currey’s, 

and Supply Co., Asheville, N. C 


to new cars awarded 


recently 




















CLEAR JY PICTURE 


119 MILES 
FROM 
STATION 


ateoin 


TV. TOWER 


Eliminate tower-mounting head- 
aches. Insure better reception 
and fewer service calls with 
America’s Lowest Cost TV 
Tower. 





| 
Adapter 
in position or serves 


locks mast 


bracket for rotor. 


“All-Angle” feet 
fits any roof, 


5’ or 10° 
HEIGHT 


DEALERS PROFIT TWO WAYS 


1. One man erects a neat, firmly supported 
antenna without special tools. Towers are 
light weight easy handling — individually 
packaged. Reduces objectionable guy wires. 


2. Increase television sales with these per- 
manent tower installations. Raise antennas 
to correct height with mast adapter. Re- 
ception goes up — service calls go down. 


ee ee ee ee ee ee ee ee ee ee ee 


TEAR OUT AND MAIL 

FOR FULL INFORMATION 
Name 
Firm 
Street 


City. . 





WIN 


yO POWER 


NEWTON IOWA USA 
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REPLIES B \ iddr 

NEW YORK W y2nd St Ui 
CHICAGO ( Michi nA 11 
SAN FRANCISCO: 68 Post St 


WANTED 





SALES LETTERS 
gical masterpieces'’—sales letters that 
of America’s top-level 
and sales letter specialists: $250. Prices quoted on 
other sales-creating literature, including presenta- 
tions for salesmen to use in the field 

ROBT. E. JACKSON, SALES BUILDER 
6309 N. Albany Ave Chicago 45, til 


psycholo 


sell, by one sales managers 








REFRIGERATORS WANTED 


FOREIGN FIRM wishes to buy 1,000 Refrigera 

tors 4 to 10 cubic feet—1950-51-52 & 53 

models of Frigidaire, Kelvinator, General Elec- 

tric and Westinghouse—shipped in one or two 

lots—payment by letter of credit—give detailed 

offers FOB N.Y., indicating cubic space of each 
W-8763, Ele I il Merchandising 
V.428 New York 36, N. Y 








MOTOR EXCHANGE SERVICE 


Your burnt out vacuum cleaner motors completely 
rebuilt guaranteed one year. 

Your cost $8.50 G. E. tank motor $9.50 
1000 Rebuilt vacuum cleaners $9.50 up 
Rebuilt Tank Vacuums $19.50 Up 
DEALERS’ VACUUM CLEANER CO. 
140 Nostrand Ave Brooklyn 5, N. Y. 
Parts For All Makes 








Attention Meter Plan Organizations: 
Disposing of large quantity of ‘‘Meter-Matic’”’ (in- 
ternational Register collection meters. Recondi- 


tioned meters, guaranteed to look and operate like 
new—full o 


ne year warranty. Model M-12, $3.95; 
DM-6 (2 door) $6.95. Also brand new M-12 meters, 
$4.95; and DM-6 Meter mechanisms tess cases, 
$3.95. Replacement motors for any model $1.50. 


REMIND-A-METER CORP. 
> Ww ? St New York, N. Y 











Klinker Brothers, Inc. 


Announcement has been 
the purchase of Cincinnati appliance 
parts distributor, Klinket Brothers, 
Inc., by John A. Klein, president of 
Marlein, Inc., a plastic novelty manu 
facturing Klein who assumes 
the post of president ind treasurer 
of the firm, is a well known manage 
ment consultant, 
systems enginecr with the Crosley Di 
Avco Manufacturing Cor 


made of 


concern 


ind formerly was a 


vision of 
poration 


Judson C. Burns 


Charles J. Goodmanson, formerly 
assistant to president Samuel S$. Glass 

Judson C. Burns, Philadelphia dis 
tributors, has been named 
sales manager of the firm. 

At the same time the firm has an 
nounced establishment of two entireh 
separate divisions for the distributior 
of Crosley and Bendix products. Sid 
Goldstein will head the new Crosley 
while Harold Seltzer holds 
the Bendix division. 


general 


division, 
1:7 
a IK post in 


Burns has recently introduced the 
Bendix line of refrigeration, electric 
ranges and freezers to dealers in the 


Philadelphia metropolitan and sur 


i 
rounding areas 


Wallace Johnston 
Distributing Co. 


Announcement has been made of 
the appointment of G. A. Cromwell 
is sales manager for the Wallace John 
ton Distributing Co. of Memphis, 
Penne see 











A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 


McGraw-Hill Publishing Company, Room 2710, 330 West 
42nd St., New York 36, N. Y. 















UNDISPLAYED RATE: 








$2 “ad per ine per insertion Minimum $3 
n First line in small black face type.) 
Fractions of a line count as line Discount 


made in advance 


of 10% ¢ full payment is 
| f of undisplayed 


4 consecutive ineertion 








SUPPLEMENT 


Products, Services— For More Sales, For More Profits 


DISPLAYED RATE: 


$19.30 per inch per 


request \n ade 


insertion Contract rate 
rtising inch is measu 
column There are 4 


Oo & page.) 


vertically 5 oh Ole 


coluniia—-4S) lache 











CUT delivery time, SAVE 


unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 


use the dolly with the 
Aluminum alloy frame, 58” tall, 


easy-does-it features.” 
has smooth run- 


ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt. 


<u‘ |4' Web strap fastens appliances tight with £3 
the patented (30 second action) trap ratchet 
a Yeats exclusive. 


=" Coterpiliar STEP GLIDE. 
appliances over 
Write for full information. 


largest 
marring. 


Yeats Appliance Dolly Sales Co. 


For Safe ond Easy Handling 
of Ranges, Refrigerators, 
Home Freeze and Air 
Conditioning Units, 

Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findley, Ohie 


Monthly display service 
for utilities and accredited 
Trims sent K. D., at 
inexpensive. 
today. 


dealers. 
tractive and 
» Send for folder "B” 





This 
MERCHANDISING 
SUPPLEMENT 


Section 


is an adjunct to other advertising 
in this issue with these additional 
announcements of products and 
services of special interest in the 
sale and servicing of appliances, 
Radios, Televisions and in other 
merchandising opportunities. 
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Endless belt eases the 
stair edges without 


2124 N 142? 
MILWAUKEE 








Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 





{ The safe. easy and 
\ ——— quick way to han- 
7 t il Bee dle appliances. 


=f Patented Step-On 
Liftt—Folding han- 
b dies. Cap. 1.000 

lbs. Ship.wt. 45 lbs. 


REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end. 











‘ 


Write Dept. B 


fe) Sle) oe 





KARI CO. 


Manviacturers ZUMBROTA, MINNESOTA 











Modern Appliance Displays 
Need ae: MOTION! 


The Action 
ma « ELectan ONO 


Display-Way 
To Boost 
Your Sales! 

THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation Used by 
merchants nationwide for unusual action dis 
plays. Model 712 ROTO-SHO illustrated, re 
volves 3 times @ minute, permits novel, self 
contained lighting effects as well as operation 
of electrical devices. Table 18 diameter 
A.C. only. Sturdy steel construction. Guaran 
teed. Write today for complete turntable 
catalog including build-up fixtures! 






4 =~ e 
hour delivery 
from stock 


GENERAL DIE AND STAMPING CO. 
integrity Since 1919 
Dept. 65, 267 Mott St New York 12, N. Y 











THERMOSTATS . 
CUT-OUT SWITCHES 
FOR 


NESCO 


toy - S38) 
* Nation Wide Service 
* Give Model and Description 
We also offer complete repair service. 


POWER EQUIPMENT CO. 


2373 S$. Kinnick Ave © Sheridan 4-3210 
MILWAUKEE 7, WISCONSIN 


felele) aa) 1385.) 
CORD SETS 








Time. toted Successful. | Economical 
Write for Catalo 


MEND-IT SLEEVE “f° 


136 Bonita Av., Piedmont A Sam 





Insert exten ends 
into sleeve. Crimp 
tight with pliers 
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EDITORIAL 











UST before Congress adjourned for the sum 
mer, a number of able spoke men for the 
industry presented cloquent arguments for 

the repeal of excise taxes on major appliance 

clectric housewares, radio and television. No a 

tion was expected from the present session, but 

the evidence was aimed at influencing the next 

Congress which is expected to make major revi 

Speci lly, the 


increase in the excise taxes on our good 


ions im the pre ent tax law 
s due to 
expire next April |, but, due to the Administra 
hion pressure to maitam present revenue levels, 
it is entirely conceivable that thev will be con 
tinued at their present levels for a further period 

President lisenhower, in his pocket veto of 
the bill to repeal the tax on movie admissions, 
took due notice of the inequities in the present 
excise tax laws. Quoting from his May 20 message 
to Congress, he said, ““Uhe wide variety of existing 
excise rates makes little economic sense and leads 
to improper discrimination between industries 
and among consumers, Specific proposals for a 
modified system of excise taxation will be in 
cluded in the recommendations for tax revision 
that will be submitted to the Congress next Janu 
ary 


HIS is a matter of grave importance to all 

branches of the industry At a time when 
competition is keen, both from without and 
within the industry, and when prices dictate sale 
excise taxes represent the well-known “straw on 
the camel's back” that sends many a sale glimme 
ing 

[he arguments marshalled by vour spokesmen 
before the House Committee on Wavs and Mean 
were impressive They pointed out that 
|. excise taxes were imposed primarily for 


Cmiecryen 


v financing and to curtail production 
of consumer goods and thus divert the material 


to war production. With the lifting of con 
trols on raw materials and the ending of wat 
time emergence such excise taxes should be 
climimated 

2? With the slackening of production for 
defense. the iVilian economy needs encourage 





You and Excise T 






axes 


ment if high level of business is to be maim 
tained 


3. Kixcise taxes are consumer taxes rathet 
than manufacturers taxes and have to be paid 
for by the ultimate consumer, inflated at each 
stage of distribution 

+. ‘The present system of taxing some prod 
ucts, while others go tax-free is discriminatory 
l‘or instance, furniture, bedding, rugs, china, 
and non-electric housewares carry no tax 
Most major appliances, ‘T'V and radio are taxed 
10 percent 
5. Present excise taxes produce small revenue 
. “ 


3 million from electric housewares in °52; 
$13 million from dryers and ironers in a 20 
month period) and the cost of collecting these 
small revenues offset the gains. 

6. Excise taxes, by increasing prices, have 
acted as a brake on sales. Dryer output, for 
instance, has slipped 61 percent in the last 
seven months. Electric housewares have 
slipped from 28,371,000 units produced in 1947 
to 20,625,000 units in 1952 and the dollar vol 
ume of the industry in that 6-year period has 
increased less than $36 million. 

7. By cutting sales, excise taxes have brought 
declines in manufacturers and utility company 
earnings and have resulted, therefore, in lowe! 


5 


corporate taxes for the government. 


LL these are weighty arguments in favor of 


#“ repeal of excise taxes on our products. Yet 


the need for tax revenue is going to make 
even the best arguments for repeal face tough 
sledding N AM’s proposal for da general excise 
tax of about 5 percent on all classes of goods 
except food is being given consideration. It ha: 
the merit, at least, of bemg non-discriminator 

Ihe poimt we would like to make, however 
is that we all have a stake in this fight to rid 
the industry of the incubus: of nuisance tax¢ 
Congressmen are back home now and the time 
IS Tipe to bring some pressure to bear at the local 
level. Your representatives are particularly sens 
tive to vells of pain from their constituents 

Let's start velling 
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There's 
lots of bread 


and butter... 


is itin the bag 


for you? 


), can’t argue with 1,500,000 women. 

That’s how many housewives chose 
wringer-washers over other types last 
year. About half of all washers sold in 
1952 were wringer-equipped. 

As it always has been, the wringer- 
washer is your bread and butter—and it 
will continue to be. 

There’s a lot of bread and butter in the 
bag for you when you display and demon- 
strate washers with Lovell wringers. 
Women know the name Lovell well, so 
point it out to every customer. Then to 
really make the sale, follow up with 
Lovell’s seven profit-proved sales points. 
Lovell Mfg. Co., Erie, Pa. Also makers of 


the Lovell gas and electric Drying Systems. 


1. LOW COST! 


Customers like the smaller price tag on 
washers equipped with Lovell wringers 
And the fact that they also save on soap, 
hot water, electricity and repairs. 


2. FAST! 


No long washing, rinsing cycle to wait 
for. Quick push or pull swings the Lovell 
Instinctive wringer to the next operating 
position. No groping for a lock lever 


3. CLEAN AND GENTLE! 


Dirt normally remaining in clothes is 
gently squeezed out by Lovell’s Pressure 
Cleansing action. Resilient rolls are kind 
to delicate fabrics, won't jam zippers or 
break buttons. 


4. DOES HEAVY LIFTING! 


Conveyor action of a Lovell wringer does 
90% of the heavy lifting. No more wor- 
ries about washday backaches. 


5. SAFE! 


Lovell Instinctive wringers give AUTO 
MATIC SAFETY! A gentle pull on clothes 
or a push on the frame releases roll 
pressure on Lovell’s new ‘'62” wringer. 
Just a slight pull stops rolls instantly on 
Lovell’s famous “77” 


6. CONVENIENT! 


With a Lovell-equipped washer you can 
start with dainty things, end up with 
overalls, all in the same suds. Set wash- 
ing and rinsing time to suit yourself, 


7. BUILT TOWORK BETTER, LASTLONGER! 


cleansing pressure. 


wash, 


wringer-washer and automatic 


costs less than 


‘GUARDED TOP” DESIGN gives added protection 
POWER ELECTRIC ROLLS, 3 rubber layers give right 


HARDWOOD BEARINGS never need oiling, won't stain 


SINGLE LEAF SPRING gives balanced presure 
ALL-STEEL H-TYPE FRAME prevents twisting or breaking 


Remind every customer that she can get her wash done quickest with a 


1 that the combination 


she thinks! 
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DEALERSHIF® 


REFRIGERATORS * RANGES + FREEZERS - WASHERS + DRYERS - 











Through the pages of these 
national magazines and 
others, consumers are told 
about the new Kelvinator 
Home Laundry Products. 





The High, « 


"281 orf Datins 


ad | lnncal; 








Extensive advertising ... exclusive features... expanding market 


make the new Kelvinator Washers, Dryers and lroner easier to sell! 


PRODUCTS... Exclusive advantages that give prospects a real reason to 
buy, are found in the entire Kelvinator Family of Home Laundry Equipment. 

The “Shampoo Washing Action” of the new Kelvinator Automatic 
Washer— its ““X-Centric Agitator’ —its “‘Overflow Rinsing’’— have instant 
appeal for women because they so clearly give the washer superior ability 
to get dirty clothes really clean, with complete safety for the finest fabrics! 

The new Kelvinator Clothes Dryer, too, has more sales appeal built into it. 
Drying is done by high velocity air circulation rather than high heat, with 
safe temperatures for all fabrics, even synthetics! Added saleable safety fea- 
tures: the non-snagging contours and porcelained surfaces of the drying 
cylinder; the automatic safety door that stops dryer operation when opened! 

And every other Kelvinator Laundry Appliance is equally powered-to-sell by 
performance! 


PROGRAM... Millions of laundry equipment prospects will be made 
aware of Kelvinator’s superior features through hard-hitting national ad- 
vertising and sales promotion programs. 

Beginning September 14th, Kelvinator kicks oft an Fall 


aggressive and 


Winter program with four-color, two-page spread in LIFE . . . followed by 
appealing high-impact ads in THE SATURDAY EVENING Post, Goop 
HOUSEKEEPING, LADIES’ HOME JOURNAL, PARENTS MAGAZINE and other 
consumer publications during peak months. 

In addition, Kelvinator provides tested and proved local advertising and 
merchandising materials for retailers to tie-in with the national program. 


POLICIES .. . In every respect Kelvinator laundry equipment backs up 
the long-standing policy that ‘““When Kelvinator heralds a new line, the 
unusual may be anticipated: revelations in styling—advanced utility—new 
steps ahead in efficiency, economy and care-free performance.” 

As a retailer, never before have you seen products more skillfully con- 
ceived to build sales by demonstration—which confirms a further Kelvinator 
policy that you can depend on Kelvinator for “‘products in which successful 
retailing is the paramount consideration.” 

This, coupled with the Kelvinator policy of ‘‘an adequate market for 
every dealer’, virtually assures continuing growth and success for the re- 
tailer. Interested? Just call us or write. 


& 
JOIN THE Melvaseatov PARADE TO BETTER BUSINESS! 


Division of Nash-Kelvinator Co 


PROVED 
SELLING AIDS 


LUMAATED AN ADEQUATE 


IRONERS + WATER HEATERS - 


DEHUMIDIFIERS - 
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ROOM AIR CONDITIONERS 


KITCHEN CABINETS + SINKS + “ELECTRO-DRAIN” GARBAGE DISPOSERS - 
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